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 Background: The current competitive global business scenario has led retailers to 

make considerable efforts to improve store image. The current study aimed to verify the 

main factors influencing the perceived image of a cosmetic store. We sought to identify 
which customer perceived attributes had the most influence on store image: satisfaction, 

service, quality, price and store atmosphere. Specifically, we investigated the 

relationship among some of the attributes that constitute store image based on the 
model proposed by Dickson and Albaum (1977). The analyzed sample consisted of 270 

valid respondents consumers of Brazilian cosmetic retailer located in a city in the state 

of São Paulo. Using LISREL software, were discarded questionnaires that did not meet 
the proposed requisites totaling 270 valid respondents. Results submitted to 

confirmatory analysis using Structural Equations Modeling (SEM) in order to 
determine the effect of the independent variable (perceived store image) on the 

dependent variable (satisfaction). The results indicated a positive and significant 

association between four of the five analyzed dimensions, allowing for the elaboration 
of a specific model that can be used in future research. 
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INTRODUCTION 

 

Considered one of the greatest and most 

diversified industries in the world, retail has been 

undergoing a revolution, transforming simple forms 

of business into automatized and sophisticated forms 

of management, which involves logistics, stock 

control and operational proceedings (Mulhern, 1997). 

In fact, according to Orel and Kara (2014), rapid 

advances in technology are significantly influencing 

how retailers deliver their functions and stay 

competitive in the globalized markets. Moreover, 

Wikström et al. (2002) have emphasized the 

transition that is occurring from retailers offering 

products in the physical world to the virtual universe, 

which has caused significant changes in the choice of 

place of purchase. Aggressive marketers placing their 

brands in interactive tools such as games to build 

product awareness and strengthen brand association 

(Azaze-Azizi, et al., 2015). 

To survive in such an environment, retailers 

need to establish a positive store image. For Burt and 

Carralero-Encinas (2000), store image constitutes the 

key factor for retail success and it is essential that 

companies understand its importance and define their 

strategic positioning. In fact, consumers tend to buy 

from stores that possess images compatible with their 

own self-image and that provide them with 

memorable experiences (Bäckstroöm and Johansson, 

2006). 

According to Santaella and Nöth (1997), it is 

possible to divide store image in two groups: 1) 

visual representations, composed by the material 

objects permeating the visual environment, and 2), 

immaterial representations formed in people’s minds. 

Thus, understanding consumer needs and behavior is 

relevant for identifying opportunities to develop and 

launch new products (Kleef, Trijp, Luning, 2005; 

Atuahene-Gima, 1996). In addition, being familiar 

with and understanding the attributes most valued by 

customers in the buying process is important, as they 

function as decision-making and justification criteria 

(Grunert, Juhl, 1995). Assessing consumer 

perception of store image is essential to guarantee 

congruence between the image desired by the target 

market and the image projected by the store. 
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In light of this context, the objective of the 

present study was to identify consumer perception of 

attributes that constitute the store image of a given 

cosmetic retail chain and, at the same time, 

determine how consumer satisfaction is affected by 

the other dimensions of store image. To this end, we 

create a data collection instrument based on the set of 

attributes proposed by Dickson and Albaum (1977), 

further detailed in the methodological section. 

Moreover, we sought to clarify important 

information for managers working in this sector, as 

well as marketing professionals, regarding such 

information could help them with more effective 

decisions.  

The article structure considers the following 

sections: first, the conceptual framework of store 

image attributes, establish relationships among 

constructs and propose research hypotheses. 

Subsequently, a description of the methodological 

procedures adopted in this study, followed by a 

presentation and discussion of the research results. 

Lastly, some final considerations on the theoretical 

and practical implications of the study, in addition to 

the study’s limitations and suggestions for further 

research.  

 

Global Panorama of Cosmetic Retailing: 

According to the Brazilian Association of the 

Cosmetic, Toiletry and Fragrance Industry 

(ABIHPEC, 2013), there are 2,470 companies in 

Brazil working in the cosmetic, toiletry and fragrance 

market, with a net tax revenue of over 100 million in 

the Brazilian currency (Reais), which represents 

73.0% of total revenue. The last study conducted by 

ABIHPEC (2013) demonstrated that the Brazilian 

industry of cosmetic, toiletry and fragrances 

presented an average deflated compound growth rate 

close to 10% p.a. in the 18 months prior to the study. 

Its ex-factory revenue (net of tax) increased from R$ 

4.9 billion in 1996 to R$ 38 billion in 2013. The 

sector generated more than five million six hundred 

jobs in 2013, and over these 19 years, presented an 

average growth of 8.8%. 

Based on 2013 Euromonitor data, ABIHPEC 

(2013) demonstrated that Brazil ranked third place in 

the global CT&F market. Furthermore, Brazil came 

in first place in fragrances and deodorants; second in 

hair care, products for men and children, bath care, 

hair removal and sun care; third in cosmetics, fourth 

in oral care and fifth in skin care, as seen in Table 1.  

Product distribution is conducted through three 

basic channels: (1) traditional distribution, including 

wholesale and retail stores; (2) direct sales, a 

development of the door-to-door sales concept; and 

(3) franchises, specialty and personalized stores. The 

next section presents the concept and attributes of 

store image. 

 

Concept and Attributes of Store Image: 

According to Mazursky and Jacoby (1986), the 

concept of store image relates to a set of cognitions 

inferred from a set of ongoing perceptions and 

memory inputs, associated with specific phenomena, 

thus what is significant to each individual. Therefore, 

a set of associations of symbols attached to countries, 

people, products (Dichter, 1985), services and stores 

(Martineau, 1958), formed the image. 

Martineau (1958) has long declared that retail 

stores must present a personality capable of 

establishing empathy with its consumers. 

Furthermore, such personality is a consequence of a 

store’s functional characteristics and psychological 

properties. From this perspective the influence of 

corporate image has been studied by many 

researchers as Wheatley and Chiu (1977), Grewal et. 

al., (1998), Alves and Raposo (2010), Cacho-

Elizondo and Loussaief (2010), Ho et al., (2011). 

Positive store image is essential for attracting 

attention and visits from potential consumers (Yoo et 

al., 2000). Turley and Chebat (2002) pointed out that 

the environment created by retail managers is an 

important strategic variable as well store atmosphere, 

compared to a form of product packaging. Such 

packaging is a method that can help establish a 

competitive differential, especially in cases in which 

competitors offer similar products to consumers.

  

 
Table 1: Global CT&F market 

  US$ billion (consumer price) (%) Percentage 

Cosmetic, toiletry and 

fragrance 
2012 2013 Participation 

Variation 

2012 x 2013 

World 446.7 454.1 
 

1.7 

USA 720 73.3 16.1 1.8 

China 39.9 44.2 9.7 10.8 

Brazil 41.8 43.0 9.5 2.7 

Japan 47.4 39.1 8.6 -17.7 

Germany 18.1 19.1 4.2 5.2 

United Kingdom 16.8 16.9 3.7 1.0 

France 16.1 16.8 3.7 4.2 

Russia 14.2 14.2 31 0.1 

Italy 11.9 12.2 2.7 2.3 

Mexico 10.0 10.8 2.4 8.1 

TOP TEN 288.2 289.5 63.7 0.4 

Source: ABIHPEC (2013) 
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Image, as defined by the behavioral point of 

view, is discriminative stimuli that reinforce 

expected actions. Regarding retailing, store image 

conceives as all the associations made by customers 

based on their buying experiences at a given store 

(Kunkel and Berry, 1968). According to the 

literature, retail brand image is multidimensional, 

many times consisting of a mix of associations 

related to the corporate retailer’s store or image, such 

as price (Martenson, 2007; Beristain and Zorrilla; 

2011; Diallo, 2012). Thus, in general terms, as the 

number of retail stores grows and product and 

service quantity increases (Verbeke and Viaene, 

1999; Wikström et al., 2002), so does the need to 

deepen understanding not only of the consumer 

buying process, but also of the dimensions of the 

store that explain consumer perception and 

assessment.  

Ailawadi and Keller (2004) believed that 

pleasant environments encourage consumers to visit 

and purchase more from stores. A study conducted 

by Yoo et al. (2000) found a positive relationship 

between consumer brand associations and store 

image. However, as store image consists of both 

tangible and intangible dimensions, different and 

complex meanings can arise, making it difficult to 

establish a single definition (Burt and Carralero-

Encinas, 2000). Martineau (1958) proposed one of 

the first definitions of store image that consists not 

only of measurable aspects, but also of less tangible 

ones, such as store personality. Previous research has 

identified and classified some attributes that compose 

store image, being that some authors agree that store 

image is a multi-attribute model, usually assessed by 

consumers in terms of a utility function 

(McGoldrick, 2002; Rust and Zahorik, 1993; 

Bloemer and Ruyter, 1998; Bloemer and Schroder, 

2002). The table 2 presents a synthesis of the main 

components of store image as per the literature. 

According to Burt and Carralero-Encinas (2000), 

tangible dimensions represents physical 

characteristics such as price policy and product 

variety, as they provide consumers with clues on 

which to base their perceptions, such as cleanliness, 

decoration, variety, merchandise quality and price. In 

managerial terms, greater tangibility allows the store 

to adapt such dimensions more quickly to market 

conditions. Following this argument Chang and Luan 

(2010) posed that this multi-attribute model is 

formed on the one hand by visible attributes 

(functional qualities), such as product quality and 

availability and, on the other, by less tangible 

attributes (psychological), such as store atmosphere 

(i.e., lighting, sounds, smells and colors). 

  
Table 2: Summary of store image components 

Components Author 

Price 
Kunkel and Berry (1968); Dickson and Albaum (1977); James et al. (1976); Burt and Carralero-Encinas 

(2000); Birtwistle et al. (1999) 

Quality James et al. (1976); Burt and Carralero-Encinas (2000); Lindquist (1974); Birtwistle et al. (1999) 

Assortment James et al. (1976); Hirschman et al. (1978); Burt and Carralero-Encinas (2000); Lindquist (1974) 

Sales staff James et al. (1976); Lindquist (1974) 

Convenience of store 
location 

HirschmanLindquist (1974); Jacoby and Mazursky (1984) 

Sales promotion Hirschman et al. (1978) 

Advertisement Kunkel and Berry (1968) 

Store atmosphere 
McGoldrick (2002; Bloemer and Ruyter (1998); James et al. (1976); Hirschman et al. (1978); Lindquist 

(1974) 

Layout McGoldrick (2002); Birtwistle et al. (1999) 

Service Birtwistle et al. (1999) 

Source: Created by the authors 

 

Westbrook (1981) stated that store satisfaction, 

as conceived by Oliver (1981), can be measured with 

some indicators such as: staff helpfulness and 

kindness; attractiveness of store’s interior; layout; 

availability of physical space; how easy it is to access 

and find products; store cleanliness; product 

assortment, quality and availability; price; 

promotion; business hours; location etc. Based on 

these propositions, were formulated the following 

research hypotheses for the study:  

 

Hypothesis 1: Store image is directly and 

positively influenced by satisfaction. 

Hypothesis 2: Perceived quality is directly and 

positively influenced by price. 

 

Considering the relation of consumer 

satisfaction to the quality of products and services 

provided by the store, and based on the belief that 

product quality significantly impacts retail profit 

(Babakus et al., 2004), the third and fourth 

hypotheses state that: 

 

Hypothesis 3: There is a direct and positive 

influence between quality and perceived store image.  

Hypothesis 4: There is a direct and positive 

influence between quality and satisfaction.  

 

Based on the different approaches presented in 

the literature review from the marketing perspective 

(Dichter, 1985; Martineau, 1958; Doyle and 

Fenwick, 1974; Reynolds and Gutman, 1984; 

Bloemer and Ruyter, 1998; Dickson and Albaum, 
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1977), store image formed in consumers’ minds has 

been observed to strongly influence purchasing 

choice in favor of a given store product/service. It is 

important for retailers to consider the weight of each 

store image attribute to project a better mix of sales 

and image (Chang and Luan, 2010). Each separate 

attribute of store image forms consumers’ perception 

(Cardozo, 1975; Chang and Luan, 2010). However, a 

previous study developed by Berry (1969) concluded 

that atmosphere is one of the most important 

elements (besides quality, product variety and sales 

personnel) in consumers’ overall assessment. 

Considering this, we posed the fifth research 

hypothesis: 

  

Hypothesis 5: There is a positive association 

between the store atmosphere and customer 

satisfaction.  

 

Considering that atmosphere incorporates 

several aspects that determine the environment’s 

design through visual communication, such as 

lighting, smells, colors and music (McGoldrick, 

2002; Levy and Weitz, 2000), the sixth hypothesis 

states that: 

 

Hypothesis 6: The atmosphere dimension exerts 

the greatest influence on store image formation. 

 

Kotler (1973) believed that store atmosphere 

was the most important element of the location in 

which consumers make their purchases. Among the 

several attributes found in the literature review, 

convenience, price and atmosphere were determining 

factors in the consumer store choice (Watson et al., 

2002). Thus, the seventh research hypothesis states 

that: 

 

Hypothesis 7: Store image is directly and 

positively influenced by price. 

 

The Instruments for measuring store image 

attributes follows in the next section. 

 

Instruments For Measuring Store Image Attributes: 

The literature review indicated an infinite 

number of techniques to measure store image 

although most studies use some version of a 

differential semantic scale. The most popular 

categories of study are: 1) describing store image as 

perceived by consumers; 2) associating store image 

with other variables such as consumer satisfaction 

and loyalty; 3) determining the importance of 

attributes perceived by consumers, and 4) verifying 

the instruments and techniques used to measure 

consumer-perceived image (Zimmer and Golden, 

1988). The greatest limitation of these studies lies in 

the fact that they provide respondents with image 

categories, and the characteristics in the scale do not 

always cover all aspects of store image held by the 

public of the store (Kunkel and Berry, 1968). 

The most common technique used to measure 

store image, according to Birtwistle et al. (1999), is 

to ask consumers to assess a store according to a 

previously determined scale, such as a Likert or 

Stapel scale, which are the most frequently used 

(Dickson and Albaum, 1977; Menezes and Elbert, 

1979). Menezes and Elbert (1979) compared Likert, 

semantic differential and Stapel scales and did not 

find any evidence of one scale being superior to the 

other. However, their results provided some 

indicators, which are still inconclusive: semantic 

differential scales appeared to be more precise, as 

they presented lower variability among respondents.  

The items of the scale used by the present study 

were adapted from a study by Dickson and Albaum 

(1977). This scale has already been used and tested 

in several studies on store image, as can be observed 

in Sherman et al. (1997), Verhagen et al. (2005), 

Mittal and Mittal (2008), Farias et al. (2008) and 

Williams and Burns (2011). In fact, the greatest 

contribution made by Dickson and Albaum (1977) 

was presenting a scale that reduces the effect of 

interactions between the different items composing 

it, making it easier to effectively measure the object 

of study.  

 

MATERIAL AND METHOD 

 

The methodology adopted was predominantly 

descriptive, with a non-probabilistic survey sample 

of 302 respondents, with 270 validated. The study 

sample consisted of consumers of a cosmetic retail 

chain store located in the city of Ribeirão Preto, São 

Paulo, Brazil, selected through intentional sampling. 

The selection of the sample was justified, as this 

public met the criteria for the objective of the study. 

Data collected used a structured questionnaire. 

The constructs tested was five: Atmosphere 

(eight items), Service (10 items), Satisfaction (eight 

items), Price (five items) and Quality (six items). 

Additionally, was introduced a section to determine 

the respondents’ profile (Devellis, 2012).  

To measure which consumer-perceived 

attributes had a greater influence on the formation of 

store image, we used a Likert scale from 1 to 7, in 

which 1 represented “completely disagree” and 7, 

“completely agree,” as this format is easily 

understood by respondents and makes it simpler to 

construct the data collection instrument. The scale 

was ordinal and non-metric, and variables were 

ranked in relation to the degree in which the 

participant agreed with each statement (Hair Jr et al., 

1998). Self-administered questionnaires were used to 

collect data, as recommended by Cooper and 

Schindler (2003). They were given to participants 

between the months of February and May 2014. We 

chose to approach participants individually in points 

considered strategic, such as the downtown 
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promenade, beauty salons and shopping mall food 

courts, as suggested by Hair Jr et al. (1998).  

For data organization and analysis, Confirmatory 

Factor Analysis (CFA) follows the premise that 

observed variables are imperfect indicators of certain 

latent constructs (Mueller, 1996). If more than one 

indicator is used to measure a specific construct, 

CFA allows researchers to group such indicators in 

pre-specified ways in order to assess to what degree a 

certain set of data seems to fit the hypothesized 

model. To this end, was applied structural equation 

modeling to establish the relationship between 

observed variables and factors in a series of linear 

regressions, making use of a covariance or 

correlation matrix (Sheth, 1977). Goodness of fit 

indexes provide information on the quality of the 

goodness of fit of the hypothetical model with the 

sample data. 

 

Presentation and Discussion of Results: 

The first step consisted of conducting descriptive 

data analysis, followed by CFA using the Statistical 

Package for the Social Sciences – SPSS® software 

(v. 22.0; SPSS Inc., Chicago, IL). Then, was applied 

structural equation modeling by using Amos® 

software (v. 22.0; SPSS Inc., Chicago, IL). 

Furthermore, LISREL® software discarded the not 

completely filled out questionnaires, resulting in 270 

respondents. First, the respondents’ demographic 

profile was established, including marital status, 

profession, level of schooling, age and income 

classification. The following section presents the 

results related to the specific object of study (Gabriel, 

2014). Regarding age, 42.72% were between 21 and 

30 years old, 26.82% were between the ages of 10 

and 20, and 12.58% were between 31 and 40. Such 

results indicate that the researched sample was 

relatively young. Table 3 presents a summary of 

other identified characteristics.  

 
Table 3: Identified Characteristics 

Income                                                                       % 

Did not answer 3.64 

Less than 600 6.29 

Between 601 and 800 8.28 

Between 801 and 1,000 6.95 

Between 1,001 and 1,500 35.10 

Between 1,501 and 2,000 13.58 

Between 2,001 and 2,500 0.99 

Between 2,501 and 3,000 8.94 

Between 3,001 and 3,500 4.30 

Between 3,501 and 4,000 2.32 

Between 4,001 and 4,500 1.66 

Between 4,501 and 5,000 4.64 

More than 5,000 3.31 

Level of education 

Did not answer 2.32 

Illiterate 0.99 

Completed elementary school 2.32 

Completed middle school 9.27 

High school degree 59.93 

University degree 24.83 

Marital status 

Did not answer 1.32 

Unmarried 63.91 

Married 19.87 

Separated 2.32 

Divorced 4.30 

Widowed 1.66 

Cohabiting 6.62 

Source: Created by the authors 

 

As can be observed, the most common income 

group consisted of those with a monthly income 

between R$ 1,001 and R$ 1,500.00 a month, 

followed by the R$ 1,501.00 to 2,000.00 income 

group. Only 3.31% earned more than R$ 5,000.00. 

One factor that could explain the relatively low level 

of income is schooling level, as most of the sample 

held only a high school degree. Only 24.83% had 

completed higher education. Furthermore, most of 

the sample was unmarried. Regarding purchased 

products, perfume stood out with 22.74%, followed 

by deodorant (13.58%) and soap (12.69%). The least 

purchased products were anti-age products (1.32%) 

and lipstick (4.08%). 

Reliability reflects the degree to which observed 

values correlate with true values. The greater the 

correlation between items on a given test, the higher 

the score for Cronbach’s Alpha. For this reason, it is 

also known as the Internal Consistency test and can 

result in values between 0 and 1. Cronbach’s Alpha 

(α) is an important statistical indicator of reliability, 

sometimes also known as a scale’s coefficient of 
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reliability. It is certainly one of the most important 

and widespread statistical tools in research that 

involve constructing and applying tests (Cortina, 

1993). The questionnaire used for data collection in 

this study presented α=0.912, pointing to good 

internal consistency reliability. The Atmosphere 

factor presented the highest reliability score (0.918), 

followed by Satisfaction (0.869), Service (0.836) and 

Price (0.754). It was not possible to compare alpha 

values among the analyzed dimensions, as each 

dimension contained a different number of items.  

The indicators forming the studied constructs 

presented significant relationships between them. 

However, the Quality construct did not obtain 

enough loading and removed from the model. In this 

study, we analyzed only the direct effects of 

constructs. Regarding the assumptions of 

multivariate analysis, indicators presented low 

linearity, interfering with normality, even after the 

use of z-scores. However, these results were taken as 

a limitation of the study, as normality was not 

seriously compromised, as verified through data 

asymmetry indexes and kurtosis, which were not too 

far from normality (SK<3 and Ku<10). Moreover, 

we observed no problems regarding multi 

collinearity and singularity in the data files. There 

was no influence of multivariate extreme values, 

detected by the Mahalanobis distance (P<0.01). All 

points on the scale were used (Min=1, Max=7). 

Table 4 presents the descriptive data statistics. 

  
Table 4: Descriptive data statistics 

Dimensions Variables Min Max Mean SD SK Ku 

Atmosphere 

Stores are very pleasant to shop in 1 7 5.70 1.38 -1.13 1.03 

Internal store temperature is very pleasant  1 7 5.63 1.29 -0.78 0.29 

Stores have good lighting 1 7 5.51 1.44 -1.04 1.17 

Store atmosphere stimulates to make purchases 1 7 5.44 1.47 -0.95 0.73 

Stores are comfortable to shop in 1 7 5.14 1.67 -0.68 -0.32 

Stores are always clean 1 7 6.19 1.22 -2.04 4.76 

Service 

Employees are always friendly to customers 1 7 6.00 1.30 -1.53 2.51 

Employees are always attentive to customers 1 7 6.20 1.15 -1.84 4.59 

Employees provide quick service 1 7 5.86 1.34 -1.19 1.22 

Employees always answer questions clearly 1 7 5.93 1.24 -1.05 0.75 

Employees are honest with customers 1 7 6.06 1.20 -1.40 1.81 

  I am satisfied with the products from this store 1 7 4.45 1.54 -0.30 -0.37 

Satisfaction 
I would recommend products from this store  1 7 3.50 1.74 0.36 -0.74 

I always buy products from this store 1 7 4.29 1.74 -0.01 -0.83 

  The store offers great discounts 1 7 5.88 1.37 -1.30 1.26 

Price 
Product prices are fair 1 7 5.32 1.69 -0.77 -0.35 

Products are cheaper than the competition 1 7 6.00 1.33 -1.33 1.18 

Source: Created by the authors 

 

Tests that measure convergent validity do so by 

analyzing whether construct-forming indicators 

converge or share a great percentage of variance. 

Regarding the average variance extracted (AVE), 

values above 0.5 was acceptable, as they indicate 

that, on average, the construct explained more than 

half of the variance of its indicators. On the other 

hand, an AVE score lower than 0.50 indicates that, 

on average, there is more item variance error than 

variance explained by the construct (Maroco, 2010). 

The results of the present study indicated that the 

model presented satisfactory convergent validity. 

Tests that assess discriminant validity verify if the 

constructs capture singular aspects not verified by 

other constructs present in the model. We adopted 

the proposal set forth by Fornell and Larcker (1981), 

in which discriminant validity exists when the AVE 

for each factor is greater than the square of the 

correlation between factors, as observed in Table 5. 

The results of the present study demonstrated that the 

model’s discriminant validity was satisfactory. 

  
Table 5: Convergent and discriminant validity for each factor 

Dimensions Variance (%) 
Convergent 
validity 

Discriminant validity 

  
AVE AVE>R2 

   
Atmosphere Service Satisfaction Price 

Atmosphere 25 0.90 0.90 
   

Service 39 0.87 0.47 0.87 
  

Satisfaction 38 0.94 0.62 0.35 0.94 
 

Price 69 0.85 0.12 0.14 0.16 0.85 

Source: Created by the authors 

 

The AVE for each factor revealed that 

convergent validity between factors fell within 

desired values. Comparison of AVE values with the 

square of the correlation between factors in the 

present study indicated that all factors presented 

discriminant validity. Factor validity tests used 

confirmatory factor analysis, estimating maximum 

likelihood. The model fitted for four factors 
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presented fit well to the variance-covariance 

structure as assessed by the goodness of fit indexes. 

For each set were conducted successive tests and 

variables that presented a factor loading below 0.50 

were discarded. The exclusion of items with high 

values of correlated error, until satisfactory levels of 

goodness of fit quality, refined the model. Regarding 

data analysis, none of the Quality construct 

indicators showed relevance to the structural model 

and thus removed. All other constructs remained, 

which allowed for a satisfactory assessment of the 

model.  

The absence of negative error variance, standard 

estimates with values higher than 1.0 (Figure 1) or 

very high standard errors indicated that there were no 

discrepant estimates. Regarding total model 

adjustment, the analysis of χ
2
 resulted in the 

acceptance of the null hypothesis (P<0.05) that there 

is no difference between the data matrix and the 

estimated matrix. In other words, the model fit the 

population perfectly. This conclusion strengthens 

when considering the RMSEA, or the root mean 

square error of approximation. In this case, the index 

reached 0.052, therefore under the tolerable limit of 

0.08. Finally, normalized χ
2
 (1.72) showed that the 

estimated values were ideal, as the score for this 

measure was less than 5.0. Goodness of fit indexes of 

the present model revealed some good results, as 

observed in Table 6.  

 
Table 6: Structural equation model 

Main indicators of model goodness of fit Analysis values Reference values 

χ2 * 546.76 - 

∆ χ2/df 1.719 Less than 5.00 

RMSEA 0.052 Less than 0.08 

IC90%RMSEA ]0.043; 0.060[ - 

CFI 0.921 Less than 0.90 

TLI 0.944 Less than 0.90 

GFI 0.953 - 

*P<0.01: a 1% significance level 

Source: Created by the authors 

 

Values of the model’s coefficient of determination varied from 0.629 to 0.917, as presented in Table 7.  

 
Table 7: Values of the model’s estimated coefficients of determination 

Dimensions Variables Estimated values 

Atmosphere 

Stores are very pleasant to shop in 0.917 

Internal store temperature is very pleasant  0.800 

Stores have good lighting 0.775 

Store atmosphere stimulates customers to make purchases 0.775 

Stores are comfortable to shop in 0.748 

Stores are always clean 0.715 

Service 

Employees are always friendly to customers 0.787 

Employees are always considerate of customers 0.717 

Employees provide quick service 0.716 

Employees always answer questions clearly 0.708 

Employees are honest with customers 0.629 

  I am satisfied with the products from this store 0.873 

Satisfaction 
I would recommend products from this store to my friends 0.884 

I always buy products from this store  0.732 

  The store offers great discounts 0.753 

Price 
Product prices are fair 0.720 

Products are cheaper than those of the competition 0.652 

Source: Created by the authors 

 

The results presented in Table 7 indicate that the 

latent variable adequately predicts the variance of 

observed variables. These coefficients of estimated 

regression are not only high, but also highly 

significant. All estimates of variance, whether 

associated with measurement error or with the latent 

variable, presented high statistical significance. 

Hypotheses assessed with basis on the results are in 

Table 8. 

 
Table 8: Results of confirmatory analysis 

Relationship between constructs Estimate t  P 

Price Image 0.42 1.94 *** 

Service Image 0.73 2.53 *** 

Atmosphere Image 0.92 1.97 *** 

Satisfaction Image 0.84 2.89 *** 

Atmosphere Service 0.61 2.27 *** 

Atmosphere Satisfaction 0.87 3.51 *** 
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Price Atmosphere 0.35 2.35 *** 

Service Satisfaction 0.74 2.53 *** 

Price Service 0.43 1.99 *** 

Price Satisfaction 0.56 1.89 *** 

Source: Created by the authors 

 

Hypothesis 1 (store image is directly and 

positively influenced by satisfaction) was confirmed, 

as there was a significant relationship between the 

construct of satisfaction and image, allowing for the 

conclusion that satisfaction is a predictor of image. 

Hypotheses 2, 3 and 4 (perceived quality is directly 

and positively influenced by price; there is a direct 

and positive influence between quality and perceived 

store image; there is a direct and positive influence 

between quality and satisfaction) were null, as the 

quality construct did not prove to be significant 

according to the results of this study.  

Hypothesis 5 (there is a positive association 

between the dimensions of store atmosphere and 

customer satisfaction) did not confirmed, despite the 

low scores presented between these constructs. 

Hypothesis 6 (the atmosphere dimension exerts the 

greatest influence on store image formation) was 

confirmed, as the significance of the relationship 

between atmosphere and image were satisfactory and 

presented greater scores in comparison to other 

constructs. Hypothesis 7 (store image is directly and 

positively influenced by price) was confirmed, as the 

relationship between satisfaction and image was 

satisfactorily significant, thus allowing for the 

conclusion that price is a predictor of image.  

 

Conclusion: 

The objective of this study was to identify 

consumer perception of attributes that constitute the 

store image of a given cosmetic chain and, at the 

same time, determine how other dimensions of store 

image affects consumer satisfaction. The results 

demonstrated the accomplishment of the research 

objectives, pointing which constructs should be into 

considerations when explaining consumer perception 

and assessment of store image.  

In its development, the scale underwent several 

honing phases and rigorous testing, such as structural 

analysis, demonstrating the convergent, discriminant 

and nomological validity of each construct, in 

addition to the reliability of the model subscales. In 

relation to the original version, we excluded items 

that were not significant in forming the latent 

variable or that presented correlations with more than 

one factor, thus reducing the discriminant validity of 

the scale and the original scale’s goodness of fit. 

Furthermore, via multiple regression, confirmatory 

factor analysis presented positive and significant 

correlations between the constructs of atmosphere, 

service, satisfaction and price, which provided 

support for almost all of the formulated hypotheses. 

The study did not validated the quality construct.  

The final model presented goodness of fit 

indexes within a desirable range of values, 

demonstrating that the instrument was valid and 

reliable and that it integrated the main determinants 

for measuring perception of store image. As is 

customary in scientific research, this study also 

presented some limitations. We highlight, for 

example, the use of a non-probabilistic sample 

chosen by convenience, which does not allow the 

present results for generalization to the entire 

population. Furthermore, selecting only one 

cosmetic, toiletry and fragrance store as a unit of 

analysis also limited the generalizability of our 

results.  

This study’s contribution to academia lies in the 

validation of a research model that proved to be 

robust and capable of reproduction by other 

researchers. Its also makes managerial contributions, 

as it opens doors for understanding consumer needs 

and behaviors. Furthermore, assessing consumer 

perception of store image guarantees congruence 

between the image mix desired by the target market 

and the image projected by the store. 
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