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ABSTRACT 

This study aims to investigate the impact of service quality on consumer’s purchase intentions 

toward convenience stores in Nilai, Negeri Sembilan, Malaysia.  There were six factors measured 

against the consumer’s purchase intentions toward convenience store, such as location, opening 

hours, price, variety & quality, layout, and promotion.  In this study, service quality is considered 

as a moderating variable that moderate the relationship between the six factors and consumer’s 

purchase intentions.  This study used quantitative method whereby 420 sets of valid samples were 

obtained from consumers who reside in Nilai, Negeri Sembilan, Malaysia through online survey. 

The data was analyzed through the SPSS version 26.  Based on the findings, location, opening 

hours, price, and promotion have significant influence in consumer’s purchase intentions.  

Meanwhile, variety & quality and layout have no strong impact on consumer’s purchase intentions.  

The findings from this study are valuable in order to contribute to the body of knowledge in 

consumer’s purchase intentions topic.  Along the same line, the findings will help practitioners 

specifically convenience stores to improve their business and marketing strategies. 

   

Keywords: Service quality, consumer’s purchase intentions, convenience stores, convenience 

stores dimensions, marketing strategies 

 

 

1.0 INTRODUCTION 

 

The modern retailing has grown remarkably and kept replacing traditional disordered retail outlets 

over the years in Malaysia.  Expanded foreign brand retailers entered the domestic market with 

broader brands and types of selections to consumers.  The new retailing style with modern goods 

and services are continue being introduced (Che Wel, lNor, Sallehuddin Mohd, Omar Nor, & 

Hussin Siti, 2012).  The increase in disposable income have raised the demand of quality goods, 

services and favourable shopping environment.  Thus, triggering the opening of more convenience 

stores (CVS) in various countries.  Malaysia has no exceptional in this trend whereby the expected 

growth of convenient stores is 6% CAGR (Compound Annual Growth Rate) during 2016 to 2022.  
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The convenient store industry is developing very fast with large potential for CVS players, who 

are improving operating efficiency and scale to occupy lager marketplace with modern grocery 

and retail commerce services.  There are some major Malaysian convenience store industry players 

such as 7-Eleven, KK Super Mart, Mesra Petronas and 99 Speed Mart.  

The conventional outlet like 7-Elenven is facing new threats by modern CVS chains in 

Malaysia.   These new CVS concepts stores such as Family Mart, Iris pay E-concept extending 

their services, e-facilities and trendy environment with modern, fresh and new combine more 

selection of commodities, RTE (ready-to-eat) meals, comfortable ambience to attract consumers 

who increase their anticipation of CVS image.  Due to the above-mentioned trends, conventional 

CVS chain had faced dissatisfaction of less competitive price, limited products variety, and poor 

customers feedback.  Therefore, it is necessary for the CVS players to look into factors that might 

affect the consumer’s purchase intentions (Teo, Najwa, Rathi, Syahirah, & Saidi, 2019).  Based on 

the previous studies, there are some factors that might affect the consumer’s purchase intentions 

in convenience stores such as locations, extending opening hours, grab-and-go food service, good 

layout for easy to seek commodities, reasonable price, variety of quality goods, and efficient 

checkout.  However, there are limited study in examining the consumer’s purchase intentions in 

CVS especially in Malaysia context and none study conducted in Nilai area.  Moreover, there are 

limited study in addressing the moderating effect of service quality towards consumer’s purchase 

intentions in CVS.  Therefore, it is necessary for this study to examine the factors affecting 

consumer’s purchase intentions in CVS in Nilai, Negeri Sembilan.  Furthermore, this study also 

will examine how service quality may moderate the above-mentioned relationship. 

2. LITERATURE REVIEW 

2.1 Location 

Association for Convenience and Fuel Retailing defined convenience stores as retail businesses 

that provide a convenient location to quickly purchase a wide range of merchandises and services 

(Jernigan, Williams, Wetherill, Taniguchi, Jacob, Cannady, Grammar, Standridge, Fox, Wiley, 

Tingle, Riley, Spiegel, Love, Noonan, Weedn, & Salvatore, 2018).  Apparently, location plays 

important role in setup a convenience store.  The stores are normally located in dense urban district, 

that is not a new distribution format but an update and modernized existing format (Gahinet & 

Cliquet, 2018).  The selection of location and innovation of industry have incorporated efficiency 

improvement to the retail industry, which are important factors for retail business to survive.  

Nowadays, many chain CVSs cooperate with petrol station, which provide convenience to the 

consumers of the gasoline.  Along the same line, the parking space of the location also affect the 

traffic volume of the CVS in order to stimulate consumer to buy.  However, some CVSs are lack 

of parking lot as they are located near to the road and have no available space for consumers to 

stop (Wang, 2018).  This is an issue in this study context as most people in Malaysia travel by car 

or motorbike.  In addition, previous studies have focused on investigate different variables and 

models in selecting location of retail stores that based on retailer’ view.  However, there are lack 

of literatures on location and retail CVS shopping based on consumer’s point of view.  

 

2.2 Opening Hour 

CVSs have long operating hours, some being open 24 hours in some countries (Krutika, 2014).  

Majority of commodities sold in CVS are daily necessities with high consumer demand and which 

are open 24 hours a day.  Time convenience is also very important for consumer to choose 
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shopping store, there are two aspects of convenience of time, first is CVSs are open for 24 hours, 

therefore consumers can go to the store to purchase at any time; Second, consumers spend little 

money in the CVS, so time needed to buy the products is short as the products are arranged neatly 

at CVS, the consumers can find the desired commodity very fast.  The 7-Eleven got renamed as 

the opening hours of the CVS were extended from 7am to 11pm in 1946.  In 1963, the first 24-

hour CVS was opened on 7-Eleven in Las Vegas, and which received great welcome from 

consumers.  Therefore, 7-Eleven CVS expanded its operating hours to 24 hours.  Since that, 

consumers can enter the CVS at any time to buy and have service in 7-Eleven (Huang & Liu, 

2017).  The extended opening hour became important factor of CVS’ convenience.  However, 

there is limited study that focus on opening hours of CVS and its influence on consumers purchase 

behavior, especially during current situation of Covid-19 which cause few adjustments in Standard 

Operating Procedures for CVS in Malaysia. 

 

2.3 Price 

The prices are charged higher in CVS than in supermarket or normal grocery stores, therefore, the 

CVS make up it with offering shorter cashier queues and more locations to provide more 

convenience (Krutika, 2014).  Low price marketing strategy is not generally used in CVS industry.  

This is in line with study reported by Wang (2018), the CVSs have relatively higher prices for the 

merchandise it sells compared to other ordinary supermarkets. The sales of the commodities were 

as high as 39% or even higher related to the operating policies implemented in CVS of some area. 

These CVS claim that pursuing for perfection with “small and sophisticated”.  The products being 

sold in CVS have shorter life cycle and fast turnover cycle with 10% higher purchase price than 

supermarket’s price.  Consumers are the ultimate buyers of a CVS.  However, consumers cannot 

decide the price of the product in CVS.  Therefore, consumers do not have power to bargain in 

ordinary CVS, most CVS stores have no advantage in terms of price.  However, nowadays, 

consumers are pursuing speed, efficiency and convenience more and more in the fast-paced 

society.  The CVS is top choice for consumers to purchase the variety of commodities that can 

meet their daily life.  Therefore, this study will find out how far price might influence consumer’s 

purchase intentions in CVS. 

 

2.4 Variety & Quality 

Providing variety of merchandises is a method to help consumers moving through the CVS, the 

shoppers should be attracted and wander around by nooks and crannies of the stores.  Most store 

managers are aware of that consumers generally prefer stores with large assortments of 

commodities.  The more the choices the more chances that consumers can find the products that 

matches their precise specifications.  The more items mean more flexibilities, that is important for 

consumers with no certain preferences.  The perception of variety among choices is not only 

depends on the number of different commodities on the store shelves.  Lots of observers of industry 

and academia suggests products variety has positive impact on the store experiences above average 

performance if retailers plan merchandises assortment properly which can lead consumers to make 

a big contribution to the overall sales (Tlapana, 2009).  On the other hand, quality of the products 

offered in CVS is also important in triggering consumer’s purchase intentions.  Consumers will 

perceive higher value if retailer offers better quality merchandise.  Consumer perceived value may 

lead to purchase intention, satisfaction, word-of-mouth, and customer loyalty.  
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2.5 Layout 

Tlapana (2009) identified store layout as ease of consumer movement through store to offer 

maximum exposure of commodities and appealing display.  It includes entrance and doors, 

products placement, orientation of shelves, check-out counter, interior decorating, staff attitude, 

music, lighting and location of the loading facilities.  Tran and Le (2020) stated that convenience 

store retailers should design store layout of CVS to make the purchasing process of consumer more 

quickly checking out, faster finding customer’s needed commodities, easier moving around store, 

which impress the consumer at the beginning.  Other than that, store facilities should be updated 

to catch up with interests of the youth, as the fast developing in science and modern technology, 

convenience store should adapt modern technology to provide consumers best and quickest service 

in terms of high technology system, high security system, such as antitheft device, fire alarm, etc. 

to satisfy customers’ needs.  Previous studies found out that store layout is a critical factor 

influencing customer behavior and an important determinant of forming store image. Well-

designed layout is very important as it highly affect in-store traffic patterns, crowd density, 

merchandise display, purchasing behavior, shopping atmosphere and environment, and operational 

efficiency (Tlapana, 2009).  Meanwhile, Lin, Marshall, and Dawson (2013) proposed the store 

layout, comprising service environment and atmospherics, which plays an important role in 

shaping the customers’ perceptions of retailer innovativeness and enhancing customer satisfaction.  

The store layout strategy is critical to convenient store’s success, it is among other factors that 

affecting store patronage decision.  However, very few researches have been studied on the actual 

determinants of a good store layout and there are still many uncertainties about the behaviours of 

consumers referring to store layout.  

 

2.6 Promotion 

The convenience store retailers cannot follow the big supermarket prices blindly and adopt price 

war to compete, therefore CVS price is higher than supermarket price but with offering consumers 

convenience at the same time making profits. Due to this reason, it is necessary to conduct 

necessary discounts sales of products to strengthen and increase sales.  CVS promotion tactics can 

be categorized to monetary promotions such as discounts; and non-monetary promotions, such as 

sweepstakes and gifts.  The main aim of promotion is to motivate consumers to purchase by price 

incentives and other promotional activities.  Customers can pay less for the product of each unit, 

therefore, marketers often use price promotion to stimulate buying to increase sales.  The 

promotion is a sales strategy that bring benefits and convenience to customer by psychological 

effect (Wang, 2018).  In addition, Teo et al., (2019) conducted study on CVS behaviour in Japan 

found out that young customers demand high-quality commodity and continuous innovation 

together with promotional policies and merchandising. 

 

2.7 Service Quality 

Service quality is defined as the quality of the service at an attribute level and controlled by 

provider (Wu, Ai, & Cheng, 2019).  The assessment of the service quality in retail may be 

increased by increasing purchasing motivation.  According to Saad and Zulhaimi (2017), consumer 

value proposition is the core of the business strategy, it is the distinctive mix of service quality and 

products, consumer relationships and company image.  It differentiates the company and its 

competitors, to fascinate, maintain and strength the relations with their target consumers. 

Therefore, despite the products and other factors, the service quality also places very important 

part in the customers’ products judgements and store image of convenience store.  Tran and Lee 

(2020) indicated that the quality of service and the consumer perceived value have moderately 
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positive impact on consumer’s satisfaction.  In Malaysia context, the CVS personnel such as 

cashier and sales assistant are the key person to deliver the service quality.  However, new CVS 

conception are arising recently with using self-service and E-payment trends.  Therefore, the 

conventional CVSs need to adopt and search more human-less shopping experience such as Irispay 

E-concept and new C-store Amazon Go in the innovation of retailing in order to ensure better 

service quality.  

 

2.8 Consumer’s Purchase Intention 

Consumer purchase intention expresses consumer’s probability and inclination to buy certain 

products or services.  Stronger purchase intention will enhance more transaction and increase 

purchase possibility, the positive purchase intention of consumer will build a positive brand 

commitment, which will push consumer to perform actual buying action (Mathur & Gangwani, 

2016).  Previous studies stated that retail store layout, service quality, product colours, style of 

presentation, sensorial quality, floor space, and path finding are able to influence consumers’ 

purchase intention (Tlapana, 2009).  On the other hand, studies from Saad and Zulhaimi (2017) 

and Wu et al. (2019) reported that the consumer satisfaction is the premise of consumer loyalty 

which will lead to the repurchase intention behaviour.  Apart from that, high quality of service 

affects consumers’ value perceptions as well the behavioural intentions (Lin et al., 2013).  

Meanwhile, service quality affects the satisfaction and value of experience, the quality of 

relationship and the intention of purchase (Tran & Le, 2020).  Extant study confirms that the 

relation between consumer perceived value, consumer satisfaction and the consumer purchase 

behavioural intentions.  Consumer’s attitude has a positive effect on their purchase intention.  The 

attitude might be derived from different culture perspective.  Even though, there are sufficient 

studies conducted in the topic of consumer’s purchase intention in developed countries such as 

westerners, however, there is a need to observe consumer’s purchase intentions towards CVS in 

Malaysia context as Asian culture is different from western cultures. 

 

3. HYPOTHESES  

There are two main hypotheses developed in this study as follow: 

H1: There is a positive relationship between CVS dimensions (location, opening hours, price, 

variety & quality, layout, and promotion) and consumer’s purchase intentions in convenience store 

in Nilai, Negeri Sembilan, Malaysia. 

H2: Service quality moderates the relationship between CVS dimensions and consumer’s purchase 

intentions in convenience store in Nilai, Negeri Sembilan, Malaysia. 

 

4. CONCEPTUAL FRAMEWORK 

Figure 1 shows the conceptual framework used in this study.  There are six dimensions categorised 

under CVS dimensions namely; location, opening hours, price, variety & quality, layout, and 

promotion.  All these variables are considered as independent variables in this study.  Meanwhile, 

the dependent variable in this study is consumer’s purchase intentions.  Service quality act as 



International Journal of Business,  

Marketing and Communication  Vol.1(2), No. 12, Oct 2021, pp1-16 

 

IJBMC : An International Journal  e-ISSN: 2785-8413    Page 6 

 

moderating variable that alter the relationship between CVS dimensions and consumer’s purchase 

intentions. 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework 

5. METHODOLOGY 

5.1. Research Design 

This study applied quantitative method by distributing online questionnaire to respondents resides 

in Nilai, Negeri Sembilan, Malaysia.  Non-probability sampling technique is used in this study due 

to certain constraints.  About 420 sets of valid samples were obtained from consumers who reside 

in Nilai, Negeri Sembilan, Malaysia through online survey. The data was analyzed through the 

SPSS version 26.  The research instrument applied in this study is online questionnaires.  The 

researcher used online survey platform which is Google Form in distributing the questionnaire. 

The online questionnaire is inexpensive and convenient to conduct and easy to reach the 

respondents under the Covid-19 pandemic and Movement control order situation (Travelling 

restriction in Malaysia). 

5.2 Questionnaire Design 

There are three sections in the questionnaire design used in this study.  In section A, the 

demographic data obtained from respondents, who need to fill in their personal information such 

as gender, age, race, income level per month, education level, occupation and marital status.  

Meanwhile, in section B, respondents need to give their response regarding consumer’s purchase 

intentions.  On the other hand, section C, were construct to measure CVS dimensions (location, 

opening hours, price, variety & quality, layout, and promotion) and service quality.  Likert scale 

are used (1 = strongly disagree to 5 = strongly agree) in assessing the questionnaire for Section B 

and C.  Consumer’s purchase intentions and service quality questionnaires were adopted from Tran 

and Le (2020).  Meanwhile, CVS dimensions questionnaire were adopted from various sources as 

shown in the Table 1. 

 

Table 1. Sources of Constructs and Measurement Items 

CVS Dimensions 

 Location 

 Opening Hour 

 Price 

 Variety & Quality 

 Layout 

 Promotion 

 

 

Consumer’s Purchase 

Intentions 

        Service Quality 
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Constructs Sources 

Location Mathur & Gangwani (2016)  

Maliva, Wilbard, Mbilinyi, Massawe, & 

Mkwizu (2018)  

Gahinet & Cliquet (2018) 

 

Opening Hours Marthur & Gangwani (2016) 

Tran & Le (2020) 

 

Gahinet & Cliquet (2018) 

Price Tran & Le (2020) 

Loyalty (2014) 

Gahinet & Cliquet (2018) 

Che Wel et al., (2012) 

 

Variety & Quality Tran & Le (2020) 

Marthur & Gangwani (2016) 

 

Layout Tran & Le (2020) 

Che Wel et al., (2012) 

 

Promotion Marthur & Gangwani (2016) 

Loyalty (2014) 

 

5.3 Pilot Study 

Pilot study was conducted in order to address any error prior to the actual survey.  About 30 sets 

of questionnaires were distributed thru online survey to consumers who resides around Nilai area, 

Negeri Sembilan, Malaysia.  Based on the pilot study, The Cronbach Alpha values of all variables 

exceed 0.7, therefore no item needs to be removed from the online questionnaire.  Hence, actual 

study took place accordingly. 

5.4 Data Analysis 

The Statistical package for the Social Science (SPSS) version 26 is used in this study for analyzing 

the gathered data. The research objectives, and hypotheses are interpreted through the data analysis 

processes. The descriptive analysis, reliability analysis, validity analysis, normality analysis, and 

inferential analysis were applied in this research.  

6. FINDINGS 

6.1 Respondents Profile 

About 486 online questionnaires were distributed through social media thru the google form link 

with expected of 384 sets returned according to the Krejcie and Morgan Table (1970).  Finally, 

435 sets of respondents’ data were collected for this study and 420 of them are selected for further 

analysis. 93% of the respondents had purchase experience in convenience stores.  Meanwhile, 87% 

of respondents willing to purchase in the convenience stores in the future.  Table 2 shown the 

findings of respondents’ profile in this study. 
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Table 2. Respondents Profile 

 Frequency Valid Percentage 

(%) 

Gender Male  123 29.3 

Female 297 70.7 

Age 17 years and below 9 2.1 

18-24 years old 91 21.7 

25-29 years old 23 5.5 

30-34 years old 72 17.1 

35-39 years old 139 33.1 

40-49 years old 67 16.0 

50-5 years old 19 4.5 

Income Less than RM 1500 121 28.8 

RM1500-RM2000 82 19.5 

RM2001-RM2500 31 7.4 

RM2501-and above 186 44.3 

 

6.2 Reliability and Validity 

Table 3 shows the results of reliability and validity test for all variables used in this study.  

Cronbach alpha values for the independent variables, moderating variable and dependent variable 

are at the range between 0.774 to 0.914.  Promotion has the highest Cronbach alpha which is 0.914 

and opening hours has the lowest Cronbach alpha with 0.774. All the Cronbach alpha coefficient 

values are considered acceptable because higher than 0.7.  On the other hand, all variables are 

tested for validity test by using KMO and Bartlett test in SPSS version 26.  KMO and Bartlett 

values for the independent variables, moderating variable and dependent variable are at the range 

between 0.660 to 0.827. Promotion has the highest KMO and Bartlett which is 0.827 and price has 

the lowest KMO and Bartlett with 0.660.  The KMO and Bartlett coefficient values for all variables 

are considered acceptable because all the values are higher than 0.6.  The validity test results are 

shown in Table 3.   

Table 3. Reliability and Validity Results 

 Constructs Cronbach Alpha 

Values 

KMO and 

Bartlett 

Sig. 

Independent 

Variable 

Locations .804 .728 .000 

Opening Hour .774 .703 .000 

Price .733 .660 .000 

Variety & Quality .910 .823 .000 

Layout .859 .824 .000 

Promotion .914 .827 .000 

Moderating 

Variable 

Service Quality .836 .816 .000 

Dependent 

Variable 

Consumer’s Purchase 

Intentions 

.858 .741 .000 
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6.3 Pearson’s Correlation Coefficient 

Table 4 illustrates the result of the Pearson’s Correlation Coefficient.  The statistic result presents 

that location, opening hours, price, variety & quality, layout, promotion, and service quality have 

positive correlation with consumer’s purchase intentions with positive values of 0.374, 0.391, 

0.378, 0.556, 0.530, 0.522, and 0.826 respectively.  Moreover, based on the results in Table 4, the 

p-value for independent variables and moderating variables are considered acceptable with less 

than 0.01.  These results indicated that all variables are significant to the dependent variable. 

Table 4. Pearson’s Correlation Coefficient 

  Location Opening 

Hour 

Price Variety 

& 

Quality 

Layout Promotion Service 

quality 

Consumer’s 

Purchase 

Intentions 

Location Pearson 

Correlation 

Sig. (2-tailed) 

1 

 

 

.692** 

 

.000 

.414** 

 

.000 

.314** 

 

.000 

.305** 

 

.000 

.280** 

 

.000 

.203** 

 

.000 

.374** 

 

.000 

Opening 

Hour 

Pearson 

Correlation 

Sig. (2-tailed) 

 1 .520** 

 

.000 

.433** 

 

.000 

.556** 

 

.000 

.485** 

 

.000 

.351** 

 

.000 

.391** 

 

.000 

Price Pearson 

Correlation 

Sig. (2-tailed) 

  1 .772** 

 

.000 

.666** 

 

.000 

.713** 

 

.000 

.485** 

 

.000 

.378** 

 

.000 

Variety & 

Quality 

Pearson 

Correlation 

Sig. (2-tailed) 

   1 .815** 

 

.000 

.740** 

 

.000 

.645** 

 

.000 

.556** 

 

.000 

Layout Pearson 

Correlation 

Sig. (2-tailed) 

    1 .716** 

 

.000 

.615** 

 

.000 

.530** 

 

.000 

Promotion Pearson 

Correlation 

Sig. (2-tailed) 

     1 .485** 

 

.000 

.522** 

 

.000 

Service 

Quality 

Pearson 

Correlation 

Sig. (2-tailed) 

      1 .826** 

 

.000 

Consumer’s 

Purchase 

Intentions 

Pearson 

Correlation 

Sig. (2-tailed) 

       

 

 

1 

 

6.4 Multiple Regression Analysis 

Table 5 presents that the correlation coefficient (0.887) shows the positive relationship between 

the dependent variable, moderating variable and independent variables. The value of correlation 

coefficient 0.786 which indicates the independent variable is 78.6% of the variation to the 

dependent variable. Therefore, for the remaining 21.4% variation for the dependent variable will 

be explained by others factors that are not involved in this study.  Based on the Table 5, it shows 

that the F = 216.446 and with the significant p = 0.000 is lesser than 0.05. Therefore, it can be 

concluded that the model used in this study is significant. 

 

Table 5. Multiple Regression Model Summary 

Model R R Square Adjusted R 

Square 

F Change Sig. F 

Change 

1 .887 .786 .783 216.446 .000 
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Meanwhile, Table 6 presents multiple regression coefficients values.  Based on the results, 

Location is one of the independent variables that has the highest value in the B with 0.268.  This 

indicated that Location is the most important independent variables that affect the consumer’s 

purchase intentions in CVS.  On the other hand, the unstandardized coefficients B of moderating 

variable Service Quality is 0.723 which indicates that the variable strength other factors to 

influence the dependent variables.  Based on the Table 6, Location, Opening hours, Price, 

Promotion and Service Quality have significant relationship to the consumer’s purchase intentions 

among the residents in Nilai, Negeri Sembilan, Malaysia due to the p value for these variables are 

less than 0.05, with 0.000, 0.000, 0.021, 0.000, 0.187, 0.000 and 0.000 respectively. 

Table 6. Multiple Regression Coefficients 

Model B t Sig. Tolerance VIF 

Location .268 9.690 .000 .479 2.088 

Opening hours -.080 -2.312 .021 .359 2.789 

Price -.254 -7.770 .000 .327 3.062 

Variety & Quality .005 .151 .880 .197 5.069 

Layout -.047 -1.321 .187 .252 3.965 

Promotion .221 9.036 .000 .363 2.755 

Service Quality .723 26.455 .000 .556 1.799 

 

7. DISCUSSIONS 

Table 7 shows the summary of hypotheses testing in this study.  It was found that, there is a positive 

significant relationship between location, opening hours, price, and promotion toward consumer’s 

purchase intentions in CVS in Nilai, Negeri Sembilan, Malaysia.  Meanwhile, variety & quality 

and layout do not significantly contribute to the consumer’s purchase intentions.  On the other 

hand, service quality moderates the relationship between CVS dimensions and consumer’s 

purchase intentions in CVS in Nilai, Negeri Sembilan, Malaysia. 

Table 7. Summary of Hypotheses Testing 

Hypotheses Value Result 

H1a: There is a positive relationship between 

location and consumer’s purchase intentions in 

Nilai, Negeri Sembilan, Malaysia. 

B = .268 

P-value = .000 

Supported 

H1b: There is a positive relationship between 

opening hours and consumer’s purchase intentions 

in Nilai, Negeri Sembilan, Malaysia. 

B = -.080 

P-value = .021 

Supported 

H1c: There is a positive relationship between price 

and consumer’s purchase intentions in Nilai, 

Negeri Sembilan, Malaysia. 

B = -.254 

P-value = .000 

Supported 

H1d: There is a positive relationship between 

variety & quality and consumer’s purchase 

intentions in Nilai, Negeri Sembilan, Malaysia. 

B = .005 

P-value = .880 

Not Supported 
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H1e: There is a positive relationship between 

layout and consumer’s purchase intentions in Nilai, 

Negeri Sembilan, Malaysia. 

B = -.047 

P-value = .187 

Not Supported 

H1f: There is a positive relationship between 

promotion and consumer’s purchase intentions in 

Nilai, Negeri Sembilan, Malaysia. 

B = .221 

P-value = .000 

Supported 

H2: Service quality moderates the relationship 

between CVS dimensions and consumer’s 

purchase intentions in Nilai, Negeri Sembilan, 

Malaysia. 

B = .723 

P-value = .000 

Supported 

 

The finding for the H1a shows that location has a great significant influence on consumer’s 

purchase intentions in CVS in Nilai, Negeri Sembilan, Malaysia with B=0.268 and P＜0.05. This 

finding is consistent with the previous studies from Maliva et al., (2018) and Gahinet and Cliquet 

(2018) which found location as important factor that may influence consumer to purchase in CVS.  

Usually, ccustomers would choose the CVS which is in their neighbourhood area which are closer 

to them.  In addition, consumers would like to shop at the store with sufficient parking space, less 

congested traffic and proper pedestrian.   

Meanwhile, the results of H1b show B=-0.080 and P＜0.05.  Therefore, opening hours has 

significant effect on the consumer’s purchase intentions towards CVS in Nilai, Negeri Sembilan, 

Malaysia.  This result is consistent with the past studies conducted by Gahinet and Cliquet (2018) 
and Tran and Le (2020).  They indicated that opening hours of the CVSs has significant influence 

on consumer’s purchase intentions.   Appropriate opening hours is considered as critical factor to 

consumers in managing their purchasing activities due to hectic lifestyles.  Teo et al. (2019) studied 

that in terms of CVS consumption pattern, 58% of respondents prefer to purchase at CVS due to 

24-hours opening hours.  

Based on the Table 7, H1c is supported as the B=-0.254 and P＜0.05. Therefore, price has 

significant effect on the consumer’s purchase intentions towards convenience store in Nilai, Negeri 

Sembilan, Malaysia. This result is consistent with the prior studies from Loyalty (2014), Gahinet 

and Cliquet (2018), and Che Wel et al. (2012).  These studies stated that price has significant 

influence on consumer’s purchase intentions towards convenience store.  In a similar vein, Tran 

and Le (2020) also indicated that price affect consumer’s perceived value which influence 

consumer’s satisfaction that directly influence consumer’s purchase intentions.  Loyalty (2014) 

stated that consumer preferred lower prices rather than fancy package of the commodities.  

Based on Table 7, it indicates that H1d is not supported as the B=0.005 and P＞0.05. 

Therefore, variety & quality has no significant effect on the consumer’s purchase intentions 

towards CVS in Nilai, Negeri Sembilan, Malaysia. However, this result is not consistent with the 

previous studies from Tran and Le (2020), Mathur and Gangwani (2016), Teo et al., (2019), Lin 

et al., (2013) and Che Wel et al. (2012) who indicated that variety & quality has significant effect 

on the consumer’s purchase intentions toward convenience store.  One of the possible reasons 

behind this finding could be due to the current situation of Nilai, Negeri Sembilan, Malaysia which 

is under Covid-19 and Movement Control Order.  Many of the citizens are losing their permanent 

income.  Therefore, the necessity is more important than the options of the commodities.  In 

addition, under Covid-19 pandemic, most of the consumers will purchase products with cheaper 
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prices rather than to pay more cost to get better quality products.  This is because, saving is more 

important during pandemic time.   

Along the same line, H1e is not supported as the B=-0.047 and P＞0.05. Therefore, layout 

has no significant effect on the consumer’s purchase intentions toward CVS in Nilai, Negeri 

Sembilan, Malaysia. This result is not consistent with the previous studies from Tran and Le 

(2020), Effendy (2019), and Tlapana, (2009) who indicated that layout has significant effect on 

the consumer’s purchase intentions toward CVS.  One of the possible reasons behind this finding 

could be due to the current pandemic of Covid-19 during data collection process.  Due to 

Movement Control Order, consumers are prohibited to travel beyond their staying locations.  

Therefore, they cannot be too choosy in choosing the CVS.  Consumers will go to any nearest CVS 

around them.  Therefore, layout could not be the important factor to the consumers.    

On the other hand, H1f is supported as the B=0.221 and P＜0.05. Therefore, promotion 

has significant effect on the consumer’s purchase intentions toward convenience store in Nilai, 

Negeri Sembilan, Malaysia. This result is similar with the prior studies from Mathur and Gangwani 

(2016), Loyalty (2014), Wang (2018), Teo et al. (2019), and Tran and Le (2020).  Mathur and 

Gangwani (2016) indicated that promotion has significant effect on the consumers’ purchasing 

intention in retailing, it brings about consumers to purchase private labels, retailers should focus 

on in store promotion, loyalty programs, advertisements, virtual merchandizing, etc. to increase 

differentiation and opportunities to attract more customers, and enhance their store image for 

purchase intention.  In addition, Teo et al. (2019) indicated that young consumers demanding 

constant innovation and promotion along with high-quality products on CVS in Japan, this is in 

line to this research whereby 41.2% of the respondents are students who are the largest group of 

respondents that answering the questionnaire.  

Hypothesis two is supported as the B=0.723 and P＜0.05. Therefore, service quality 

moderates the relationship between CVS dimensions and consumer’s purchase intentions toward 

CVS in Nilai, Negeri Sembilan, Malaysia. This result is consistent with the previous studies from 

Tran and Le (2020), Wang (2020), Saad and Zulhaimi (2017),  Effendy (2019) and Tlapana 

(2009). Tran and Le (2020), Saad and Zulhaimi (2017), and Effendy (2019) indicated that service 

quality directed influence consumers’ satisfaction which affect consumers’ purchasing intention.  

Along the same line, Tlapana (2009) stated that high service quality enhances consumers’ future 

encounters by positively influence consumer’s purchasing intention on CVSs.  In addition, Wang 

(2020) indicated that improve service quality brings about consumers’ loyalty.  

8. CONCLUSION 

 

Among of the factors that trigger to conduct this study is due to increasing in the population size 

and convenience store are demanding in Nilai, Negeri Sembilan, Malaysia years by years.  

Therefore, the recent study on consumer’s purchase intentions toward convenience store provides 

useful knowledge to the researchers who have intention to study in similar area.  The findings of 

this study proved that location, opening hours, price, and promotion have significant influence on 

consumer’s purchase intentions toward convenience store in Nilai, Negeri Sembilan.  In a similar 

vein, service quality moderates the relationship between CVS dimensions and consumer’s 

purchase intentions.  On the contrary, variety & quality and layout demonstrated no strong 

influence on consumer’s purchase intentions toward convenience store in Nilai, Negeri Sembilan.  

In conclusion, the current study could assist practitioners specifically in convenience store to 
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comprehend the factors that influence on consumer’s purchase intentions toward convenience store 

in Nilai, Negeri Sembilan.  In addition, it may help them to make effective marketing strategies 

and implement better services to maintain current consumers and attract more potential consumers 

to keep on running CVSs successfully.  It is hope that future research may investigate the other 

factors that might contribute to the consumer’s purchase intentions in CVS by using different 

approaches.   
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