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Abstract 

Today’s retailers face significant competition due to the proliferation of both retail formats and channels. It is crucial for retailers to 
understand how to develop a loyal customer base for competitive advantage. To this end, we conducted a meta-analysis of 1,908 effect 
sizes from 319 studies on retailer loyalty over the last 50 years, to examine the impact of cognitive, affective, and social retail experience 
on customer loyalty toward a retailer. Our analysis shows that affective experience became more important over time and had the highest 
impact on retailer loyalty, 24% more than that of social drivers and 50% more than cognitive drivers. Affective experience is particularly 
impactful online and for retailers of hedonic or low-involvement products. Social drivers increased significantly in impact over time too. Its 
effect was particularly strong on attitudinal loyalty, for studies with a higher proportion of females, and surprisingly, in utilitarian rather than 
hedonic retail contexts. Taken together, our findings suggest that traditional cognitive differentiators such as price and product assortment 
are no longer sufficient for maintaining customer loyalty to a retailer. Positive affective and/or social experience represent a more defensible 
path toward customer loyalty. 
© 2022 New York University. Published by Elsevier Inc. All rights reserved. 
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Introduction 

Rising competitive pressure has made it increasingly diffi- 
ult and often unprofitable for retailers to constantly go after 
ew customers ( Sharrow 2019 ). Instead, retailers need to be- 
ome more effective at turning existing customers into more 
oyal and engaged customers in order to achieve superior 
erformance ( Ascarza et al. 2018 ). However, as today’s con- 
umers easily compare offers and switch between stores with 

 single click, maintaining a loyal customer base is more and 

ore challenging for retailers. An industry study shows that 
ver half of newly acquired customers leave a retailer within 

he first 90 days ( Braze 2020 ). It is not surprising then that
1% of retailers consider customer retention their top chal- 
enge ( Pavlovskaya 2021 ). 
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How can retailers achieve customer loyalty to their stores, 
oth attitudinally and behaviorally? Answers to this question 

an be found in the many academic research studies on re- 
ailer loyalty that have accumulated over the years. Such re- 
earch has existed under different names such as store loyalty, 
etailer loyalty, and repatronage. Many studies of retailer loy- 
lty have focused on the impact of specific elements of the 
etail experience such as the merchandise mix (e.g., Sloot and 

erhoef 2008 ) or service quality (e.g., Wolfinbarger and Gilly 

003 ), without investigating the relative importance of differ- 
nt loyalty drivers under different contexts. Over time, how- 
ver, sufficient studies have accumulated in the area to allow 

 more systematic synthesis of the different drivers, both in 

erms of their relative contribution to retailer loyalty and their 
hange in importance over time and across different retail 
ontexts. 

To this end, the current paper presents a meta-analysis of 
etailer loyalty studies. The analysis aims to answer a few 

mportant research questions: what factors contribute to re- 
ailer loyalty and what are the relative impact of these loyalty 
erved. 
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rivers? Are factors driving attitudinal versus behavioral loy- 
lty toward a retailer different? How has the impact of dif- 
erent retailer loyalty drivers changed over the last 50 years? 
ow do retailer loyalty drivers differ across retail formats 

nd channels? Finally, how does the relative impact of re- 
ailer loyalty drivers differ across consumers? Building on 

he multifaceted nature of the retail customer experience ( Ver- 
oef et al. 2009 ), we group loyalty drivers based on the cog- 
itive, affective, and social aspects of the retail experience, 
nd examine retailer and customer-related contextual factors 
hat can shape the impact of these drivers on retailer loyalty 

 Becker and Jaakkola 2020 ). 
Our research makes several important contributions to re- 

ailing research and practice. First, by analyzing the drivers 
f retailer loyalty along the three psychological dimensions of 
hinking, feeling, and social, we provide a systematic frame- 
ork for understanding retailer loyalty. This view is partic- 
larly helpful in light of the rapid evolution of technology 

nd data analytics in the retail setting ( Grewal, Roggeveen, 
nd Nordfält 2017 ). As the tools that retailers use to develop 

ustomer loyalty are constantly evolving, focusing on the fun- 
amental building blocks from a psychological perspective 
llows flexible and generalizable insight regardless of the ap- 
earance or disappearance of specific tools. Second, although 

xcellent reviews exist on brand loyalty and customer loy- 
lty in general ( Khamitov, Wang, and Thomson 2019 ; Wat- 
on et al. 2015 ), we offer a more focused analysis of loyalty 

oward a retailer. Compared with brand loyalty, which re- 
ates to what to buy and consume, retailer loyalty pertains to 

here to buy from. Previous research suggests that the two 

re related but distinct constructs ( Dick and Basu 1994 ). In 

articular, consumers’ store choice and preference tend to be 
ighly contextual ( Van Kenhove, De Wulf, and Van Water- 
choot 1999 ), and some retail experience elements important 
n one context (e.g., crowding in a physical store) may be 
rrelevant in another (e.g., for an online retailer). These dif- 
erences suggest unique circumstances and insights related to 

etailer loyalty that may not apply to brand loyalty. We fur- 
her differentiate our work from previous synthesis of research 

n retail patronage in general ( Blut, Teller, and Floh 2018 ), 
hich also includes store choice as a one-time decision. We 

ocus more specifically on the enduring aspect of consumers’ 
etail patronage and synthesize research studies that have ex- 
mined store choice and preference from a repeated and per- 
istent perspective. We further add a dynamic perspective 
o investigate the evolution of retailer loyalty drivers over 
ime. This longitudinal understanding is particularly impor- 
ant given the significant transformation of the retail landscape 
ver the last few decades. Finally, our meta-analysis offers 
ystematic guidance to retailers in an era of intense competi- 
ion and changing customer expectations. Understanding the 
elative impact of the different loyalty drivers will help retail- 
rs better focus their resources and strategies for maximum 

eturn. Our analyses of retail context, consumer characteris- 
ics, and loyalty type as moderators of loyalty driver effects 
urther allow retailers to adapt these research findings to their 
nique situations. 
2 
Conceptual Framework and Hypotheses 

etailer Loyalty and its Drivers 

We define retailer loyalty as consumers’ preference for, 
onsistent repurchase from, and support for a specific re- 
ailer over time ( Oliver 1999 ; Wallace, Giese, and Johnson 

004 ). The construct has both an attitudinal component and 

 behavioral component. The attitudinal component reflects 
reference for a retailer over alternative retailers and affec- 
ive liking of the retailer, while the behavioral component 
eflects the behavioral intention or actual action of repeated 

atronage and advocacy ( Dick and Basu 1994 ). 
The key objective of this meta-analysis is to understand 

spects of the retail experience that can affect a consumer’s 
oyal to a retailer. Previous studies of retailer loyalty have 
xamined a large number of antecedents such as store at- 
osphere (e.g., Babin and Attaway 2000 ), service quality 

e.g., Wolfinbarger and Gilly 2003 ), and satisfaction (e.g., 
umar, Pozza, and Ganesh 2013 ). We unify this large set of 

ntecedents under three broad categories: cognitive, affective, 
nd social drivers. Formally defined, cognitive drivers refer 
o “cold” factors of the retail experience that affect customer 
oyalty through a deliberative, cognitive evaluation process 
 Simonson et al. 2001 ; Dick and Basu 1994 ). Examples in- 
lude product assortment, price, and location. In contrast, af- 
ective drivers are “hot” components that evoke feelings to- 
ard a retailer and the associated shopping experiences , such 

s sensory elements of the retail environment, enjoyment of a 
hopping trip, and customer satisfaction. The third category, 
ocial drivers, refers to factors related to social interactions 
nd relationships that can affect consumers’ loyalty toward a 

etailer . For example, consumers may become more loyal to a 
etailer due to meaningful relationships with store employees 
r other customers ( Argo and Dahl 2020 ). 

Our classification scheme is based on previous conceptu- 
lization of retail customer experience along similar dimen- 
ions ( Verhoef et al. 2009 ). In particular, the differentiation 

etween cognitive and affective antecedents to retailer loyalty 

as been frequently documented in the literature ( De Keyser 
t al. 2020 ; Dick and Basu 1994 ), and it reflects the clas-
ic dichotomy between “hot” versus “cold” aspects of con- 
umer behavior ( Simonson et al. 2001 ). Moving beyond an 

ndividual perspective, social drivers adopt a more dyadic or 
ultiparty view of the retail experience and have also been 

hown to significantly influence consumer decisions in the 
etail environment ( Argo and Dahl 2020 ; Thomas, Epp, and 

rice 2020 ). By focusing on these three classes of loyalty 

rivers, the current research yields important insight into the 
ctual psychological processes through which retail elements 
ffect customer loyalty toward a retailer. 

It is important to note that our classification scheme does 
ot imply entirely independent processes. Similar to previous 
esearch showing correlations among the dimensions of cus- 
omer experience ( Brakus, Schmitt, and Zarantonello 2009 ), 
ifferent loyalty drivers can also share overlapping mecha- 
isms. For example, the effects of cognitive and social drivers 
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Fig. 1. Conceptual framework. 
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ay be partly mediated by affective processes in some situ- 
tions. Although not the focus of this study, we will provide 
ome preliminary insights into such inter-group dynamics in 

he empirical analysis. 

oderators of Retailer Loyalty Drivers 

As we quantify the impact of cognitive, affective, and so- 
ial drivers on retailer loyalty, we recognize potential vari- 
tions in the effects of these drivers across retail contexts, 
ustomer compositions, and loyalty outcomes. We also antic- 
pate significant changes in the effects of the loyalty drivers 
ver time, given transformations in the retail sector during 

he last five decades. In this section, we identify a few key 

oderators of retailer loyalty drivers based on their theoreti- 
al and practical significance. Fig. 1 presents our conceptual 
ramework. 

etail Context 
nline vs. offline retail channel. Shopping online is riskier 

han offline shopping due to the lack of physical presence 
nd tactile information ( Nepomuceno, Laroche, and Richard 

014 ). Choosing an online retailer (versus a physical store) to 

hop from also involves unique considerations such as privacy 

nd security concerns and product delivery and returns. At the 
ame time, the digital environment features lower search cost, 
ore product choices, and better product information, which 

ay motivate consumers to exert more cognitive effort when 

hopping online in order to reduce risk and minimize regret 
 Park, Hill, and Bonds-Raacke 2015 ). In line with this view, 
oureiro and Roschk (2014) find that informational cues in 

he shopping environment have a significantly higher impact 
n loyalty intention online than offline. 

The role of affective drivers in online versus offline loyalty 

as been explored less in previous research. A stereotypical 
iew is that online shopping tends to be goal-oriented, making 
3 
t subject more to cognitive considerations than affective con- 
iderations. However, research studies show that consumers 
re just likely to pursue experiential shopping in the online 
nvironment ( Childers et al. 2001 ). Affective considerations 
uch as satisfaction have been found to exert a larger impact 
n loyalty in the online environment than in the offline envi- 
onment ( Hult et al. 2019 ; Shankar, Smith, and Rangaswamy 

003 ). These findings point to a potentially higher impact of 
ffective drivers in online retailing. 

One important downside of the online environment is that 
t is less conducive to relationship formation between a re- 
ailer and its customers due to its lack of rich social cues 
 Walsh et al. 2010 ). Buying online is largely a self-service 
rocess that involves limited interaction with others. As a re- 
ult, the ability and opportunity for deep, meaningful person- 
o-person interactions is lower in the online environment than 

n the offline environment. Hence we expect social drivers to 

e less powerful in an online setting than in an offline setting. 

1 : The effects of cognitive and affective drivers on overall 
etailer loyalty are stronger in the online channel than in the 
ffline channel, whereas the effect of social drivers is stronger 
n the offline channel than in the online channel. 

tilitarian vs. hedonic retail context. Retail contexts can also 

e classified based on the products sold. One common dis- 
inction made in the literature is utilitarian versus hedonic 
roducts, which some researchers argue is a more useful 
ifferentiation than between search and experience products 
 Li et al. 2020 ). Utilitarian products refer to products that 
ulfill primarily practical purposes (e.g., gasoline and appli- 
nces). When shopping for such products, consumers tend to 

ollow a goal-oriented process emphasizing cognitive involve- 
ent and efficiency ( Kushwaha and Shankar 2013 ). Func- 

ional aspects of the retail experience such as price and prod- 
ct assortment are likely to play a bigger role in the utilitarian 
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ontext. In contrast, hedonic products are products purchased 

nd consumed to create fun, enjoyment, and other pleasur- 
ble experiences (e.g., wine and music). Under such situa- 
ions, consumers focus more on shopping enjoyment rather 
han usefulness considerations ( Childers et al. 2001 ), and af- 
ective aspects of the shopping experience such as store am- 
ience have a stronger effect ( Demoulin and Willems 2019 ). 
ogether, the above discussion suggests a stronger cognitive 
river effect and a weaker affective driver effect in a utilitar- 
an retail context than in a hedonic context. 

For social drivers, previous research points to a weaker 
ffect under a utilitarian context than under a hedonic con- 
ext. The goal-orientedness of utilitarian product purchases 
akes consumers less likely to pursue active interpersonal 

nteractions when shopping. Supporting this view, research 

hows that social interactions in an online community have 
 stronger effect on the purchase of hedonic products than 

hat of utilitarian products ( Park et al. 2018 ). Moreover, the 
fficiency needs of utilitarian shopping reduce the perceived 

alue of consultation with a retail salesperson ( Haas and Ken- 
ing 2014 ), further reducing opportunities for social interac- 
ion and relationship formation with the retailer. These find- 
ngs point to a potentially lower effect of social drivers under 
 utilitarian context than under a hedonic context. 

2 : The effects of cognitive drivers on overall retailer loyalty 

re higher in a utilitarian retail context than in a hedonic retail 
ontext, whereas the effects of affective and social drivers are 
ower in a hedonic context than in a utilitarian context. 

roduct category involvement. Product involvement refers to 

he personal relevance of a product due to one’s inherent 
eeds, values, and interests ( Zaichkowsky 1985 ). Although 

nvolvement with a product category can vary across individ- 
als, some product categories are inherently higher involve- 
ent (e.g., cars and clothing) to most consumers than others 

e.g., groceries and convenience goods). Extensive research 

as examined the effect of involvement on information search, 
ersuasion, and decision making. Yet the role of product cat- 
gory involvement in post-purchase processes such as loyalty 

ormation is still not well understood ( Puccinelli et al. 2009 ). 
e shed some light on the issue by comparing loyalty drivers 

cross retail contexts with different involvement levels. 
Consumers buying high-involvement products have more 

t stake and hence tend to exert more cognitive efforts in in- 
ormation search and decision making ( Puccinelli et al. 2009 ). 
his would suggest more attention to cognitive factors such as 
roduct quality when deciding the retailer to purchase from 

nd to be loyal to when buying high-involvement products 
 Rokonuzzaman et al. 2020 ). In contrast, previous research 

nds that affective components of the shopping experience 
uch as store environment design have a lower impact in 

igh-involvement purchase contexts ( Demoulin and Willems 
019 ). Hence, we anticipate a higher-involvement retail con- 
ext to shift loyalty formation toward cognitive drivers and 

way from affective drivers. 
4 
At the same time, existing research shows that retailers’ 
elationship investment is more effective in high-involvement 
roduct categories than in low-involvement product categories 
 De Wulf, Odekerken-Schröder, and Iacobucci 2001 ). This 
s attributed to a stronger desire from consumers to partici- 
ate in marketing relationships in high-involvement situations, 
hereas relational moves by retailers in low-involvement sit- 
ations are likely to be construed as intrusive. Corroborat- 
ng this view, previous research shows that personal interac- 
ion quality plays a bigger role among high-involvement con- 
umers than among low-involvement consumers ( Vesel and 

abkar, 2010 ). These research findings point to a stronger ef- 
ect of social drivers on retailer loyalty in a high-involvement 
ontext. The above discussion leads to the following hypoth- 
sis: 

3 : The effects of cognitive and social drivers on overall 
etailer loyalty are higher in a high-involvement retail context 
han in a low-involvement context, whereas the effects of af- 
ective loyalty drivers on overall retailer loyalty are higher 
n a low-involvement context than in a high-involvement 
ontext. 

ynamic in loyalty drivers (Time) 
Existing research on retailer loyalty has often taken a slice 

f time approach, examining the influence of loyalty drivers 
t a single point in time. This limited time perspective makes 
t challenging to detect fundamental shifts in the marketplace. 
he last 50 years have witnessed significant changes in the 

etail landscape, as both the number and formats of retail- 
rs have multiplied. We believe the relative importance of 
ifferent retailer loyalty drivers is likely to fluctuate with the 
volving retail landscape. Understanding this evolution of loy- 
lty drivers over time is an important research questions in 

etailing ( Blut, Teller, and Floh 2018 ). 
With rising competition among retailers, traditional cog- 

itive drivers such as assortment and price have become 
ore parity considerations rather than competitive differen- 

iators. These factors may initially attract consumers to a 
tore, but they may no longer be sufficient for motivating 

onsumers to stay with a retailer. In their place, true loy- 
lty is increasingly fostered by creating “delight” in the cus- 
omer experience ( Barnes and Krallman 2019 ) and by deep- 
ning customer engagement through relationship-building tac- 
ics ( Grewal, Roggeveen, and Nordfält 2017 ). For example, 

ore retailers are creating online communities to facilitate 
ustomer-to-customer interactions, resulting in increased cus- 
omer loyalty toward the retailer ( Bi 2019 ) and double-digit 
ncrease in customer expenditures ( Manchanda, Packard, and 

attabhiramaiah 2015 ). As another example, brick-and-mortar 
tores are increasingly investing in sensory cues such as mu- 
ic, scent, and visual design that create a more hedonic shop- 
ing experience ( Babin and Attaway 2000 ). These develop- 
ents suggest a potential shift over time from cognitive to 

ore affective and social factors in retailer loyalty. This leads 
o the next hypothesis: 
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4 : The impact of cognitive drivers on retailer loyalty de- 
reases over time, whereas the impact of affective and social 
oyalty drivers increases over time. 

ype of loyalty outcome 
Retailer loyalty has both an attitudinal component and a 

ehavioral component, a differentiation often made in the 
oyalty literature ( Kumar, Pozza, and Ganesh 2013 ; Wat- 
on et al. 2015 ). The loyalty outcomes studied in existing 

esearch reflect this dichotomy, with some focusing on be- 
avioral outcomes such as share of wallet while others using 

ttitudinal measures such as perceptual and preference rat- 
ngs ( Watson et al. 2015 ). The exact loyalty outcome studied 

s likely to affect the relative importance of different loyalty 

rivers. 
In between the two types of loyalty, attitudinal loyalty is 

ore proximal to the beliefs and feelings of the individual. In 

ontrast, behavioral loyalty measures can reflect subconscious 
nd/or habitual decision-making that takes place without the 
eelings that are often associated with attitudinal loyalty ( Liu- 
hompkins and Tam 2013 ). It is therefore expected that affec- 

ive drivers would play a bigger role in attitudinal loyalty than 

n behavioral loyalty. Supporting this view, Kumar, Pozza, and 

anesh (2013) show that satisfaction explains a significant 
igher portion of the variance in attitudinal loyalty than in 

ehavioral loyalty. 
Although behavioral loyalty may not require strong feel- 

ngs to be present, it is constrained by external considerations 
uch as affordability and location accessibility. Without the 
ecessary facilitating conditions, the loyalty that consumers 
eel toward the retailer may stay hidden as latent loyalty in- 
tead of being expressed as actions ( Dick and Basu 1994 ). 
his suggests a stronger impact of practical cognitive consid- 
rations such as price and convenience on behavioral loyalty 

han on attitudinal loyalty. In the meantime, the role of social 
rivers is likely to be higher for attitudinal loyalty than for 
ehavioral loyalty. Previous research shows that social inter- 
ction and tactics can foster liking, rapport, and trust (e.g., 
remler and Gwinner 2008 ; Newell et al. 2011 ). These in- 

ermediate outcomes should have a significant impact on at- 
itudinal loyalty. The above discussion is summarized in the 
ext hypothesis. 

5 : The impact of cognitive drivers on retailer loyalty is 
igher for behavioral loyalty measures than for attitudinal 
oyalty measures, whereas the impact of affective and social 
rivers is higher for attitudinal loyalty measures than for be- 
avioral loyalty measures. 

onsumer characteristics 
Age. The importance of different loyalty drivers can change 

cross a consumer’s lifetime. Previous research on age dif- 
erences in a consumption context has focused more on in- 
ormation processing and decision making rather than on 

oyalty. From a cognitive perspective, aging research shows 
hat cognitive functions tend to diminish with age, reduc- 
ng the likelihood for new information search ( Wells and 
5 
ubar 1966 ) and the number of criteria considered in 

ecisions ( Evanschitzky and Wunderlich 2006 ). In con- 
rast, older consumers’ repurchase decisions and recom- 
endation intention are driven more by satisfaction than 

hat of younger consumers ( Homburg and Giering 2001 ). 
ore broadly, socioemotional selectivity theory suggests 

hat older consumers focus more on emotional gratification 

nd are highly sensitive to maintaining positive emotions 
nd avoiding negative emotions ( Carstensen, Isaacowitz, and 

harles 1999 ). Taken together, we hypothesize that the im- 
act of affective drivers will increase across the lifespan 

hile the impact of cognitive drivers will decrease with 

ge. 
With regard to social loyalty drivers, socioemotional selec- 

ivity theory suggests that older individuals are more selec- 
ive in their social relationships, focusing social interactions 
ore on emotionally close individuals ( Lang and Carstensen 

994 ). This alludes to not only the possibility of stronger loy- 
lty among older consumers ( Lambert-Pandraud, Laurent, and 

apersonne 2005 ) but also a potential stronger reliance on 

elationships established through past experiences in choos- 
ng where to shop. As a further support for the stronger 
mpact of social drivers on loyalty, older consumers have 
een found to rely more on in-store staff help when shopping 

 Lumpkin, Greenberg, and Goldstucker 1985 ). These findings 
ll point to a stronger impact of social drivers on retailer 
oyalty among older consumers. 

6 : The effects of both affective and social drivers on re- 
ailer loyalty increase with age, whereas the effect of cognitive 
rivers decrease with age. 

ender. Males and females shop differently. In a 
tudy of consumer shopping styles across 11 countries, 
ennis et al. (2018) show that while males follow a more 

ystematic approach to shopping by focusing on spatial 
nd mechanical aspects of the shopping process, females 
ollow a more empathic approach focused on emotional 
nd social sharing. Similar differences have been confirmed 

n other studies. Male consumers are believed to be more 
chievement- and efficiency-oriented in their shopping 

 Noble, Griffith, and Adjei 2006 ), whereas women tend 

o emphasize more the hedonic aspects of the shopping 

xperience ( Meyers-Levy and Loken 2015 ; Noble, Griffith, 
nd Adjei 2006 ). Focusing specifically on the social aspect of 
etail loyalty, Melnyk, van Osselaer, and Bijmolt (2009) show 

hat while male consumers show stronger loyalty toward a 
etail firm, female consumers show stronger loyalty to in- 
ividual service providers. This finding points to a higher 
mphasis on the social aspects of the retail experience for 
emale consumers than for male consumers. Taken together, 
he gender differences in shopping as revealed in previous 
esearch lead to the following hypothesis: 

7 : The effects of cognitive drivers are lower and the effects 
f affective and social drivers are higher as the proportion of 
emales in a study sample increases. 



Y. Liu-Thompkins, L. Khoshghadam, A. Atar Shoushtari et al. Journal of Retailing xxx (xxxx) xxx 

ARTICLE IN PRESS 

JID: RETAIL [m5+; March 2, 2022;20:11 ] 

D

i
e
r
l
l
s
p
s
w
T
s
i
n

f
w
t
i
t
r
v
i
l
c
c
t
s
o
b
fi
3
W

c
c
s
(
8
D
F
i
s
v

e
c
b
o
A

d
r
w
r
a
p
c
s
o
c
r
i
s
a
t
a
s
n
u
c
t
e
a
e
o
s
p
r
a

E

d
(
s
W
o
e
T
t
t
w
f
w
t
z
i
n
r
e
l
c

Methodology 

ata sample, inclusion criteria, and coding 

We conducted thorough searches to identify relevant stud- 
es. First, we used online databases (EBSCO and Elsevier Sci- 
nceDirect) to identify published work using combinations of 
etail and loyalty related keywords (“retail loyalty”, “retailer 
oyalty”, “retailing” or “retail” or “retailer” and “customer 
oyalty” or “loyalty”, and “store loyalty”). We limited our 
earch to papers from the last five decades. Second, besides 
ublished papers, we also conducted similar searches on Re- 
earchGate and SSRN, two popular working paper sharing 

ebsites, to identify unpublished studies related to the topic. 
hird, we examined the reference list of each paper from our 
earch to identify additional publications that did not turn up 

n the computerized search. This was done iteratively until no 

ew study was identified. 
For a study to be included in the analysis, it needs to meet 

our criteria. First, the study was conducted in a retail context, 
hich we define based on the 2017 North American Indus- 

ry Classification System as businesses selling merchandise 
n small quantities to the general public as the final step in 

he distribution process 1 . We excluded retail services such as 
etail banking and restaurants because retail services involve 
ery different customer dynamics. Second, the study exam- 
ned the effect of some retailer-related driver(s) on customer 
oyalty to the retailer. A large number of studies from the 
omputerized search were related to brand loyalty in the retail 
hannel instead of store loyalty and were eliminated. Third, 
he study used quantitative methods and reported the sample 
ize. Fourth, the study reported correlation coefficients or one 
f the other statistics that can be converted to a correlation- 
ased effect size. These criteria yielded 268 articles in the 
nal analyses, representing a total of 1,908 effect sizes from 

19 studies, with a combined total of 953,198 consumers. 
eb Appendix 1 provides a complete list of the articles. 
We developed a coding scheme that was used by four 

oders to extract effect size and study characteristics. All 
oders received training on the coding process and the con- 
tructs to be coded. 50% of the articles were double coded 

 Lipsey and Wilson 2001 ), and the inter-rater agreement was 
9%, exceeding the acceptable threshold ( Belur et al., 2018 ). 
isagreements in coding were resolved through discussion. 
or each study, we coded the main variables, the correspond- 

ng effect sizes and reliability statistics, and other study and 

ample characteristics that we used as moderators and control 
ariables. Table 1 shows the details of all variables. 

An important part of our coding was the classification of 
ach loyalty outcome and its drivers. For the loyalty out- 
ome, we conducted an item-level analysis whenever possi- 
le to code each loyalty measure as attitudinal, behavioral, 
r mixed, following the practice from Watson et al. (2015) . 
ttitudinal loyalty measures had items that predominantly ad- 
1 See https:// www.census.gov/ naics/ ?input=44&chart=2017&details=44. 

c
c
m

6 
ressed consumers’ psychological preference and liking of the 
etailer such as “I like this store more than other stores”, 
hereas behavioral loyalty measures pertained to either self- 

eported or actual behavior and behavioral intentions such as 
ctual share of wallet or “I use this store for all of my shop- 
ing needs.” For the loyalty antecedents, we coded each as 
ognitive, affective, or social based on the content of the mea- 
ure used for each construct, as the same variables may be 
perationalized very differently across studies. Measures of 
ognitive drivers contained predominantly rational thinking- 
elated items such as “Retailer X offers a big selection of 
tems in many product categories.” Affective drivers involved 

ensory and feeling related elements such as “The atmosphere 
t this store is pleasant.” Finally, social drivers addressed rela- 
ionships and interactions between two or more parties such 

s “I have a lot in common with others who shop at this 
tore.” Although some constructs such as price and conve- 
ience were operationalized similarly across studies and nat- 
rally fell into a single category, the classification of more 
omplex variables such as service quality depended on how 

he researchers operationalized the construct in a study. For 
xample, service quality measured in terms of delivery time 
nd easy return was classified as cognitive, in terms of gen- 
ral satisfaction was categorized as affective, and in terms 
f employees’ helpfulness toward customers was classified as 
ocial. In the case of multidimensional constructs, whenever 
ossible, we considered the individual dimensions and their 
espective relationship with loyalty outcomes to allow more 
ccurate classifications. 

ffect size integration 

To capture the relationship between retailer loyalty and its 
rivers, we used the correlation coefficient-based effect size 
 r ). When a study did not report r-statistic, we converted other 
tatistics into an r effect size whenever possible ( Lipsey and 

ilson 2001 ; Peterson and Brown 2005 ). Following the rec- 
mmendation by Hunter and Schmidt (2004) , we corrected 

ach effect size for attenuation due to measurement errors. 
his involved dividing each effect size by the product of 

he square root of the reliabilities of the two variables in 

he effect. When the reliability of a variable was missing, 
e used the sample-size-weighted mean reliability calculated 

rom all the other studies where reliability for that variable 
as available. To integrate effect sizes, we first transformed 

he reliability-corrected correlation effect sizes into Fisher’s 
-coefficients. Summary effect sizes were then calculated us- 
ng random effects models ( Hunter and Schmidt 2004 ). Fi- 
ally, we converted the z-scores back to correlations as the 
evised, sample-weighted, and reliability-adjusted average r - 
ffect sizes. Given our focus on the three distinct types of 
oyalty drivers, in this and the following analyses, we only 

onsidered 1,885 effect sizes where the antecedent can be 
learly classified into only one of the three types, and ex- 
luded the ones that span across more than one type (e.g., 
ixed cognitive/affective driver). 

https://www.census.gov/naics/?input=44&chart=2017&details=44
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Table 1 
Key Construct definitions and coding. 

Variables Definitions Operationalizations 

Loyalty Outcome 
Type 

Attitudinal loyalty: preference for a 
retailer over alternative retailers and 
affective liking of the retailer; 
Behavioral loyalty: the behavioral 
intention or actual action of 
repeated patronage of and advocacy 
for a retailer. 

Coded based on the content of the measure used to gauge loyalty in a 
study, at the item-level whenever possible. 
• Attitudinal: measures with items that predominantly address 

consumers’ psychological preference and liking of the retailer (e.g., 
“I like this store more than other stores” or “I have a strong 
preference for this store.”); 

• Behavioral (baseline): measures that pertain primarily to either 
self-reported or actual behavior and behavioral intentions (e.g., 
actual share of wallet, “I will use this store the very next time I 
need to shop”, or “I use this store for all of my shopping needs.”) 

• Mixed: measures that have a significant portion of both attitudinal 
and behavioral items. 

Loyalty Driver 
Type 

Cognitive drivers: “cold” factors in 
the retail experience that affect 
customer loyalty through a 
deliberative, cognitive evaluation 
process; 
Affective drivers: “hot” components 
that evoke feelings (including 
sensorial) toward a retailer and the 
associated shopping experiences 
Social drivers: factors related to 
social interactions and relationships 
that can affect consumers’ loyalty 
toward a retailer 

Coded based on the content of the measure used for each construct 
whenever possible to ensure accuracy: 
• Cognitive: measures containing predominantly rational 

thinking-related items such as “Retailer X offers a big selection of 
items in many product categories” or “The location of this store is 
convenient for me”; 

• Affective: measures involving sensory and feeling related elements 
such as “the atmosphere at this store is pleasant” or “I find this 
store entertaining”; 

• Social: measures that address relationships and interactions between 
two or more parties such as “I have a lot in common with others 
who shop at this store” or “Employees of this retailer give 
customers individual attention”. 

Time The “age” of a study in years. Numeric year of a study minus 1969. 
Retail Channel Whether the retail channel is offline 

(physical), online, or both. 
• Offline (baseline): a study involving only brick-and-mortar stores; 
• Online: a study pertaining to a purely digital context (e.g., website, 

mobile app); 
• Multichannel: a study involving both physical and digital stores. 

Utilitarian vs. 
Hedonic retail 
context 

Hedonic products: products 
typically purchased and consumed 
to create fun, enjoyment, and other 
pleasurable experiences. 
Utilitarian products: products that 
fulfill primarily practical purposes. 

• Hedonic (baseline): if the retailers in a study sell primarily products 
for enjoyment, such as toy stores and wine boutiques; 

• Utilitarian: if the retailers in a study sell primarily products for 
practical purposes, such as gas stations and home appliance stores; 

• Mixed: if the retailers in a study offer significant portions of both 
utilitarian and hedonic products, such as department stores. 

Product Category 
Involvement 

The extend of personal relevance of 
a product category due to one’s 
inherent needs, values, and interests. 

• Low-involvement (baseline): if the retailers in a study sell primarily 
low-involvement products such as grocery stores and convenience 
stores; 

• Mixed involvement: if the retailers in a study sell product categories 
with a medium-level of involvement or with mixed involvement 
levels, such as entertainment stores and department stores; 

• High-involvement: if the retailers in a study sell primarily 
high-involvement products such as car dealerships and computer 
shops. 

Age Age of the study sample in years. The average age of participants in a sample, expressed in years. Median 
age is used when mean age is not available. 

Gender Gender composition of the study 
sample. 

The proportion of female participants in a sample. 

Sample Type The use of student participants 1 if a study uses an all-student sample, 0 otherwise. 
Retail Format The format of a retailer based on 

assortment, design, and functions. 
• General merchandise (baseline): if the retailers in a study stock and 

sell a variety of products in considerable breadth and depth, such as 
department stores; 

• Specialty: if the retailers in a study sell a narrower array of 
products, such as bookstores and apparel stores. 

( continued on next page ) 
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Table 1 ( continued ) 

Variables Definitions Operationalizations 

Number of 
Retailers 

The number of retailers examined 
in a study 

• Single (baseline): a single retailer was the target in a study; 
• Multi: multiple retailers were considered in a study. 

Country 
Developmental 
Stage 

The economic developmental stage 
of the country or countries where a 
study took place. 

1 if a study took place in countries that belong to the emerging and 
developing economies category as defined by the International Monetary 
Fund’s (IMF) World Economic Outlook Database a , and 0 otherwise. 

Research method The research methodology used by 
a study 

• Survey (baseline): a study that uses a questionnaire that did not 
manipulate any constructs; 

• Experiment: a study that involves manipulating (intentionally or 
naturally) some factors and observing participants’ reactions, 
including lab and field experiments; 

• Secondary data: a study that analyzes secondary data sources. 

Publication 
Quality 

Quality of the publication outlet 1 if a study is published in a journal that belongs to the Financial 
Times top 50 business journals list b and 0 otherwise. 

Published A study’s publication status 1 if the study is published, and 0 otherwise. 

a https:// www.imf.org/ external/ pubs/ ft/ weo/ 2018/ 02/ weodata/ groups.htm. 
b https:// www.ft.com/ content/ 3405a512- 5cbb- 11e1- 8f1f- 00144feabdc0. 
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To address the file-drawer problem, we calculated the fail- 
afe N for each relationship, which is the average number 
f unpublished studies with null effects that are needed to 

educe the summary effect across studies to non-significance 
 Rosenthal 1991 ). We also conducted the Q-statistic test of 
omogeneity for each relationship. A significant Q-test indi- 
ates the need for moderator analysis ( Hunter and Schmidt 
004 ). 

oderator analysis 

We analyzed the effects of the moderators through hier- 
rchical linear models (HLM) in which effects were nested 

ithin studies, as shown in Eqs. (1) and (2) below: 

Level 1 : E f f ectSiz e i j 

= β0 j + β1 ∗ At t L o y i j + β2 ∗ Mix L o y i j 

+ 

∑ 

k 

β3 k ∗ SubGroupDum m y i j,k 

+ 

∑ 

m 

β4m 

∗ OtherDriverI nclude d i j,m 

+ e i j (1) 

Level 2 : β0 j 

= γ0 + γ1 ∗ Onlin e j + γ2 ∗ MultiChanne l j 
+ γ3 ∗ U t i li tari a n j + γ4 ∗ Mi xU t i H e d j 

+ γ5 ∗ H iI nv olv em en t j + γ6 ∗ MixI nv olv em en t j 
+ γ7 ∗ t j + γ8 ∗ Ag e j + γ9 ∗ F emaleP c t j 
+ γ10 ∗ Specialt y j + γ11 ∗ Mult ipleRet ailer s j 
+ γ12 ∗ DevelopingCountr y j + γ13 ∗ E xperimen t j 
+ γ14 ∗ SecondaryDat a j + γ15 ∗ StudentSampl e j 
+ γ16 ∗ P ublishe d j + γ17 ∗ P ubQualit y j + μ0 j (2) 

here EffectSize ij is the i th reliability-adjusted correlation ef- 
ect size in the j th study, e ij is the individual effect size 
8 
evel residual, and μ0j is the study-level residual. A sepa- 
ate HLM was run for each of the three types of loyalty 

rivers. The first-level equation included three sets of vari- 
bles at the effect size level. The first set consisted of two 

ummies for the type of loyalty outcome considered: attitudi- 
al loyalty and mixed attitudinal/behavioral loyalty, with be- 
avioral loyalty as the baseline. The second set were dummies 
ndicating the sub-groups within each driver type. Given the 
iversity of loyalty antecedents within each type of drivers, 
hese variables captured the differential effects of the most 
ommon antecedents within each type. For cognitive drivers, 
e include four sub-group dummies: convenience-related, 
roduct-related, service-related, and value-related, with the 
est of the cognitive drivers forming an “other” baseline 
roup. For affective drivers, we included retailer brand im- 
ge, ambience, satisfaction, enjoyable shopping experience 
s sub-groups, again with the rest forming the baseline sub- 
roup. For social drivers, we differentiated among business-to- 
onsumer, employee-to-consumer, and consumer-to-consumer 
nteractions, with business-to-consumer interactions as the 
aseline. The third set of variables in the first-level equations 
ncluded two dummy variables representing whether the other 
wo types of drivers were considered in the same analysis 
e.g., a regression where both cognitive and affective drivers 
ere included). This is to control for possible dilution of 

he focal effect size from simultaneous consideration of other 
oyalty driver types. 

The second-level equation as shown in Eq. (2) contained 

tudy-level moderators we hypothesized in the last section, 
ncluding time, retail channel, utilitarian vs. hedonic retail 
ontext, product category involvement level, sample age, and 

ample gender. We also included a few variables to control for 
ther study characteristics that may influence the effect size 
esults. These variables were retail format, whether a single 
etailer or multiple retailers were considered in a study, study 

ethodology, use of student sample, the economic develop- 

https://www.imf.org/external/pubs/ft/weo/2018/02/weodata/groups.htm
https://www.ft.com/content/3405a512-5cbb-11e1-8f1f-00144feabdc0
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Fig. 2. Distribution of the articles and effect sizes. 
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ental stage of the country where the study took place, the 
ublication status of the study, and the quality of the publica- 
ion outlet. Due to missing information in some studies, the 
LM models only included effect sizes where all variables 
ere available. This resulted in 551 effect sizes for the cog- 
itive driver model, 337 effect sizes for the affective driver 
odel, and 227 for the social driver model. 

Mean effect sizes and summary statistics 

Fig. 2 shows the distribution of publications and effect 
izes by decade and loyalty driver type. Research interest in 

etailer loyalty clearly increased over time, particularly in the 
ast 20 years. Moreover, attention to different loyalty drivers 
hifted over time. Cognitive drivers were studied the most 
cross decades, except for the 1990s. Affective drivers did 

ot appear at all in the 1970s but gained attention quickly in 
9 
he last 30 years. Social drivers were examined the most in 

he 1990s, when relationship marketing was a main theme in 

cademic research. 
Table 2 shows the summary statistics for each of the three 

ypes of loyalty drivers. The fail-safe Ns for all relationships 
assed the tolerance level, suggesting minimal concern about 
he file drawer bias ( Rosenthal 1991 ). In the discussion be- 
ow, we follow the rule of thumb provided by Lipsey and 

ilson (2001) for defining small (r ≤ .10), medium (.10 < r 
 .40), and large (r ≥ .40) correlation effect sizes. As panel 

a) of Table 2 shows, affective drivers had the largest im- 
act on retailer loyalty, with a large average effect size of 
47. This was followed by a medium-high average effect size 
f .38 for social drivers. Cognitive drivers had the smallest 
verage effect size of .31, which is considered medium. The 
5% confidence intervals for the three types of drivers did not 
verlap with each other, suggesting that the effect sizes were 
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Table 2 
Average effect sizes of cognitive, affective, and social loyalty drivers. 

Loyalty Driver 
Types 

# of Effect 
Sizes 

Total Sample 
Size N 

Average effect 
size 

95% confidence 
interval 

Q-statistic I 2 Fail-safe N using 
Rosenthal approach 

(a) Average effect sizes by loyalty driver type across all loyalty outcomes 
Cognitive 947 2,375,610 .31 [.30, .33] 154,932.64 99.4% 561,022 
Affective 516 379,152 .47 [.44, .49] 52,409.11 99.0% 354,223 
Social 422 299,099 .38 [35, 41] 36,706.01 98.8% 160,373 
(b) Average effect sizes by loyalty driver type for attitudinal loyalty measures 

Cognitive 104 74,882 .28 [.20, .36] 15,306.64 99.2% 5,296 
Affective 64 32,817 .47 [.40, .53] 3,426.28 97.8% 5,209 
Social 49 50,991 .48 [.43, .53] 2,626.31 97.7% 4,454 
(c) Average effect sizes by loyalty driver type for behavioral loyalty measures 

Cognitive 627 2,191,026 .30 [.28, .32] 118,908.75 99.4% 224,416 
Affective 345 288,512 .46 [.43, .49] 36,916.84 99.1% 150,651 
Social 293 208,625 .36 [.32, .39] 22,627.00 98.7% 62,600 
(d) Average effect sizes by loyalty driver type for mixed loyalty measures 

Cognitive 216 109,702 .36 [.32, .40] 12,602.10 98.0% 40,500 
Affective 107 57,823 .51 [.45, .56] 7.671.89 98.6% 17,959 
Social 80 39,483 .39 [.35, .43] 2,048.17 96.1% 6,828 

Note: All Q-statistics are statistically significant, suggesting significant heterogeneity associated with each relationship. The I 2 statistics further indicate that 
the majority of variations across studies are due to heterogeneity instead of chance. 

s
a
f
a
e

l
p
s
t
s
t
i
c
(
l
l

T

s
t
w
T
a
s
d
p
t
o
f
e
i
d
(

a
s
d
g
l
d
e
t
e

T
2
t
i
G
a
a
n

T

i
t
t
a
fl
l
o

p
(
n

ignificantly different from each other. For all these loyalty 

ntecedents, the Q-statistic was significant. The I 2 statistic 
urther suggests that most of the variations in effect sizes 
cross studies are due to heterogeneity, warranting a closer 
xamination through moderator analyses. 

Panels (b)-(d) of Table 2 show average effect sizes by 

oyalty driver type and loyalty outcome. The order of im- 
ortance among the three types of loyalty drivers remained 

imilar across loyalty outcomes, with affective drivers having 

he largest average effect sizes in most cases, followed by 

ocial drivers and then cognitive drivers. At the same time, 
here were clear differences between attitudinal and behav- 
oral loyalty outcomes. While the average effect size of so- 
ial drivers (.48) was on par with that of affective drivers 
.47) for attitudinal loyalty, social drivers was significantly 

ess impactful (.36) than affective drivers (.46) for behavioral 
oyalty. 

he role of satisfaction 

Satisfaction accounted for a significant portion of the effect 
izes related to affective drivers. Previous research suggests 
hat satisfaction may represent one of the mechanisms through 

hich loyalty can develop ( Oliver 1999 ; Watson et al. 2015 ). 
herefore, compared with factors such as price and product 
ssortment, satisfaction may have a more proximal relation- 
hip to loyalty. This could have skewed the effect of affective 
rivers upward relative to cognitive and social factors. To ex- 
lore this possibility, we integrated the effect sizes for affec- 
ive drivers again excluding satisfaction-related drivers. The 
verall effect size for affective drivers dropped only slightly 

rom .47 previously to .44, still significantly higher than the 
ffect sizes for cognitive and social drivers. When break- 
ng down into attitudinal versus behavioral loyalty, affective 
rivers remained the most impactful for behavioral loyalty 

 ES = .43, 95% CI: [.39, .46]), but their average effect on 
10 
ttitudinal loyalty ( ES = .42, 95% CI: [.34, .49]) was now 

lightly lower than that of social drivers (.48), although the 
ifference was not statistically significant. These results sug- 
est that satisfaction as a more proximal antecedent to retailer 
oyalty may have increased the overall importance of affective 
rivers, but this impact is rather small. Even with satisfaction 

xcluded, the impact of affective drivers remained high, con- 
inuing to support the overall importance of affective consid- 
rations to retailer loyalty. 

Moderator analysis results 

We now turn to the results of the moderator analyses (see 
able 3 ). The moderators accounted for 23.07%, 30.85%, and 

8.13% of the variance in the effect sizes of cognitive, affec- 
ive, and social drivers respectively. All generalized variance 
nflation factors (GVIFs) were below 10, and all except four 
VIFs were below 5, with the highest being 7.56. The aver- 

ge GVIF was 1.66, 1.64, and 1.71 for the cognitive, affective, 
nd social models. These results suggest multicollinearity was 
ot a serious concern. 

he role of retail context 

Our results provide strong evidence that retail context is 
mportant in determining what drives customer loyalty to a re- 
ailer. Across retail channels, affective drivers were substan- 
ially more impactful online than offline, whereas cognitive 
nd social drivers were both moderately more impactful of- 
ine than online. Furthermore, all three types of drivers were 

ess influential in a multichannel context than in an offline- 
r online-only context, particularly for social drivers. 

The types of products a retailer sells also mattered. Com- 
ared with hedonic retail contexts, both utilitarian and mixed 

utilitarian/hedonic) retail contexts saw higher effects of cog- 
itive drivers and lower effects of affective drivers, as we 
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Table 3 
Moderator analyses results. 

Moderators Cognitive Drivers ( n = 551) Affective Drivers ( n == 337) Social Drivers ( n == 227) 

Intercept .06 ∗ .01 n.s. -.26 ∗∗∗

Level 1 moderators 
Loyalty outcome type (baseline: behavioral loyalty) 

- Attitudinal loyalty .09 ∗∗∗ .02 ∗ .10 ∗∗∗

- mixed attitudinal/behavioral loyalty 
.01 ∗∗∗ .05 ∗∗∗ .02 ∗∗

Inclusion of other driver types 

- Cognitive - -.22 ∗∗∗ -.10 ∗∗∗

- Affective 
-.19 ∗∗∗ - -.08 ∗∗∗

- Social 
-.08 ∗∗∗ -.04 ∗∗ - 

Cognitive driver subgroup (baseline: other) 

- Product -.07 ∗∗∗ - - 

- Service 
.08 ∗∗∗ - - 

- Value 
.13 ∗∗∗ - - 

- Convenience 
.02 ∗∗∗ - - 

Affective driver subgroup (baseline: other) 

- Ambience - -.07 ∗∗∗ - 

- Enjoyable experience 
- .19 ∗∗∗ - - Satisfaction 
- .28 ∗∗∗ - 

- Retailer brand image 
- .07 ∗∗∗ - 

Social driver subgroup (baseline: retailer-to-consumer) 

- Employee-to-consumer - - -.30 ∗∗∗

- Consumer-to-consumer 
- - -.18 ∗∗∗

Level 2 moderators 
Retail channel (baseline: offline) 

- Online -.08 ∗∗∗ .19 ∗∗∗ -.10 ∗∗∗

- Multichannel 
-.17 ∗∗∗ -.02 n.s. -.28 ∗∗∗

Utilitarian vs. hedonic retail context (baseline: hedonic) 

- Utilitarian .15 ∗∗∗ -.14 ∗∗∗ .13 ∗∗∗

- Mixed utilitarian/ hedonic 
.28 ∗∗∗ -.05 ∗∗∗ .31 ∗∗∗

Product category involvement (baseline: low-involvement) 

- High-involvement 
- Mixed involvement levels 

.04 ∗∗∗

.003 n.s. 
-.13 ∗∗∗

-.05 ∗∗∗
.28 ∗∗∗

-.02 ∗∗

Time -.004 ∗∗∗ .003 ∗∗∗ .012 ∗∗∗

Age -.003 ∗∗∗ .005 ∗∗∗ .0003 n.s. 

Gender (% of females) .08 ∗∗∗ -.01 n.s. .14 ∗∗∗

Specialty (vs. general merchandise) retailers .07 ∗∗∗ -.06 ∗∗∗ -.07 ∗∗∗

Multiple (vs. single) retailers -.15 ∗∗∗ -.12 ∗∗∗ -.18 ∗∗∗

Developing (vs. developed) countries .12 ∗∗∗ .16 ∗∗∗ .07 ∗∗∗

Research method (baseline: survey) 

- Experiment .03 ∗∗∗ -.15 ∗∗∗ -.13 ∗∗∗

- Secondary data 
-.24 ∗∗∗ -.67 ∗∗∗ -.48 ∗∗∗

Student (vs. non-student) sample -.02 ∗∗ .04 ∗∗∗ -.05 ∗∗∗

Published (vs. unpublished) work .39 ∗∗∗ .26 ∗∗∗ .11 ∗∗

Publication outlet quality .04 ∗∗∗ .21 ∗∗∗ -.14 ∗∗∗

R 2 23.07% 30.85% 28.13% 

n.s.: not significant. 
∗∗∗ p < .01. 
∗∗ p < .05. 
∗ p < .1. 
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xpected. However, contrary to expectation, social drivers 
ere more impactful in utilitarian and mixed retail contexts 

han in hedonic retail contexts. For product category involve- 
ent, cognitive and social drivers were more important to 

etailer loyalty for high-involvement shopping, whereas af- 
11 
ective drivers were more important under low-involvement 
hopping. The moderating effect of involvement was partic- 
larly strong for social drivers, such that social drivers were 
ubstantially more influential in a high-involvement context 
han in a low-involvement context. 
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Fig. 3. Evolution of loyalty driver impact by retail channel over time. 
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Finally, cognitive drivers were more impactful for specialty 

etailers that offer a narrow set of products than for general 
erchandise retailers selling a large variety of products. The 

pposite was true for affective and social drivers, both of 
hich were more influential for general merchandise retailers 

han for specialty retailers. 

volution of loyalty drivers over time 

As expected, cognitive drivers decreased in impact over 
ime. In the meantime, the effect sizes for both affective and 

ocial drivers increased over time, suggesting the rising im- 
ortance of affect and social relationships in achieving loyalty 

oward a retailer. The magnitude of increase over time was 
ignificantly larger for social drivers than for affective drivers. 
12 
We further explored the evolution of different loyalty 

rivers across retail channels and time periods (see Fig. 3 ). 
sing significant digital milestones as markers, we divided 

he 50-year time window into three segments: (1) the pre- 
igital period (1970-1993); (2) the digital period (1994-2006), 
arked by the first online retail transaction ( Lewis 1994 ); and 

3) the social/mobile period (2007-2020), which began with 

he dawn of social media ( Braun 2015 ) and a significant turn- 
ng point in mobile when the first iPhone was introduced. 

Within the offline channel, affective drivers showed a dom- 
nant effect in the pre-digital period, while social drivers were 

inimally influential during this time. As we move into the 
igital and then social/mobile periods, the impact of social 
rivers increased significantly, particularly during the digital 
eriod. By the social/mobile period, social drivers were al- 
ost as influential as affective drivers. The impact of cog- 
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itive drivers on offline retailer loyalty peaked in the digital 
eriod and then decreased in the social/mobile period. Affec- 
ive drivers remained high-impact in the offline channel across 
ll three time periods. 

Within the online channel, affective drivers played the most 
mportant role in the digital period, with cognitive drivers 
lose behind and social drivers having the smallest but still 
oderate effect. After the emergence of social media, both 

ffective and social drivers became substantially more influ- 
ntial, while the effect of cognitive drivers remained stable. 
hese results confirm our earlier point about the importance 
f retail context and show distinct evolutionary paths of re- 
ailer loyalty across channels. In Web Appendix 2, we report 

ore refined analyses of the trajectory over time for the dif- 
erent subgroups within each loyalty driver type. 

ttitudinal versus behavioral loyalty 

The effect sizes of all three types of loyalty drivers were 
ignificantly higher for attitudinal loyalty and mixed attitu- 
inal/behavioral loyalty than for behavioral loyalty. However, 
here were subtle variations in the magnitude of this moderat- 
ng effect. While the gap in effect size between attitudinal and 

ehavioral loyalty was relatively small for affective drivers, 
he difference was significantly larger for cognitive and so- 
ial drivers. Taken together, all three types of loyalty drivers 
re more effective at increasing attitudinal loyalty than behav- 
oral loyalty, but affective drivers were more equally effective 
n engendering both types of loyalty. 

onsumer demographics 

As expected, affective drivers were more impactful with 

n older sample, while the effect of cognitive drivers was 
ignificantly higher among a younger sample. On the moder- 
ting effect of gender (H7), both cognitive and social drivers 
ere more impactful as the portion of females in a study in- 

reased, whereas the effect of affective drivers did not change 
ith sample gender. 

ithin- and between-group effects 

Among cognitive drivers, value- and service-related factors 
ere more impactful on retailer loyalty, while convenience 

nd product-related antecedents were less impactful. Within 

ffective drivers, satisfaction had the highest impact, followed 

y enjoyable experience and retailer brand image. Ambi- 
nce had the least impact among affective drivers. For social 
rivers, business-to-consumer interaction was more impactful 
han consumer-to-consumer and employee-to-consumer inter- 
ctions. 

Considering more than one type of loyalty drivers in the 
ame analysis in a study reduced the effect size of the indi- 
idual drivers. The highest attenuation occurred between cog- 
itive and affective drivers, where the inclusion of cognitive 
rivers significantly reduced the effects of affective drivers 
13 
nd vice versa. Although not a full test of the interrelation- 
hip between these drivers, the findings do suggest significant 
verlap between cognitive and affective drivers and allude to 

he possibility that the effect of some cognitive drivers on 

etailer loyalty may be partly mediated by affective drivers 
e.g., through satisfaction). In comparison, the attenuations 
etween cognitive and social drivers and between affective 
nd social drivers were much smaller in magnitude, suggest- 
ng a relatively more independent process at work for social 
rivers. 

ontrol variables 

For the control variables, all three loyalty drivers were less 
mpactful in studies using real-world secondary data than with 

urveys and experimental studies. Survey studies reported 

arger effect sizes than experiments for affective and social 
rivers, whereas experiments showed larger effect sizes for 
ognitive drivers. The use of a student sample decreased the 
ffect of cognitive and social drivers but increased the effect 
f affective drivers. Considering multiple retailers in the same 
tudy resulted in lower effect sizes than focusing on a single 
etailer in a study. Whether and where a study was published 

lso mattered. Finally, the effects of all three drivers were 
tronger in developing countries than developed countries. 

Summary and implications 

What should retailers focus on to increase the loyalty of 
heir customers? To answer this question, we conducted a 

eta-analysis of retailer loyalty research from the last fifty 

ears. The main goal was to better understand which aspects 
f the retail experience affect customer loyalty toward a re- 
ailer and how the importance of these different loyalty drivers 
hanges across time, retail contexts, and consumers. Table 4 

hows a summary of our main research findings. 

hat to focus on to promote retailer loyalty? 

To increase customer loyalty, should a retailer focus on (a) 
eing objectively superior with merchandising, prices, and/or 
ervices (cognitive), (b) making the shopping experience more 
njoyable and influencing consumers emotionally (affective), 
r (c) developing stronger relationships through direct and in- 
irect social interactions (social)? Our analyses suggest that 
ll three matter. However, influencing consumers emotionally 
as the most significant impact on retailer loyalty . Its av- 
rage effect was 24% higher than that of social drivers and 

0% higher than that of cognitive drivers. These findings sup- 
ort the need for retailers to consciously facilitate emotional 
onnections with customers as suggested in previous research 

 Grewal et al., 2017 ). Within affective drivers, satisfaction, en- 
oyable shopping experience, and retailer brand image were 
he most impactful. 

More importantly, the aspects of the retail experience that 
ffects customer loyalty have evolved over time. The influ- 
nce of cognitive drivers decreased over the last 50 years. 
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Table 4 
Summary of key findings. 

Research Questions Key Findings 

Do cognitive (thinking), affective 
(feeling), or social aspects of the 
retail experience have a larger 
impact on retailer loyalty? 

Affective drivers have the highest impact among the three, followed by social drivers and 
lastly cognitive drivers. The average effect size for affective drivers is 24% higher than 
that of social drivers and 50% higher than that of cognitive drivers. 

How has the impact of cognitive, 
affective, and social drivers on 
retailer loyalty changed over time? 

The impact of cognitive drivers on retailer loyalty has decreased over time, while the 
impact of affective and social drivers has increased gradually. The impact of social drivers 
is growing at a faster rate than that of affective drivers. 

How are the effects of the retailer 
loyalty drivers different across retail 
contexts? 

• Retail channel: the effect of affective drivers is substantially larger online than offline, 
while the impact of cognitive and social drivers is moderately larger offline than 
online. Affective drivers have a more dominating effect over the other drivers in the 
online channel than in the offline channel. The impact of all three types of drivers is 
lower in a multichannel context than in a purely online or offline context. 

• Utilitarian vs. hedonic retail context: the impact of cognitive and social drivers is 
bigger in a utilitarian retail context than in a hedonic context. The opposite is true for 
affective drivers, which has a bigger effect in a hedonic retail context than in a 
utilitarian context. 

• Product category involvement: affective drivers have a bigger impact for retailers 
offering low-involvement products than those offering high-involvement products. In 
contrast, cognitive and social drivers are more impactful in the high-involvement 
setting. Social drivers in particular are substantially more influential in the 
high-involvement context than in the low-involvement context. 

How are the retailer loyalty drivers 
different between attitudinal loyalty 
and behavioral loyalty? 

All three types of loyalty drivers are more impactful on attitudinal loyalty than on 
behavioral loyalty. Among the three types, the difference between loyalty outcomes is the 
smallest for affective drivers. 

How do consumer demographics 
influence the impact of the retailer 
loyalty drivers? 

The impact of affective and social drivers increases with age, whereas the impact of 
cognitive drivers decreases with age. Cognitive and social drivers are more impactful with 
a more female-dominant consumer group, while the effect of affective drivers is not 
affected by gender. 

What antecedents are the most 
impactful within each loyalty driver 
group? 

• Cognitive drivers : value-related cognitive drivers are the most impactful, followed by 
service- and convenience-related cognitive drivers. Product-related cognitive drivers are 
the least impactful. 

• Affective drivers : satisfaction is the most influential affective driver, followed by 
enjoyable shopping experience and retailer-image related affective drivers. 
Ambience-related affective drivers are the least influential. 

• Social drivers : retailer-to-consumer interaction is the most influential, followed by 
consumer-to-consumer interaction and employee-to-consumer interaction. 
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s competitive pressure in recent years forces retailers to “get 
he basics right”, traditional cognitive differentiators such as 
rice and product assortment have become par for the course 
nd are necessary but no longer sufficient for maintaining 

ustomer loyalty to a retailer. At the same time, the influence 
f affective and social drivers has increased. This indicates 
 need for retailers to shift their loyalty strategy more to- 
ard emotional and social engagement, such as providing a 

un experiential shopping process ( Wertz 2019 ) or engaging 

ith customers through social media and online and offline 
ommunities ( Patterson 2019 ). The beauty retailer Sephora’s 
eauty Insider Community is a great example of such emo- 

ional and social engagement. 
It is important to note that we are not advocating the aban- 

onment of traditional cognitive loyalty drivers. After all, cog- 
itive drivers still had a moderate level of influence on retailer 
oyalty, particularly for value- and service-related factors. We 
elieve doing a satisfactory job on these cognitive factors are 
ecessary for retailers to maintain a loyal customer base. At 
he same time, these components are more easily replicable by 
a

14 
ther retailers over time, and relying solely on them may not 
e enough to create a sustained competitive advantage in cus- 
omer loyalty. Affective or social factors on top of satisfactory 

erformance on cognitive customer experience are necessary 

or a more defensible path toward customer loyalty. 

dapting retail loyalty strategy to the specific context 

Our research findings further suggest that what to focus 
n to promote retailer loyalty depends on the retail context 
nd the target market. Although affective experience is im- 
ortant both online and offline, its effect is particularly dom- 
nating in the online channel. This suggests an even higher 
eed for online retailers to create better sensory and emo- 
ional experiences for customers. For example, existing re- 
earch shows that website aesthetics, interactivity, and use of 
ultimedia can all lead to a better sensory and emotional 

nline customer experience (e.g., Bleier, Harmeling, and Pal- 
atier 2019 ; Pappas et al. 2016 ). In comparison, cognitive 

nd social drivers have bigger roles in the offline channel 
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han in the online channel. This was particularly true for 
ocial drivers. Offline retailers need to play up the advan- 
age of closer social interactions with their customers to build 

tronger customer loyalty. 
Retailers should pay more attention to traditional market- 

ng mix elements such as product assortment and value as 
ell as relationship-oriented drivers if they sell utilitarian 

r high-involvement product categories (e.g., DIY retailers), 
hereas retailers specializing in hedonic or low-involvement 
roducts (e.g., food retailers) should pay more attention to 

reating the right emotional experience. The stronger influ- 
nce of social drivers in a utilitarian rather than a hedonic 
etail context was surprising, given previous research show- 
ng less direct social interaction in utilitarian purchases. This 
ay be due to indirect social influence (e.g., user-generated 

ontent) in utilitarian purchases. Supporting this view, existing 

esearch shows that user-generated content on online shopping 

ites is used more for utilitarian purchases than for hedonic 
urposes ( Hazari, Bergiel, and Sethna 2017 ; Lee and Eastin 

020 ). These findings point to an alternative view of social 
oyalty drivers and suggest an opportunity for utilitarian prod- 
ct retailers to build customer loyalty through indirect social 
nteractions. 

A retailer’s loyalty strategy should be adapted to con- 
umer demographics too. Given the inclination toward deeper 
ersonal social interactions in females’ loyalty decisions 
 Melnyk, van Osselaer, and Bijmolt 2009 ), it was not sur- 
rising that the impact of social experience mattered more 
n a female-dominant environment , suggesting a need to fos- 
er female customers’ social relationships with the retailer, its 
mployees, and other customers. The stronger role of cog- 
itive drivers among a more female-dominant audience was 
nexpected, however. Previous research has shown a stronger 
ocus on goal achievement and efficiency by men than by 

omen (e.g., Noble, Griffith, and Adjei 2006 ). The different 
ndings we see here offer some preliminary evidence that 
hat make females versus males remain at the same retailer 

s not necessarily what these consumers focus on in a single 
ransaction , a possibility that deserves further exploration in 

uture research. Besides gender, we also find a need to focus 
ore on affective experiences and less on cognitive factors 

s the age of the customer group increases. 

alleability of retail experience elements 

One advantage of separating retailer loyalty drivers by their 
sychological nature is that it allows the malleability of more 
omplex retail elements (e.g., service quality, personalization, 
nd retail technology) to drive customer loyalty in different 
ays. For example, Frank et al. (2014) show that product 
uality can influence loyalty through both a cognitive and an 

ffective route depending on the situation. As we mentioned 

n the empirical section, some retail elements have been ap- 
roached in diverse ways across studies and hence influence 
onsumers under different psychological processes. Our re- 
earch indicates opportunities for retailers to approach and 

ommunicate strategic actions that may appeal to consumers 
15 
n multiple ways. For example, retail technology is quickly 

hanging with the advent of augmented reality, virtual real- 
ty, interactive in-store screens, and other technologies ( In- 
an and Nikolova 2017 ). Many of these technologies can be 

sed both to increase convenience for consumers (a cogni- 
ive consideration) and to engage consumers emotionally or 
ocially. While convenience is important to customer loyalty, 
sing these technologies to make shopping more enjoyable or 
o facilitate shopper-to-shopper interaction will likely lead to 

 better return in terms of customer loyalty. Similarly, per- 
onalization can be presented both as a cognitive benefit (e.g., 
ore suitable products) and a social benefit (e.g., more per- 

onal relationships). Retailers can choose how they approach 

uch retail elements based on the psychological route that is 
he most impactful in each situation. 

Future research directions 

reating a nuanced understanding of affective experience in 

etailing 

Table 5 Despite being the most impactful on retailer 
oyalty, affective drivers only accounted for about one- 
ourth of the effect sizes. Within the affective drivers stud- 
ed, a large portion was devoted to understanding satisfac- 
ion/dissatisfaction. Much less attention was paid to other 
ffective drivers, particularly those related to ambience and 

etailer image considerations. As recent reviews suggest, af- 
ective customer experience is complex and involves diverse 
motions and processes that retailers can influence ( Kranzbüh- 
er et al. 2020 ; Manthiou, Hickman, and Klaus 2020 ). Future 
esearch needs to create a more nuanced understanding of how 

ffective factors play a role in retailer loyalty, especially in the 
ore affect-dominant online and low-involvement retail con- 

exts. Particularly fruitful research topics include the dynamics 
f affective retail experience as the relationship evolves and 

lements of the retail experience that influence beyond the 
alence aspect of emotions ( Klaus and Kuppelwieser 2021 ). 

onsumer-to-consumer and indirect social interactions 

Existing studies of social drivers have focused mostly on 

onsumer-to-retailer and consumer-to-employee relationships. 
uch less attention has been paid to consumer-to-consumer 

nteractions, whose impact ranked below retailer-customer 
nteraction but above employee-customer interaction in our 
nalysis. A recent review of social influences in retail suggests 
hat consumer-to-consumer social influence is an important 
river of in-store purchase behavior ( Argo and Dahl 2020 ). 
ore research is needed on how consumer-to-consumer in- 

eractions can drive the choice of and loyalty toward retail- 
rs. One particularly promising area is how retailer loyalty 

orks collectively for a group of consumers (e.g., a fam- 
ly) rather than a solo consumer, in what Thomas, Epp, and 

rice (2020) describe as collective consumer practices. Re- 
ailers’ roles in collective consumption situations are much 

ore complex, including providing core retail service, medi- 



Y. Liu-Thompkins, L. Khoshghadam, A. Atar Shoushtari et al. Journal of Retailing xxx (xxxx) xxx 

ARTICLE IN PRESS 

JID: RETAIL [m5+; March 2, 2022;20:11 ] 

Table 5 
Summary of future research directions. 

Research Areas Future Research Directions 

Affective experience in retailing 
and retailer loyalty 

• Consideration of more diverse affective drivers, particularly ambience and retailer image considerations. 
• The role of affective loyalty drivers in more affect-dominant online and low-involvement retail contexts. 
• The effect of retail elements on other aspects of consumer emotions beyond valence. 

Consumer-to-consumer and 
indirect social interactions 

• The role of consumer-to-consumer interaction in driving the choice of and loyalty toward retailers. 
• Opportunities and challenges for retailer loyalty in a collective customer journey (e.g., for a family). 
• The role of passive/indirect social interactions (e.g., virtual presence of employees and other consumers) 

in driving loyalty toward an online retailer. 
• The loyalty consequences of non-human (e.g., AI chatbot) social interactions. 

Loyalty management in 
multichannel retailing 

• The relative weights of experiences from different channels in driving loyalty toward a retailer. 
• The relationship between channel-specific loyalty and overall retailer loyalty (e.g., top-down or 

bottom-up). 
• How cross-channel retail customer experience combines with heterogeneous consumer preferences and 

journeys to shape retailer loyalty. 

Dynamics of and relationships 
among retailer loyalty drivers 

• Dynamic evolution of loyalty drivers across a consumer’s lifetime with a retailer. 
• Retail elements affecting loyalty for a recently acquired versus long-term retail customer. 
• The impact and positioning of retail technologies on retailer loyalty decisions. 
• The interaction and potential mediation among cognitive, affective, and social loyalty drivers, 

particularly when a retailer action may simultaneously affect multiple processes. 
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ting social dynamics in the group, and functioning as a team 

layer in collective practices. More research is needed on the 
pportunities and threats for retailer loyalty created by such 

ollective customer journeys. 
The role of social experience in online retail also warrants 

urther attention. Social influence in online retailing often oc- 
urs in a passive and indirect fashion through mechanisms 
uch as mere social presence and social cues ( Argo and Dahl 
020 ). Much of the research on passive social influence in re- 
ail has taken place offline (e.g., crowding). In the digital en- 
ironment, the virtual presence and quantity of employees and 

ther consumers can also affect consumers’ decision to stick 

ith a retailer. For example, Herhausen et al. (2020) show 

hat the mere presence of employees on a website through 

igital images can improve consumers’ perception of service 
uality, which leads to positive customer loyalty outcomes. 
ow such indirect social influences can affect retailer loy- 

lty under different contexts is an important area for future 
esearch. In addition, future online retailing will increasingly 

nvolve the social presence of non-human entities such as AI 
hatbots ( van Doorn et al. 2017 ). What the loyalty conse- 
uences are from such non-human social interactions is also 

n interesting area of research. 

oyalty management in multichannel retailing 

Our research shows that the effect sizes for the loyalty 

rivers were lower for multichannel retailers than for purely 

nline or purely offline retailers. This diluted effect of the 
oyalty drivers in a multichannel setting may partially explain 

ome previous research findings showing negative impact of 
enturing into multichannel on customer loyalty ( Liu, Lob- 
chat, and Verhoef 2018 ). Our findings point to a potentially 

ore complex picture for loyalty toward a multichannel re- 
16 
ailer than in a single-channel setting. This complexity can 

e due to both retailer and consumer heterogeneity, such as 
iverse channel integration strategies across retailers or con- 
umer utilization of different channels for different purposes 
 Herhausen et al. 2019 ). Future research needs to better under- 
tand how retailer loyalty works in the multichannel setting. 
ne particularly promising research area is the joint impact 
f retail experiences in multiple channels that combine to 

ffect a consumer’s loyalty to a retailer. This is very impor- 
ant given the proliferation of touchpoints that consumers can 

ave with a retailer. What are the relative weights of experi- 
nces in different channels in driving loyalty toward a retailer? 
o consumers follow a top-down approach where their over- 

ll loyalty toward the retailer determines how loyal they are 
n each channel, or a bottom-up approach where they com- 
ine their loyalty levels in different channels to form overall 
oyalty toward the retailer? Overall, how cross-channel retail 
ustomer experiences combine with heterogeneous consumer 
references and journeys to shape retailer loyalty represent 
n important area for future research ( Becker and Jaakkola 
020 ). 

ynamics of and relationships among retailer loyalty drivers 

Aggregating across 50 years of research allowed us a 
limpse into the evolution of retailer loyalty drivers. The mod- 
rating effect of age further suggests generational differences 
n retailer loyalty. Building on these findings, future research 

eeds to investigate the dynamics of loyalty drivers across a 
onsumer’s lifetime with a retailer. That is, are the things af- 
ecting loyalty among a retailer’s recently acquired customers 
ifferent from those affecting longer-term customers? In ad- 
ition, the changes in retailer loyalty decisions due to fast- 
merging retail technologies in recent years need to be exam- 
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ned. Finally, most studies we analyzed examined the loyalty 

rivers in parallel and did not consider possible interactions 
nd relationships among the different drivers. Although our 
nalyses did suggest overlap across the drivers, we did not 
xplicitly consider the interactions among these drivers. We 
lso did not formally test the possibility that the effect of one 
ype of loyalty drivers may sometimes be mediated through 

nother type of drivers. More research is needed to under- 
tand how the cognitive, affective, and social drivers interact 
ith and relate to each other to determine consumers’ loyalty 

o a retailer. In particular, some retailer actions may simul- 
aneously evoke multiple processes as we mentioned earlier. 
uture research needs to better understand how these multi- 
rocess loyalty drivers work to enhance loyalty toward a re- 
ailer. 

Supplementary materials 

Supplementary material associated with this article can be 
ound, in the online version, at doi: 10.1016/j.jretai.2022.02. 
05 . 
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