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ABSTRACT 
 

The aim of this paper is modeling customer satisfaction in the food industry of Iran.  Results indicate that there is a 
significant relation between variables of "customer loyalty", "customer complaints", "customer expectations", 
"perceived quality", "perceived value" and "corporate image" with "customer satisfaction".  Based on above 
assumptions and PLS method, we introduced the basic model of customer satisfaction in the food industry in Iran.  
Also, customer satisfaction index in the food industry of Iran is 54.2.  Therefore, there is 
a relative satisfaction of customers in this industry in Iran. 
KEY WORDS: Customer Satisfaction, Food Industry, PLS Method, Iran. 
 

1. INTRODUCTION 
 

There are many literatures about customer satisfaction.  Customer satisfaction is one of the most subjects in 
management studies. With the ways of improvement customer satisfaction, agents can increase their profit. 
Customer satisfaction is a common concept with economic and psychology debates. Customer satisfaction is as 
same concept of consumption utility. [Simon, 1974] 

Some basic studies about Customer satisfaction are: 
Johnson and Fornell, 1991, Wärneryd, 1988, Fornell et al., 1996,  Johnson, Anderson and Fornell, 1995, 

Grumbkow’s 1988, Fornell, 1992, Andreassen and Lervik, 1999, Andreassen and Lindestad, 1998a, de Ruyter, 
Bloemer and Peeters, 1997. 

Eklöf, 2000 investigated Customer satisfaction Index across four industries and 11 countries in the European 
Union. 

The lack studies about Customer satisfaction in developing countries as Iran was incentive for writing this 
paper. The aim of this paper is modeling customer satisfaction in the food industry of Iran. For do it, we have used 
Partial Lease Square (PLS) method in the food industry of Iran. 
 

2. RESEARCH METHOD 
 

Customer satisfaction and loyalty research allows your customers to communicate with you directly about their 
needs, assuring you that the quality standards you establish reflect the voice of the customer and not just the 
company line.  Because everyone’s needs are different, a specific approach is developed to meet them.  However, 
the overall process can be divided into six interactive phases. 
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Customer Satisfaction Measurement Process 

 
 
We have used a questionnaire adopted by food industry of Iran by PLS method. 

 
Table 1.Mean and standard deviation of the hidden variables 

  CUSTOME
R_SAT 

PERCIEIVED
_QUALITY 

CUS_EXPE
CTATIONS 

PERCEIVE
D_VALUE 

CUS_COMPL
AINTS 

CUS_LOYA
LITY 

IMAGE 

N Valid 52 52 52 52 52 52 52 
Mean 53.8500 61.0500 64.3327 57.9885 54.8288 56.1423 52.2481 

Std. Deviation 15.43449 12.97245 14.46124 14.79174 16.87601 11.58925 15.6172 
Minimum 18.50 25.40 37.00 26.70 16.70 36.10 13.00 
Maximum 88.90 84.10 100.00 82.20 83.30 77.80 100.00 

 
Relationship between apparent variables and hidden variables: 
The hidden variable jh is indirectly by a set of variables and each variable can be identified 

clearly jhX  revealed by a simple regression equation with its hidden variable. jhjhjhjhjhX   .0  
 
Relationship between the hidden variables model: 

jjjijj   .0  

20Im2120   agepectationCustomerEx  

3032Im3130   pectationCustomerExageualityPercievedQ  

404342Im4140   ualityPercievedQpectationCustomerExagealuePercievedV  

50545352Im5150   aluePercievedVualityPercievedQpectationCustomerExageICSI

6062Im6160   ICSIageyaltyCustomerLo  

7072Im7170   ICSIagemplainCustomerCo  
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3. RESULTS 
 
We estimated model by VPLS software as following: 
 

Table 2. One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

CUSTOMER_SAT 40 7.1082 1.40300 .22183 
PERCIEIVED_QUALITY 40 8.3895 .93216 .14739 
PERCEIVED_VALUE 40 7.0312 1.35271 .21388 
CUS_EXPECTATIONS 40 7.5420 1.29798 .20523 
CUS_COMPLAINTS 40 8.0198 1.12501 .17788 
CUS_LOYALITY 40 8.0564 1.03202 .16318 
IMAGE 40 8.3755 1.36240 .21541 

 
Table 3. One-Sample Test 

 Test Value = 5                                        

 

t df Sig. (2-tailed) 
Mean 

Difference 

95% Confidence Interval of 
the Difference 

 Lower Upper 

CUSTOMER_SAT 9.504 39 .000 2.10825 1.6595 2.5570 
PERCIEIVED_QUALITY 22.997 39 .000 3.38950 3.0914 3.6876 
PERCEIVED_VALUE 9.497 39 .000 2.03125 1.5986 2.4639 
CUS_EXPECTATIONS 12.386 39 .000 2.54200 2.1269 2.9571 
CUS_COMPLAINTS 16.976 39 .000 3.01975 2.6600 3.3795 
CUS_LOYALITY 18.730 39 .000 3.05637 2.7263 3.3864 
IMAGE 15.670 39 .000 3.37550 2.9398 3.8112 

 
First Hypothesis:  
There is a significant relationship between“customer satisfaction" and "corporate image". 

  

Table 4.Spearman correlation coefficient 
   CUSTOMER_SAT IMAGE 

Spearman's rho CUSTOMER_SAT Correlation Coefficient 1.000 .339* 

Sig. (2-tailed) . .033 

N 40 40 

IMAGE Correlation Coefficient .339* 1.000 

Sig. (2-tailed) .033 . 

N 40 40 
*. Correlation is significant at the 0.05 level (2-tailed).   

 
Results indicate that there is a significant relationship between “customer satisfaction" and "corporate image". 
 
Second Hypothesis: 
There is a significant relationship between "customer satisfaction" and "perceived quality". 
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Table 5. Spearman correlation coefficient  
   

CUSTOMER_SAT 
PERCIEIVED_QUA

LITY 

Spearman's 
rho 

CUSTOMER_SAT Correlation Coefficient 1.000 .494** 

Sig. (2-tailed) . .001 

N 40 40 

PERCIEIVED_QUALITY Correlation Coefficient .494** 1.000 

Sig. (2-tailed) .001 . 

N 40 40 
**. Correlation is significant at the 0.01 level (2-tailed).   

  
Results indicate that there is a significant relationship between "customer satisfaction" and "perceived quality. 
 
Third Hypothesis: 
There is a significant relationship between "customer satisfaction" and "perceived value". 

 
Table 6. Spearman correlation coefficient 

   CUSTOMER_S
AT 

PERCEIVED_
VALUE 

Spearman's rho CUSTOMER_SAT Correlation Coefficient 1.000 .389* 

Sig. (2-tailed) . .013 

N 40 40 

PERCEIVED_VALUE Correlation Coefficient .389* 1.000 

Sig. (2-tailed) .013 . 

N 40 40 
*. Correlation is significant at the 0.05 level (2-tailed).   

  
Results indicate that there is a significant relationship between "customer satisfaction" and "perceived value". 
 
Fourth Hypothesis: 
There is a significant relationship between "customer satisfaction" and "customer expectations". 

 
Table 7. Spearman correlation coefficient 

   CUSTOMER_
SAT 

CUS_EXPECT
ATIONS 

Spearman's rho CUSTOMER_SAT Correlation Coefficient 1.000 .458** 

Sig. (2-tailed) . .003 

N 40 40 

CUS_EXPECTATIONS Correlation Coefficient .458** 1.000 

Sig. (2-tailed) .003 . 

N 40 40 
**. Correlation is significant at the 0.01 level (2-tailed).   

 
Results indicate that there is a significant relationship between "customer satisfaction" and "customer expectations". 
 
Fifth Hypothesis: 
There is a significant relationship between "customer satisfaction" and "customer complaints". 
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Table 8. Spearman correlation coefficient  
   CUSTOMER_S

AT 
CUS_COMPLA

INTS 

Spearman's rho CUSTOMER_SAT Correlation Coefficient 1.000 .343* 

Sig. (2-tailed) . .030 

N 40 40 

CUS_COMPLAINTS Correlation Coefficient .343* 1.000 

Sig. (2-tailed) .030 . 

N 40 40 
*. Correlation is significant at the 0.05 level (2-tailed).   

  
Results confirm the hypothesis as there is a significant relationship between "customer satisfaction" and "customer 
complaints". 
 

Sixth Hypothesis: 
There is a significant relationship between "customer satisfaction" and "customer loyalty". 
 

Table 9. Spearman correlation coefficient  
   CUSTOMER_S

AT 
CUS_LOYALI

TY 

Spearman's rho CUSTOMER_SAT Correlation Coefficient 1.000 .446** 

Sig. (2-tailed) . .004 

N 40 40 

CUS_LOYALITY Correlation Coefficient .446** 1.000 

Sig. (2-tailed) .004 . 

N 40 40 
**. Correlation is significant at the 0.01 level (2-tailed).   

 
Results confirm the hypothesis as there is a significant relationship between "customer satisfaction" and 

"customer loyalty". 
So there is a significant relation between variables of "customer loyalty", "customer complaints", "customer 

expectations", "perceived quality", "perceived value" and "corporate image" with "customer satisfaction". 
Based on above assumptions, we introduced the basic model of customer satisfaction in the food industry in Iran 

as following figure. 
Figure 1.The basic model of customer satisfaction in the food industry in Iran 

  
4. Conclusion 

 
Customer satisfaction is one of the most subjects in management.The aim of this paper is modeling customer 

satisfaction in the food industry of Iran. We have used spearman correlation coefficient and PLS method for 
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modeling customer satisfaction in the food industry of Iran.Results indicate that there is a significant relation 
between variables of "customer loyalty", "customer complaints", "customer expectations", "perceived quality", 
"perceived value" and "corporate image" with "customer satisfaction".Based on above assumptions, we introduced 
the basic model of customer satisfaction in the food industry in Iran. 

Prioritize the identified variables influencing customer satisfaction in the food industry using a Friedman rank 
test as following: 

Index  Coefficient obtained from the test  Rank of Effectiveness 
corporate image  0.282  6  
perceived quality  0.658  1  
perceived value  0.481  4  

customer expectations  0.55  2  
customer complaints  0.447  5  

customer loyalty  0.516  3  
 

Based on the results, customer satisfaction index in the food industry of Iran is 54.2.  Therefore, there is 
a relative satisfaction of customers in this industry in Iran. 
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