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- прослеживается концентрация сельскохозяйственных земель 
на крупных фермах и повышается тенденция к снижению арендной 
платы за сельскохозяйственные угодья.  

- на долю животноводческих хозяйств приходится 43 % всех 
фермерских хозяйств с существенным сокращением их общего коли-
чества. Наблюдается сильная тенденция концентрации скота в круп-
ных хозяйствах с большим количеством животных. 

- сокращается число занятых членов семей, работающих в сель-
скохозяйственном производстве и увеличивается количество наемных 
рабочих, особенно на фермах с высокой прибылью. 

- зафиксировано снижение машинного оборудования, за исклю-
чением категории тракторов и ирригационного оборудования. По-
следнее дает возможность орошения земель, способствующих повы-
шению урожайности, что сопровождается снижением общей площади 
посевов.  

- отмечено значительное снижение объемов ключевых продук-
тов питания: лимонов, коровьего молока, гороха, ячменя, сахара, сы-
ров, свиного и говяжьего мяса, мягкой пшеницы, несмотря на имею-
щиеся благоприятные условия для их производства.  
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Abstract. Although the necessity of simultaneous examinations of the relative 
impact of loyalty determinants has long been stressed, limited attempts have been un-
dertaken to date to more thoroughly tap into the development of customer loyalty in the 
context of consumer goods in Serbia. In order to fill up this void in the literature, this 
study aims to propose and empirically examine a model of the determinants of customer 
loyalty in the context of consumer goods in Serbia. The application of structural equa-
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tion modelling (SEM) on a sample of 1088 coffee consumers in Serbia provided evi-
dence in support of significant direct impact of satisfaction with preferred brand on their 
on customer loyalty, whereas perceived value of a brand emerged as an indirect deter-
minant of loyalty. Limitations of the study have been discussed and directions for future 
research are provided.  

 

Keywords: perceived value, satisfaction, customer loyalty, consumer goods, 
Serbia. 

 

1. Introduction 
Building a loyal base of customers is of a paramount importance for 

companies operating in contemporary competitive markets. Customer loy-
alty is associated with a number of benefits. Loyal customers are less price 
sensitive, they tend to buy more over time, bring in new customers by 
spreading positive word-of-mouth and act as a valuable source of new 
product ideas [8]. Therefore, a number of studies have focused on the ex-
amination of the determinants of customer loyalty. Review of literature in-
dicates that customer satisfaction and perceived value have frequently been 
recognized as the main drivers of customer loyalty [12, 14, 13, 9, 11, 6].  

Whereas early studies on the antecedents of customer loyalty have 
stressed the importance of simultaneous examinations of the determinants 
of customer loyalty and their relative effects on customer future intentions 
[4, 3]. Previous studies on relative importance of loyalty determinants in 
emerging economies have predominantly been conducted in service set-
tings [7, 11, 6], whereas the determinants of customer loyalty in developing 
economies in the context of consumer goods have mainly stayed under re-
searched. Building upon previous research and in order to fill this gap in 
the literature, this study aims to examine relative impact of perceived value 
and satisfaction on customer behavioural intentions in the context of coffee 
consumption in Serbia. Due to similar level of prices within the same cate-
gory of coffee, wide distribution and nonexistent switching costs, examina-
tion of the determinants of customer loyalty and their relative impact is of 
particular relevance for distributing companies.  

The paper is organized as follows. Perceived value and customer sat-
isfaction as the key determinants of customer loyalty and their relatedness 
are discussed in the following section. Description of the sample, meas-
urement items and analyses are presented subsequently. The paper pro-
ceeds with the findings of the study, followed by the discussion of its limi-
tations and directions for future research. 

2. Review of literature and hypotheses 
The most widely accepted paradigm for the explanation of customer 

satisfaction is expectancy-disconfirmation theory. According to Oliver 
(1981) expectations set the standard against which subsequent performance 
is assessed. Actual performance/experience which surpasses customer’s 
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expectations results in satisfaction. Satisfaction is regarded as a necessary 
precondition for true customer loyalty. Previous studies provide evidence in 
support of significant positive influence of customer satisfaction on their will-
ingness to rebuy a product/or a service, spread positive word-of-mouth and 
recommend a product/service/company to friends and relatives [3, 14, 6]. 

Strongly related to the construct of customer satisfaction is perceived 
value. The construct of perceived value has been regarded as a strategic 
imperative of companies since the 1990s [12]. According to the most 
commonly accepted conceptualization, perceived value is a “consumer's 
overall assessment of the utility of a product based on perceptions of what 
is received and what is given [16, p. 14], i.e. perceived value is a trade-off 
between various benefits obtained from a product/service and monetary and 
non-monetary sacrifice. In order to clear the differences between customer 
satisfaction and perceived value Sweeney and Soutar (2001) highlight that 
value perceptions can be made in any phase of a consumer-decision making 
process, including pre-purchase stage, whereas satisfaction is a post-
purchase evaluation. Whereas perceptions of value can be generated with-
out actual buying of a product or a service, the procreation of customer sat-
isfaction necessarily requires customer’s experience with a product or a 
service.  

Some authors have also suggested that considering value only as a 
trade-off between quality and price is too narrow and simplistic approach 
[12], which yielded multi-dimensional conceptualizations of perceived val-
ue in order to increase usefulness of the construct. Sweeney and Soutar 
(2001) examined the construct of customer perceived value in the context 
of a wide variety of durable goods in Australia. The authors proposed a 19-
item measurement instrument, PERVAL, which resulted in four dimen-
sions of value, such as emotional value, social value, quality/performance 
and price/value for money. Walsh et al. (2014) validated a shorter 12-item 
version of PERVAL scale in the context of durable goods and educational 
services in the U.K. and the U.S. In the context of tourism services in 
Spain, Sanchez et al. (2006) proposed a six-dimensional scale for the 
measurement of overall perceived value of a purchase, named GLOVAL, 
containing functional value of travel agency, functional value of service 
personnel, functional value of tourism package, functional value of price, 
emotional and social value. Multidimensional conceptualization of per-
ceived value has been also supported by Varshneya and Das (2017) in the 
context of retailing services in Idia and Senic and Marinkovic (2016) in the 
context of mobile network operator services in Serbia. Review of literature 
provides evidence in support of positive direct effect of perceived value on 
customer satisfaction [14, 7, 11]. In addition to the mediating effect of cus-
tomer satisfaction in the relationship between perceived value and customer 
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loyalty, recent studies have also supported the direct relatedness of per-
ceived value to loyalty [12, 9, 13, 15]. Based on previous findings, the fol-
lowing hypotheses are proposed: 

H1: Customer satisfaction positively affects customer loaylty; 
H2: Perceived value is positively related to customer satisfaction; 
H3: Perceived value is a direct antecedent to customer loyalty. 
Hypothesized relationships are depicted in Figure 1. 
 

Perceived 

value

Customer

satisfaction

Customer

loyalty

H2 H1

H3

 
Figure 1 – Conceptual model 

 

3. Methodology 
The study has been conducted on a stratified sample of 1088 coffee 

consumers in Serbia. Data collection has been performed by means of 
Computer Assisted Personal Inteviewing (CAPI) in respondents’ households. 
Polling stations from all geographical regions of Serbia have been chosen 
first, followed by the probability sampling of households, whereas the re-
cruitment of respondents at the level of households has been performed taking 
into consideration the composition of population in Serbia in accordance to 
gender and age. Respondents aged 18 years and older participated in the 
study. Females accounted for 52 % of the sample. Respondents aged 60 years 
and older were the most represented in the sample (31 %), followed by the age 
groups 45...59 (26,2 %), 30...44 (25 %), 18...29 (17,8 %). Urban population 
accounted for 59,5 % of the sample. Majority of respondents had high school 
diploma (50,6 %), followed by respondents with primary education (22,8 %) 
and college and university degrees (19,5 %). 

The study has been performed by means of structured questionnaire. 
Respondents’ task was to rate the brand of coffee they use the most fre-
quently in any of proposed categories, such as traditional, instant, espresso, 
filter or various coffee-based mixtures. Perceived value was measured by 
two items, in line with Zeithaml’s (1988) conceptualization of this con-
struct. Respondents were asked to indicate the extent to which they agreed 
that the brand of coffee they used most frequently offered good quali-
ty/price ratio and the extent to which they agreed that their preferred brand 
offered higher value in comparison to competing brands. Customer satis-
faction was measured with three items adapted from Cronin et al. (2000). 
Respondents were asked to indicate the extent to which they agreed that the 
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brand met their expectations, how satisfied they were with the chosen 
brand and the extent to which they agreed that they did the right thing when 
they chose that brand. Customer loyalty was measured with three items 
adapted from Brady et al. (2005). Respondents were asked to indicate the 
likelihood of recommending the brand to friends and relatives, buying the 
same brand in the future and willingness to buy the same brand if its price 
rose by 5 %. All items were evaluated on a five-point Likert-type scale, 
ranging from 1-strongly disagree to 5-strongly agree. 

Hypothesized relationships were examined by means of structural 
equation modelling. The analysis adhered to a two-step procedure recom-
mended by Anderson and Gerbing (1988), which implies the estimation of 
a measurement model, by means of confirmatory factor analysis (CFA), 
followed by the examination of structural relationships. Data analysis was 
performed using AMOS 16.  

4. Results 
Measurement model has been assessed on the basis of absolute and 

incremental fit indices. Confirmatory factor analysis yielded statistically 
significant and therefore unacceptable chi-square value (χ

2
=148.930; 

df=17, p˂.001). However, due to the sensitivity of chi-square value to the 
sample size, and the tendency of any model to be rejected in large samples 
[2], other fit indices were also examined. The fit of the model, as indicated 
by Goodness-of-fit index (GFI=0,967), Adjusted goodness-of-fit (AG-
FI=0,930), Comparative fit index (CFI=0,985), Normed fit index 
(NFI=0,983), Tucker-Lewis index (TLI=0,975), being higher than the rec-
ommended lower threshold of 0,90, and Root mean square error of approx-
imation (RMSEA=0,08), was deemed satisfactory. Statistically significant 
factor loadings of constructs’ indicators, being higher than 0,50, as present-
ed in Table 1, provided evidence in support of convergent validity of per-
ceived value, customer satisfaction and loyalty. Convergent validity of the 
constructs was also indirectly supported by Cronbach’s alpha values of 
perceived value (Cα=0,830), satisfaction (Cα=0,943) and customer loyalty 
(Cα=0,841), which were higher than the cut-off value of 0,70.  

In order to test hypothesized relationships structural analysis has 
been applied in the following stage. The goodness-of-fit indices 
(GFI=0,967, AGFI=0,930, CFI=0,985, NFI=0,983, TLI=0,975, RMR=0,02, 
RMSEA=0,08) indicated acceptable fit of the structural model. The analy-
sis proceeded with the examination of structural coefficients, which are 
presented in Table 2. As proposed by Hypothesis 1, satisfaction exerted di-
rect positive effect on customer loyalty (β32=0,857, t=10,37), providing 
support for H1. Statistically significant path coefficient between perceived 
value and customer satisfaction (β21=0,945, t=34,08) provided support for 
H2. Contrary to what was proposed, perceived value did not exert statisti-
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cally significant direct effect on customer loyalty (γ31=0,127, t=1,53). 
Therefore, H3 was not supported. Results of the study indicate that both 
perceived value and customer satisfaction are important determinants of 
customer loyalty in the context of coffee consumption. Whereas satisfac-
tion emerged as the direct, and more influential determinant of customer 
loyalty (0,857), the influence of perceived value on customer loyalty is in-
direct. i.e. mediated via customer satisfaction (0,810). 

 

Table 1 – Measurement scale properties based on CFA 

Constructs and items St. estimates t-values 
Cronbach’s 

alpha 

Perceived value   0.830 
V1. The brand offers good quali-
ty/price ratio 

.846 -  

V2. The brand offers higher value in 
comparison to competing brands 

.839 33.86  

Satisfaction   0.943 
S1. The brand meets my expectations .927 -  
S2. I am satisfied with this brand .940 58.32  
S3. Choosing this brand was a good 
decision 

.898 50.28  

Customer loyalty   0.841 
L1. I would recommend this brand to 
my friends and relatives 

.869 -  

L2. I intend to purchase this brand in 
the future 

.875 39.84  

L3. I would still purchase this brand 
even if its price rose by 5 % 

.678 26.06  

 

Source: authors’ calculations 
 

Table 2 – Standardized path coefficients 

Paths St. estimates t-values 
Results of 

hypothesis testing 

H1: Satisfaction → 
Customer loyalty 

0,857 10,37 Supported 

H2: Perceived value 
→ Satisfaction 

0,945 34,08 Supported 

H3: Perceived value 
→ Customer loyalty 

0,127 1,53 Not supported 

 

Source: authors’ calculations 
 

5. Discussion 
The main aim of this study was to simultaneously examine the im-

pact of perceived value and customer satisfaction on customer loyalty in 
thus far scarcely examined context of consumer goods in emerging econo-
mies. Results of the study, which has been conducted in the context of cof-
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fee consumption in Serbia, indicate significant direct effect of satisfaction 
on customer loyalty and direct impact of perceived value on customer satis-
faction. Although the construct of perceived value did not exert statistically 
significant direct effect on customer loyalty, this however does not imply 
the irrelevance of value perceptions for the development of customers’ fa-
vourable intentions towards their preferred brand in the future. As indicated 
by this study’s findings, perceived value significantly contributes to cus-
tomers’ willingness to recommend the brand and continue purchasing the 
brand in the future, as perceived value emerged as a direct antecedent to 
customer satisfaction.  

The present study is not bereft of limitations, which provide direc-
tions for future research. Proposed conceptual model has been examined 
only in the context of coffee consumption. Therefore, findings of the study 
should not be generalized to the context of consumer goods in Serbia. Fu-
ture research would benefit from testing proposed relationships across dif-
ferent product categories and in the contexts implying high and low level of 
customer involvement. As the present study is of a cross-sectional design, 
future research should focus on a longitudinal examination of relationships 
among the determinants of consumer loyalty and their relative impact on 
loyalty. Examining the determinants of customer behavioural intentions in 
a service setting in Serbia, Senic and Marinkovic (2016) provided evidence 
of significant direct relatedness of corporate reputation, in addition to cus-
tomer satisfaction, to customer behavioural intentions. Therefore, future re-
search would benefit from the examination of more comprehensive models 
of customer loyalty. In line with Wals et al.’s (2014) conclusion of the ap-
plicability of a shortened version of PERVAL scale in service and nondu-
rable product contexts, future studies should focus on the examination of 
dimensional structure of value concept in the context of consumer goods 
and the examination of relative impact of value dimensions on customer 
satisfaction and loyalty. Better understanding of the construct of perceived 
value would enable companies to target their customers more effectively. 
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Аннотация. Исследовано современное состояние оплаты труда в Волго-
градской области, ее десятилетняя динамика в сопоставлении с другими региона-
ми РФ, рассмотрена дифференциация заработной платы по отраслевому и терри-
ториальному признаку. В статье проанализирована как номинальная начисленная 
заработная плата жителей региона, так и реальные темпы ее роста, представлено 




