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FACTORS AFFECTING CUSTOMER SATISFACTION
ON SERVICE QUALITY AT SAN HA RETAIL GROUP, VIETNAM

Nguyen Thanh Tu1∗, Nguyen Thi Thu An2, Truong Thi Minh Thu3

Abstract – This study proposes a research
model of the factors affecting customer satisfac-
tion with the service quality of San Ha Retail
Group. The study proposes a service quality mea-
surement model with five factors and 20 observed
variables. The study used the method of testing
the reliability of the model scale by Cronbach’s
alpha coefficient, the exploratory factor analysis,
and the multivariate regression analysis to ex-
plore the results of interviews with 130 customers
who have used products and services of San Ha
Retail Group. The results show that customer
satisfaction with the service quality of San Ha
Retail Group is influenced by five factors, includ-
ing empathy, responsiveness, tangibles, reliabil-
ity, and service capacity. The findings from the
research suggest solutions to increase customer
satisfaction when using products and services for
San Ha Retail Group.

Keywords: factor affecting satisfaction, San
Ha Retail Group, service quality.

I. INTRODUCTION

Nowadays, with the continuous development
of the social economy, people’s living standards
are constantly improving, so their needs are also
increasingly diverse. Therefore, customer service
plays a crucial role in the choices of products
and services. Besides the quality of products and
services determining the success or failure of
businesses in the market, customer service re-
tains customers and attracts new ones. Therefore,
businesses need to study the factors affecting
customer satisfaction with their products and ser-
vices. On that basis, the businesses provide strate-
gies and measures for improving service quality
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to satisfy customers, contributing to increasing
their competitive position in the market.

Tran Mai Tanh [1] argued that today’s retail in-
dustry is also increasingly volatile. Supermarkets
are gradually replacing traditional markets and
roadside stalls as consumers gradually distrust
traditional markets. According to Quan Minh
Nhut et al. [2], currently, the chain of supermar-
kets in Vietnam is increasingly rich and diverse
such as Coopmart, Vinmart, and Bach Hoa Xanh.
One of the recent prominent product retail chains
is San Ha Retail Group (SanHaGroup), with more
than 25 stores in Ho Chi Minh City and other
provinces.

However, the customer satisfaction model
when using products and services at SanHaGroup
has not yet received adequate attention. Building
a research model on customer satisfaction when
using SanHaGroup’s products and services is
essential, helping SanHaGroup improve service
quality, attract more customers, and contribute
competitive advantage over their competitors.

II. LITERATURE REVIEW AND
RESEARCH MODEL

According to Vietnamese Standards and ISO
9000, service quality is the measurement of con-
formity of a supplier’s products and services with
customer requirements. Lehtinen et al. [3] argued
that service quality must be assessed on two as-
pects: the service delivery process and service re-
sults. Gronroos [4] identified two areas of service
quality: technical quality and functional quality.
Parasuraman et al. [5] stated that service quality
can be considered a degree of responsiveness
of the service to the needs or expectations of
the customer, the gap between the customer’s
expectations and their perception when using
the service. Because this characteristic of the
service is intangible, it is not measurable in
quality terms. Parasuraman et al. [5] also built
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the service quality model called SERVQUAL
(Service Quality Model), which is used to assess
customers’ perceptions of service quality and
has five service quality characteristics expressed
through observed variables including: (1) Tangi-
ble, representing the appearance and costumes
of service staff and equipment to perform the
service; (2) Reliability, representing the ability to
perform services appropriately and on time; (3)
Responsiveness, representing the willingness of
employees to provide timely service to customers;
(4) Service capacity (Assurance), representing
professional qualifications and polite and wel-
coming service to customers; and (5) Empathy,
representing care for each customer factor. Re-
search by Plooy et al. [6] also found four factors
directly affecting customer satisfaction, including
empathy, tangibles, reliability, and assurance.

Customer satisfaction is a determining factor
in the success of an enterprise [7]. According
to Oliver [8] and Zeithaml et al. [9], customer
satisfaction is the overall emotional response of
a customer to a service provider on the basis
of comparing the difference between what they
received and their previous expectations. Sim-
plistically, customer satisfaction is the perceived
state of the customer towards the service provider
after using that service [10]. Kotler [7] also
stated that satisfaction is the level of a person’s
sensory state resulting from comparing the results
obtained from a product or service with the
person’s expectations. Oliva et al. [11] argued
that customer satisfaction is a business’s mission
expressed through the relationship between the
value of that product or service and customers’
previous expectations. Research by Brown et al.
[12] concluded that satisfaction is a state in
which what customers need, want, and expect
from a product or service package is satisfied or
exceeded, resulting in repeat purchases, loyalty,
and the value of word of mouth.

Parasuman et al. [5] defined service quality
as the gap between service expectations and
customer perceptions when using the service.
Zeithaml [13] explained that service quality
represents customers’ assessments of reality. It
is a form of attitude and consequences from
a comparison between what is expected and

perceived of customers. Service quality is a deci-
sion of the customer based on experience with the
product or service, measured against customer
requirements. These requirements may or may
not be stated, consciously or unconsciously. Vu
Thi Kim Tham [14] developed the SERVQUAL
model to research the customer satisfaction of
Co.opmart Tam Ky, finding that customer sat-
isfaction is related to the service quality of the
business. Service quality plays an important role
in the existence of enterprises contributing to
market development as well as business profits.
Nguyen Van Thanh [15] said that service is a
creative labor to increase the value of products
and services and diversify, enrich, differentiate,
and highlight the brands and business cultures,
resulting in satisfied customers. According to
research by Nguyen Thi Mai Trang [16], service
quality is one of the critical elements in satisfying
and increasing customer loyalty. Quan Minh Nhut
et al. [2] also argued that customer satisfaction
largely depends on the display, service capacity,
space, safety level and variety of goods. Cronin
et al. [17] suggested that service quality and
customer satisfaction are a measurement of the
suitability of the service provided with the ser-
vice expected by the customer. And Spreng et
al. [18] also showed that service quality is an
antecedent of customer satisfaction.

Dabholkar et al. [19] studied the service qual-
ity of different types of retail stores and proposed
a model of retail service quality for supermarkets.
The model called RSQS (Retail Service Quality
Scale) is developed from the SERVQUAL model
with 28 observed variables and five components
including personal interaction, material aspect,
reliability, problem-solving, and supermarket pol-
icy. The RSQS scale has been evaluated com-
prehensively [20]. Mehta et al. [20] verified the
SERVQUAL and RSQS models and developed
them into a formal model to measure the quality
service of electronic retailing in supermarkets in
Singapore.

For the current domestic retail service sector
in Vietnam, many studies use the SERVQUAL
model to measure customer satisfaction, such as
Vu Thi Kim Tham [13], Tran Minh Tanh [1],
and Quan Minh Nhut et al. [2]. The studies have
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borrowed and adjusted the observed variables
in the model to suit each research object. This
study borrowed the service quality model of
Parasuraman et al. [5] and adjusted variables to
match the business context. The research model
comprises the factors of tangibles, reliability,
responsiveness, service capacity, and empathy.

Tangibles: Tangibles are the external image
of the company’s facilities, equipment, staff, and
service quality characteristics. For customers, the
tangible factor is the core of the service. The bet-
ter this factor is, the more satisfied the customer
will be. From the above argument, the author
hypothesizes H1 as follows:

Hypothesis H1: Tangibles are positively related
to customer satisfaction.

Reliability: Reliability shows the stability and
accuracy of services provided to customers. Cus-
tomers’ trust has an impact on the service quality
of enterprises. From the above argument, the
author hypothesizes H2 as follows:

Hypothesis H2: Reliability is positively corre-
lated with customer satisfaction.

Responsiveness: Responsiveness is the service
provider’s readiness to provide services promptly
to customers, such as providing a service timely
when customers need it. This is a factor directly
affecting customer satisfaction. From the above,
the author hypothesizes H3 as follows:

Hypothesis H3: Responsiveness is positively
correlated with customer satisfaction.

Service capacity: Service capacity is the as-
surance of showing professional qualifications,
service style, and professionalism of employees
in providing services. Customers will be more
satisfied with the quality of service when the
service provider has a team of skilled and highly
qualified staff who provide services wholeheart-
edly and thoughtfully. From the above argument,
the author hypothesizes H4 as follows:

Hypothesis H4: Service capacity is positively
related to customer satisfaction.

Empathy: Empathy is the attentive care which
caring for customers, the most thoughtful treat-
ment to help customers feel that they are the
guests of the company and are always warmly
welcomed at all times. Customers will have sym-
pathy for the service provider, which in turn
affects customer satisfaction. From the above

argument, we have hypothesized H5 as follows:
Hypothesis H5: Empathy is positively corre-

lated with customer satisfaction.
The research model is presented in Figure 1.

III. RESEARCH METHOLOGY
A. Forming and adjusting the research scale

The research model and scales are borrowed
and adjusted from previous studies [12]. The
scale of the variables in the model is used a 5-
point Likert scale, from 1 representing strongly
disagree to 5 representing strongly agree.

The author carried out exploratory qualitative
research by random interviewing nine experts on
January, 2022 in Cuu Long University, to adjust
the observed variables for the research object
before conducting formal data collection. The
scale and observations in the model were adjusted
as shown in Table 1.

B. Sampling and data collection

The research data was collected by the conve-
nient sampling method through customer inter-
views at the sales department at SanHaGroup’s
stores through many forms, including face-to-face
meetings and surveys via Google Forms. The
collection period is from February to June 2022.

A total of 130 questionnaires were collected.
The descriptive information about the study sam-
ple is presented in Table 2.

C. Research methods

Qualitative method
The study was included a qualitative and quan-

titative research phase to test the scale before
conducting formal research. Qualitative research
was carried out through one-on-one interviews
with nine experts to explore the measurement
scales and adjust the observed variables of the
research model.

Quantitative method
A quantitative method was then used to test the

hypotheses by linear regression analysis. Before
performing regression analysis, the author tested
the reliability and value of the scales (convergent
and discriminant) by Cronbach’s alpha (Cronbach
alpha and the correlation coefficient of the total
variable Item-to) and exploratory factor analysis
(EFA) (tested by KMO and Bartlett’s index).
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Table 1: The scale of research model

Table 2: Information from the sample of study

IV. RESEARCH FINDINGS
A. Evaluation of scale reliability
by Cronbach’s alpha

The results of testing the scales in the research
model in Table 3 show that all scales have
Cronbach’s alpha coefficient > 0.5. The correla-
tion coefficients of the total variables (Item-Total
correlation) are all > 0.3, so it was concluded
that the scales are all reliable. The test results
are presented in Table 3.

B. Exploratory factor analysis

EFA independent variables of the
research model

According to Nguyen Dinh Tho [21], when
EFA is the research model, the variables must
have the same type of independent or dependent
variables. Moreover, the research model is sim-
ple, and the role of the variable is clearly defined.
Many independent variables affect one depen-
dent variable. This study performed EFA by the
Varimax rotation method and selected Suppress
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Table 3: Cronbach’s alpha of the scale in the research model

small coefficients ≥ 0.5. The EFA results show
that there are 5 factors extracted with the initial
eigenvalue criterion (Initial Eigenvalue > 1), with
a cumulative total variance of 77.90%. The result
presented in Table 4 shows 17 observed variables
with factor loading coefficient (Factor Loading)
> 0.5.

Based on the results of the EFA factor analysis
in Table 4, it is seen that the research model of
factors affecting customer satisfaction on service
quality of SanHaGroup consisted of five factors.
The result of testing the suitability of the research
model by the KMO = 0.899 index was satisfac-
tory (0.5 < KMO = 0.768 < 1); Bartlett’s test on
the correlation of observed variables has Sig.=
0.00 (Sig < 0.05); and test cumulative variance
= 77.90% (variance extracted > 50%). The EFA
results of the scales in the research model are
presented in Table 4.

EFA the satisfaction scale
The satisfaction scale includes three observed

variables. The author conducted exploratory fac-
tor analysis using the principal components
method and Varimax rotation. The results of
exploratory factor analysis for the scale are shown
in Table 5. The EFA results of the scale show
that the KMO = 0.704 (KMO ranges from 0.5 to
1.0); Barlett’s test on the correlation of observed
variables with value Sig = 0.000 (< 0.5) shows
that covariates are closely related [22]; Factor
loading coefficients are all greater than 0.5; and
the total variance extracted = 70.432% (> 50%)
shows that the EFA exploratory factor analysis
results are appropriate.

Table 4: EFA results of the model scale

Table 5: FEA results for satisfaction scale

Regression analysis
Multi regression analysis of the model aims

to determine the important role of each factor in
evaluating the relationship between the dependent
variable and the independent variable through the
coefficient of determination R2 and adjusted R2.
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Table 6: Regression analysis results
of the research model

The results from Table 6 show that the coeffi-
cient R2 = 0.527 means that the multiple linear
regression model is suitable for the data set of
52.7%. In other words, with the obtained data
set, about 52.7% of the differences between the
factors affecting customer satisfaction with the
service quality of SanHaGroup can be explained
by five factors: empathy, reliability, responsive-
ness, tangibles, and service capacity. The factors
affecting customer satisfaction with the service
quality of SanHaGroup are also explained by an-
other factor that the research has not mentioned.

Check for multicollinearity
To analyze whether the factors in the model

have multicollinearity or not, the author tested
the Variance Inflation Factor (VIF). Based on
Table 7, the variance exaggeration factor VIF
is 1 (less than 10), so it shows that the in-
dependent variables in the research model do
not have multicollinearity [22]. Therefore, the
relationship between the independent variables
does not significantly affect the results of the
regression model interpretation.

From the results, the significance level of Sig =
0.000 < 0.05 shows that the multiple regression
model is suitable for the overall study and can
be used.

To analyze the factors in the model with
multicollinearity or not, we checked the VIF
coefficient. Based on the coefficients in Table 7,
the VIF is equal to 1 (less than 10), illustrating
that the independent variables in the research
model do not have multicollinearity. Therefore,
the relationship between the independent vari-
ables does not significantly affect the results of
the regression model interpretation. From the test
results, the research model does not violate the
assumptions such as a linear relationship between
the independent variables and the dependent vari-
able, the variance of the errors is constant, resid-
uals are normally distributed and uncorrelated,
and there is no multicollinearity. The results of

this test show that the model’s assumptions are
not violated. Therefore, the research model and
hypothesis are accepted.

Based on the regression coefficients in Table
7, the author built the regression equation for the
research model as follows:

SAT = 1,041 + 0,641 * EMP + 0,294 * RES
+ 0,120 * TAM + 0,113 * REL + 0,056 * SER

Research findings show that the customer sat-
isfaction evaluation model for SanHaGroup has
five groups of factors, including (i) Empathy, (ii)
Responsiveness, (iii) Tangibles, (iv) Reliability,
and (v) Service capacity. The empathy factor
was shown to have the strongest impact, with an
impact coefficient of 0.641. Next factor was the
responsiveness factor with an impact coefficient
of 0.294, the tangibles factor with an impact level
of 0.120, the reliability factor with an impact
level of 0.113, and the service capacity factor
with a coefficient of 0.056.

V. CONCLUSIONS AND MANAGEMENT
IMPLICATIONS

The findings of this research confirm the
model of this study, which theorizes that satisfac-
tion of customers of SanHaGroup is affected by
five factors including empathy, responsiveness,
tangible mean, reliability, and service capacity.
Based on the research results, the author proposes
management implications for SanHaGroup lead-
ers as follows.

First, management should enhance empathy
with customer needs. Based on the results of
empathy analysis, customers expect SanHaGroup
to provide prices that are not higher than in
markets and other stores and supermarkets. In
addition, customers also want employees to be
friendly, cheerful and enthusiastic. Leaders of
SanHaGroup need to regularly adjust the fol-
lowing prices to suit the product and balance it
with other supermarkets and stores. For items that
need to be consumed quickly, prices should be
updated regularly, making it easy for customers
to remember prices. Management might arrange
more checkout counters during peak hours and
reduce waiting time for customers. It is necessary
to regularly train staff on complaints handling is-
sues to be polite and answer customers’ questions
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Table 7: Statistical parameters of regression in the research model

so that customers feel satisfied and will return
again next time.

Second, management should enhance the per-
ceived reliability of SanHaGroup, including its
products and services. Reliability always occu-
pies a high position in the heart of every cus-
tomer. They are always concerned about the
reputation and prestige of the company. From
there they always decide where they shop and
consume. Therefore, to enhance reliability with
customers, leaders of SanHaGroup need to train
employees in good communication, ensuring trust
for customers. Employees must have a clear un-
derstanding of each product and sales operation
to solve customer questions. Goods must always
check the expiry date by day/week/month to en-
sure the expiry date. Employees should be trained
to always be proficient in payment operations, es-
pecially new employees who are always accurate
and quick to help.

Third, management should enhance tangibles.
To increase customer satisfaction, SanHaGroup
needs to take measures such as building a spa-
cious parking lot for customers. Stalls should
be arranged scientifically to make it easier for
customers to find products. Stalls displaying fresh
produce should be clean and unhealthy foods
should be removed. The store must regularly
update customers’ opinions to contribute to build-
ing a better sales system. Staff need to greet
customers as soon as they enter, they must be
agile and have a cheerful attitude, and they
must regularly communicate with customers to
promptly meet the needs of customers. Besides,
the store should introduce new products to cus-
tomers regularly.

Fourth, management should improve respon-
siveness. This is a measure of direct impact when
customers come to shop, making customers feel
served promptly. SanHaGroup needs to improve
responsiveness with several measures, including
training agile security to help customers save
time in parking and searching for their vehicles;
always providing a full range of daily consum-
ables and fresh food; observing customers in
close range to exploit suitable goods and provid-
ing more diversified products; and shortening ser-
vice delivery time with quick customer response
and cheerful attitudes.

Fifth, management should improve service ca-
pacity. The company needs to take several mea-
sures such as regular supervision, and encour-
aging employees to help customers with polite,
friendly and enthusiastic attitudes. It is necessary
to improve the knowledge and skills of employees
to be able to clearly and convincingly explain
product issues. Stores need to have a specific
price list for each type of product. And the
costs of products must be clear so that customers
trust and are satisfied with the service quality of
SanHaGroup.
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