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Abstract

Purpose – This research aims to investigate intrinsic and extrinsic product attributes as well as the
relationship between these features and customer satisfaction by confirming the moderating role of
competitive intensity.
Design/methodology/approach – The study is conceptual and exploratory in nature, drawing on current
literature and real-time experience with conceptual framework development. The information was gathered by
the face-to-face survey conducted with a sample of products, specialists and customers of the Iranian food
industry. A total of 19 Kalleh products and 17 industry experts were selected to identify intrinsic and extrinsic
product attributes as well as competition intensity for every product. For investigating the relationship
between product attributes and customer satisfaction, 342 customers’ viewpoints were received and analyzed.
Findings –The results show that the nature of competitionmoderates the effects of interaction between product
attributes and customer satisfaction. Themajor findings of this research include (1) when competitive intensity is
low, appropriate focus on intrinsic attributes can create better customer satisfaction; (2)When a competitive level
is low, better focus on appropriate external attributes can lead to customer satisfaction; and (3)When competitive
intensity is high, offering proper external attributes would lead to customer satisfaction if intrinsic attributes are
already offered with high quality; (4) When competitive intensity is high and a firm is focusing more on intrinsic
attributes, the lack of proper intrinsic attributes can negatively affect repurchase intentions.
Originality/value –The findings of this study can be used as a reference for food companies developing new
products in various competitive environments and making the decision whether to focus on intrinsic or
extrinsic attributes.

Keywords Competitive intensity, Customer satisfaction, Extrinsic attributes, Intrinsic attributes,

Product attributes, Repurchase intention

Paper type Research paper

Introduction
Product quality is a critical component in fulfilling customer needs and increasing user
satisfaction. Product quality generally refers to the various attributes that define a product and
ultimately lead customer’s purchasing decisions. However, this quality is a multidimensional
concept, and it is a necessity for companies to focus and excel at specific attributes of their
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products (Matzler and Sauerwein, 2002;Witell and Lofgren, 2007). The purpose of this study is
to show how product features have a significant impact on customer satisfaction. Recognizing
key product attributes that are primary drivers of customer satisfaction can be a valuable tool
for marketers when allocating resources or modifying offerings to each segment of customers
(Harrington et al., 2017). Prior research had clearly explored the importance of intrinsic and
extrinsic product attributes (e.g. Lee and Lou, 2011; Brechan, 2006), but the importance of these
attributes of food and beverage products in terms of customer attitude has not yet been
investigated (Bre�ci�c et al., 2017).Food choice is influenced by a variety of factors, including (1)
sensory features (e.g. taste, odor and texture), (2) non-sensory aspects (expectations and
attitudes) (Shepherd, 1999) and (3) health-related attributes (Prescott et al., 2002). However,
Prior studies in consumer behavior are mostly focused to examine extrinsic and intrinsic
attributes that the majority of customers use while selecting and ordering food items (Espejel
et al., 2007). In order to investigate the relationship between product qualities and consumer
satisfaction, this study evaluates such characteristics in a variety of competitive contexts. It is
aimed to extend prior research by focusing on product attribute type to analyze whether there
is more focus on intrinsic attributes or extrinsic ones. Companies can find the most useful
attributes for their products using such studies that have not yet been done. Any product must
accommodate customers’ wants in order to be accepted by customers, hence food producers
must have knowledge about customer preferences for food products before placing their
products on the market. It also conceivably ensures that they are in line with customer
expectations lowering the chance of product failure (Van Kleef et al., 2005). It is noticeable that
product attributes are key drivers of customers’ food choices (Koster, 2009). Therefore, the
purpose of this article is to determine which intrinsic and extrinsic product attributes have the
most impact on customer satisfaction and repurchase decisions in the food industry.

In this research for clarification of the relationship between product attributes and
customer satisfaction, a systematic literature reviewwas applied in several stages. Consistent
with prior studies, the study collected bibliographic data by accessing the Scopus and
ScienceDirect bibliographic databases. Firstly, authors defined the inclusion and exclusion
criteria. The research string was “Product attributes” AND “customer satisfaction” OR
“product characteristics” AND “customer satisfaction” in the title, abstract and keywords.
The “Business, Management and Accounting” area of these databases were searched as the
most relevant scientific database in our research field (Chandra et al., 2020; Kumar et al., 2020;
Yas et al., 2020). The database was restricted to English-language articles published between
1992 and at the end of March 2022 (there was not any time limitation for reviewing published
papers). Furthermore, to avoid bias, the authors did not limit the primary pool of articles to
specific journals. Therefore, as a result of these criteria, a total of 649 articles were found.
However, in the first review of the document title, many irrelevant articles were excluded. For
example, those focusing on the supply chain, or those discussing six sigma. After it, the
remaining sources were reviewed by authors for relevance (Ravasi and Stigliani, 2012). A
total of 124 potential studies for further consideration were revealed. In this step, to select the
studies for the final analysis, inclusion and exclusion criteria were applied. The abstracts of
these potential articles were reviewed in detail by two of authors that it led tomore exclusions
based on the quality of the articles as well as their relevance to the research topic (Tranfield
et al., 2003). At this phase, 58 highly relevant articles were selected as the main sources of
current research for the final analysis (see Figure 1).

Literature review
Product attributes
A product is a set of attributes that influence consumers’ preferences and, as a result, their
purchase decisions (Lancaster, 1966). When evaluating the quality of a product, consumers
may evaluate a variety of information or features (Olson and Jacoby, 1972). Several studies
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and theories have classified product attributes. Kano et al. (1984) present five groups of
attributes related to customer satisfaction: (1) dissatisfiers, (2) one-dimensional attributes,
(3) delighters, (4) indifferent and (5) reverses attributes. Ahmad et al. (2012) propose four
categories of product attributes: basic, performance, excitement and random attributes. Some
studies describe a three-factor approach.

For example, among many others, Rust et al. (1996) and Harrington et al. (2017) define
product attributes as dissatisfiers, satisfiers and delighters. Mathe-Soulek et al. (2015) also
believe there are three categories of attributes: basic, performance and excitement types. In
the marketing literature, however, the distinction between intrinsic (core) and extrinsic (non-
core) product attributes is well understood, and the two-factor approach is the most generally
used classification of product attributes. In his research (1980), Levitt distinguished between
core and non-core product attributes. As previously stated, Bre�ci�c et al. (2017) distinguish
between sensory and non-sensory attributes. Butcher et al. (2003) categorized these features
into non-core product attributes and core product attributes. Similarly, Kotler andArmstrong
(2004) discovered that product attributes can be divided into two categories: primary and
secondary. Rondoni et al. (2021) have recently divided product attributes into two categories:
intrinsic and extrinsic attributes. Following Bre�ci�c et al. (2017), Butcher et al. (2003) and
Rondoni et al. (2021), the current study employs the following categories: intrinsic vs.

Se ng the research objec ves: to inves gate the rela onship
between product a ributes and customer sa sfac on by

confirming the modera ng, modera ng role of compe ve
intensity.

Se ng the inclusion criteria

Search strategy
Only academic

journals
Title-keyword-

Keywords
“Product a ributes” AND “customer

sa sfac on” OR “product characteris cs”
AND “customer sa sfac on”

Databases
Scopus

ScienceDirect

Cover Period
From 1992 to
March 2022

Language
English

Studies Iden fied: n = 649

Tile and abstract screening

Exclusion criteria
Duplica on/Language/irrelevant papers to research scop

Poten al relevant studies: n = 124

Applying inclusion and exclusion criteria
Studies usable (relevant) papers for review: n = 58

Figure 1.
Research Protocol
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extrinsic product attributes. To begin with, primary or intrinsic attributes are an important
aspect of providing a solution for a customer’s individual problem (Brechan, 2006). Extrinsic
attributes, on the other hand, are not necessary to solve the customer’s problem. These
attributes are those that are not related to the physical component of the product and include
brand name, price and packaging (Fandos and Flavi�an, 2006). The next sections look at the
relationship between customer satisfaction and product attributes, as well as how these
attributes influence buy and repurchase intentions.

Customer satisfaction
Davras and Caber (2019) define customer satisfaction as the assessment of product or service
characteristics by the customer. There are myriad studies those have worked and accepted
the relationship between product attributes and customer satisfaction (Andaleeb and
Conway, 2006; Zhang et al., 2013), because consumer purchase decisions have altered in
recent years, and marketing strategies are being developed to differentiate products by
taking into account relationships between customer traits and satisfaction with intrinsic and
extrinsic attributes (Topcu and Da�gdemir, 2017). Additionally, prior studies (e.g. Gregory
et al., 2015) point out that all product characteristics do not have equal effect on customer
satisfaction. Therefore, it is vital to investigate how product attributes affect customer
satisfaction (Wang et al., 2018) and determine what product attributes are more important for
customers (Jang et al., 2018) in order to improve consumer satisfaction. Many researchers
have tried to understand customers and the motivations behind their food choices (Bre�ci�c
et al., 2017). Kotler (2000) defines customer satisfaction as the feelings of a customer’s delight
or disappointment stemming from comparing a product’s perceived performance in relation
to his or her expectations. According to previous studies, there is an evident relationship
between product characteristics and customer satisfaction. To give an example, Bennur and
Jin (2009) discovered that high quality of product attributes has a positive impact on customer
satisfaction and loyalty. Therefore, we understand the importance of these attributes in
generating customer satisfaction. However, given the complexity of consumers’ preferences
and behavior, manufacturers must explore consumers’ preferences for each category of
product attributes in order to develop their product correctly and according to the literature.

Gaps in theories of attribute-satisfaction relationships
Different perspectives exist on the impact of product characteristics on customer satisfaction.
For example, Levitt (1980, 1983), Chung et al. (2006) and Raisanen (2010) discovered the
importance of focusing more on the core product (intrinsic attributes), while Richardson et al.
(1994), as well as Lee and Lou (2011), found a greater impact of non-core (extrinsic features). As
such, Butcher et al. (2003) predicted that non-core product attributes are more important than
core attributes. In addition, there are some novel perspectives on the importance of these
attributes. Brechan (2006), for example, agrees with Levitt (1980, 1983) that primary attributes
have a greater impact on customer satisfaction than secondary ones, but he also discovered that
the relationship between secondary attribute quality and customer satisfaction is moderated by
primary attributes. A hierarchical relationship between core and non-core attributes was also
identified by Kotler and Armstrong (2004). They discovered that if the quality of the core (main)
qualities is inadequate, non-core attributes should have little impact on customer satisfaction.
On contrary, among many others, Torres-Moreno et al. (2012), believed that if customers accept
non-sensory (extrinsic) features, they will accept sensory (intrinsic) attributes as well. To fill this
void, current research looked at the importance of competition level. For each selected product,
supposing it to be one of themost important predictors of a firm’s focus on intrinsic, extrinsic, in
varying levels of competition intensity. However, exploratory research was done, which
included interviews with industry experts and customers. Customers’ preferences for the
selected products, as well as intrinsic and extrinsic product attributes, were investigated.
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Competition
Consumers will pay attention to a company that differentiates its products from competitors.
Competition is a determinant in the relationship between product attributes and customer
satisfaction, according to previous studies. According to Aaker and Joachimsthaler (1999)
with the presence of somany competing brands, addressing customers’ core or primary needs
is clearly insufficient for success. Similarly, LaTour and Peat (1979) believe that there is a
comparison level for each product attribute that this comparison level is created by past
experiences with product attributes of similar products. Therefore, we assume that if a
product is produced by several companies and a customer has past experiences regarding
consumption of it, it seems focusing on intrinsic attributes will not be sufficient for creating
customer satisfaction. In this way and regarding the importance of emphasis on extrinsic
characteristics, Fandos and Flavi�an (2006) believe extrinsic attributes of a product include the
unique feature that distinguishes a product from the competitor’s products and it is obvious
that this difference may indicate a competitive advantage in the market. As a result,
competition’s mediating role should be acknowledged.

Repurchase intention
Cumulative (long-term) satisfaction (Such�anek and Kr�alov�a, 2019) is a broader definition of
satisfaction that is based on repeated purchases and the customer’s total experience with a
product. Repurchase intention refers to a customer’s willingness to buy a product again in the
future (Fang et al., 2011). Prior studies have shown that perceived value has amajor impact on
behavioral intention (Chang and Tseng, 2013). Quality expectation and actual experience of
quality, according to Oliver et al. (2006), are drivers of product satisfaction and, as a result, the
likelihood of repurchasing the product. Many research works depict that customer
satisfaction leads to higher repurchase intentions (Back and Lee, 2009; Matzler et al., 2004).
Other researchers, on the other hand, disagree. For instance, Ostrom and Lacobucci (1995)
believe, product qualities affect satisfaction and repurchase intentions in distinct ways.
Mittal et al. (1988) argued that product attribute quality may become important for
repurchase intentions, but not for satisfaction. According to the aforementioned research,
studies examining the relationships between product attributes and satisfaction have a
number of flaws, as others have pointed out. To address these shortcomings, and given the
differing interpretations of these studies about the importance of intrinsic or extrinsic
product attributes, and the relationship between them and customer satisfaction, we avoid
summarizing these viewpoints and instead look at the relationship directly, examining the
moderating role of competition in this relationship through this research.

Conceptual framework and hypothesis development
There are positive relationships between product attributes and customer satisfaction.
However, while previous studies appear to be adept at distinguishing product attributes
related to customer satisfaction, it is likely that they fall short in that and they do not address
new issues facing the industry today (Stringam, 2010). To give an example, Such�anek and
Kr�alov�a (2019) stated that competitiveness in the food industry is generated by the large
number of companies and their influence of customers over time through their products. It is
obvious that when customers have more choices, companies should improve customer
satisfaction by offering higher-quality products to maintain their market share (Mazzeo,
2003). Based on the literature analysis, two categories of products were evaluated in this
study: low-competition-intensity products and high-competition-intensity products.
Customers’ attitudes about these products, according to the writers, would be different.
For finding these relationships, current research considered whether the firm’s focus is more
on intrinsic or extrinsic attributes. To the best of our knowledge, no published research has
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examined the function of competition as a mediating factor in the relationship between
product attributes and customer satisfaction.

Figure 2 shows the proposed matrix for developing and testing research hypotheses,
which reflects the expected relationships between two types of product attributes (intrinsic
vs. extrinsic attributes), customer satisfaction and repurchase intention, with the mediating
role of competition taken into consideration.

Research hypotheses
The influence of the independent variables on the dependent variable was considered in this
study. Using the literature research and logical reasoning, the following hypotheses were
proposed:

Main hypothesis
There is a significant relationship between product attributes and customer satisfaction.

Sub-hypotheses

H1. When the intensity of competition for a specific product is low and a firm’s focus is
more on intrinsic attributes, providing the appropriate intrinsic attributes will lead to
customer satisfaction.

3. The emphasis on high quality of extrinsic 
attributes create customer satisfaction and 

lead to purchase intent among them. 
However, the lack of these attributes will 

not negatively affect purchase intention and 
lead to dissatisfaction.

4. in this situation, product intrinsic 
attributes have a moderating role

Quadrant (2): Hypotheses 5 and6

1.  The emphasis on the high quality of 
intrinsic product attributes lead to the 
lack of dissatisfaction, yet here is no 
satisfaction and purchase intention in 

this situation

Quadrant (1):  Hypotheses 7 and 8

5. The emphasis on extrinsic attributes 
create customer’s satisfaction but the lack 

of them will not affected purchasing 
intention

Quadrant (4):  Hypotheses 3 and 4

2.  The emphasis on high quality of 
intrinsic product attributes create 

customer satisfaction but the lack of 
them don’t affect negatively on 

repurchase intentions

Quadrant (3): Hypotheses 1 and 2

Low

Competitive 
Intensity

High

Company emphasis on product 
attributes

Intrinsic Attributes
Extrinsic Attributes

Source(s): Authors data elaboration

Figure 2.
Proposed research

matrix/Product
placement according to
competitive intensity

together with
Company emphasis
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extrinsic
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H2. When the competitive intensity for a certain product is low and a firm’s focus is more
on intrinsic attributes, poor intrinsic attribute quality will not affect purchasing
intentions, but customers will not be satisfied.

H3. When the intensity of competition for a certain product is low and a firm’s emphasis
is primarily on extrinsic attributes, offering the suitable extrinsic attribute will
contribute to customer satisfaction.

H4. When the competitive pressure for a particular product is low and a firm’s focus is
more on extrinsic attributes, the lack of appropriate extrinsic attributes will not have
a negative impact on purchasing intention, but if the intrinsic attributes are
appropriate, customer’s satisfaction will be generated.

H5. When the competitive pressure for a particular product is high and a firm’s emphasis
is more on extrinsic attributes, offering the high quality of external attributes will
lead to customer’s satisfaction if internal attributes be offered with high quality.

H6. When the intensity of competition for a particular product is high and a firm’s focus
ismore on extrinsic product attributes, the lack of good quality of extrinsic attributes
will have a negative impact on purchasing intentions and lead to dissatisfaction.

H7. When the competitive intensity for a specific product is high and a firm’s focus is
more on intrinsic attributes, offering the proper internal attributes does not create
customer satisfaction but, it will lead to the lack of dissatisfaction.

H8. When the intensity of competition for a specific product is high and company’s
emphasis is more on intrinsic attributes, the lack of appropriate intrinsic attributes
will have a negative impact on repurchase intention.

Research methodology
The first part of exploratory research: an interview with industry experts and selecting
Kalleh products
A case study of the Kalleh Company in Iran is explored for testing research hypotheses.
According to some international reports (e.g. Wageningen Economic Research report
conducted by Beldman et al., 2017) about Iranian market, Kalleh Company acts as a
successful market leader. Euromonitor International (2016)’s report, also mentions Kalleh
Dairy Company as a part of Solico Group acts as an undisputed leader in Iranian market with
the help of product quality. This Company is placed in the top 50 global brands, just two
places behind Nutella (The Guardian, 2016). In this regard, the authors choose to focus on the
products of this company.

Some Kalleh products were chosen in the initial stage of this study, and a questionnaire
was designed to categorize selected product qualities into intrinsic and extrinsic categories.
Industry professionals operating in the Iranian market filled out this questionnaire. The
most-used product attributes in the last two years ago were specified by them. Individual
opinions were used to determine the strength of competition for each product.

Study design: recruitment of industry experts as well as selecting products
For selecting the sample size of Kalleh products as well Kalleh expert, as the both of them had
a finite population, the authors used Sarmad and et al. (1998) formula ( n

N
≥ 0.05 ) for estimating

sample size. the number of Kalleh products is 400, therefore, the first sample size was
calculated as 20, (through this research 19 products were considered). Regarding the second
sample size, the number of Kalleh experts was 200 (N5 200), as a result, the sample size was
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predicted to be 10, for this group, judgmental sampling was used, and 17 industry experts
were interviewed (10 from Kalleh Meat Company and seven from Dairy Co.). It should be
mentioned that, the competition level was themost significant determinant in selectingKalleh
products, and two groups of products were chosen: products with low and high competitive
intensity.

The questionnaire used to inform top managers (industry experts) about the study, was
sent in advance by email. After Kalleh managers reviewed the questionnaire, the authors
were invited to Kalleh factories to fill out and deliver research questionnaires. This
questionnaire began with a definition of intrinsic and extrinsic product attributes, followed
by some examples of soft drink attributes for clarity. Table 1 show their viewpoints on
product attributes for meat and dairy products, respectively. After completing the
questionnaire, industry experts were asked to determine whether the firm’s focus is more
on intrinsic or extrinsic characteristics. Different experts may classify an attribute into
different categories, but the most frequent response determined whether the firm focused on
intrinsic or extrinsic attributes (Table 1). Furthermore, Kalleh experts were asked to express
their opinions on the level of competition for each product. The numbers 0, 1, 2 and 3
represented low competitive intensity. It is notable that all 17 experts agreed on the
competitive intensity of all products (see Table 1).

Following the completion of the questionnaire according to the firm’s focus on the specific
category of product attributes as well as the level of competition, a two-dimensional research
matrix was created. As a result, our selected products were placed in each quadrant based on
the opinions of Kalleh experts (see Figure 2).

The second part of exploratory research: screening survey (customer’s questionnaire
development)
In the second part of this research, customers were asked to fill our questionnaire distributed
in fivemajor supermarkets in the North of Iran. The individuals who consumed at least one of
the selected products were included in the sample. Because it is difficult to use probability
sampling techniques in public places, convenience sampling was used for this group (Wang
and Yu, 2016). Potential participants were approached individually and asked to participate
in an academic study. If they agreed to participate, theywere asked a filter question (i.e. “Have
you ever consumed Kalleh Chicken Nugget?”) to exclude participants who did not belong to
the target sample. It should be noted that the product attribute questions were drawn from
expert interviews. A quantitative research approach was applied and the Statistical Software
Package for Social Sciences (SPSS) was used to ensure that all of the relevant issues were
covered and studied thoroughly. The questionnaire asked customers’ viewpoints toward the
value of product attributes. For illustration, if a company’s focus (according to experts) was
more on extrinsic attributes, customers were asked to express their opinions about these
attributes as well as to measure their satisfaction levels. Another inquiry concerned the
customers’ plans to repurchase.

For example, for Chicken Nugget, which was placed in quadrant 3, the questionnaire
included the following questions: the introductory question: Have you ever consumed Kalleh
Chicken Nuggets? The next two questions were derived from expert opinions about Kalleh’s
emphasis on intrinsic Nugget features, and because these experts highlighted color or
appearance and taste as intrinsic Nugget attributes, the following two questions were posed:
How pleased are you with the taste of Kalleh Chicken Nugget on a scale of 1–5? How satisfied
are you with the color and appearance of Kalleh Chicken Nugget? The following question
concerned overall client satisfaction with the product: How satisfied are you with Kalleh
Chicken Nugget? The last question was regarding repurchase intention; if you needed
Chicken Nugget, would you buy it from Kalleh Company again?
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Product name
Intrinsic
attributes

Extrinsic
attributes

More
frequency of
expert
responses

The
competitive
intensity

The number
of
competitors

Kalleh meat products
Cordon bleu Taste, Texture Packaging design,

Hygienic
packaging,
Product
appearance

Extrinsic Low Without any
competitors

Cheese
sausages

Taste High quality of
packaging,
Product
appearance

Extrinsic Low Without any
competitors

Potato
croquette

Taste Hygienic
packaging,
Product
appearance

Extrinsic Low Without any
competitors

Cocktail
sausages

Taste Intrinsic High 9

Lunchmeat Taste Packaging design Extrinsic High 9
Chicken
Nugget

Taste, Color Intrinsic Low Without any
competitors

Hamburger Taste, Texture Price Extrinsic High 12
Premium
Hamburger

Taste, Texture Hygienic
packaging,
Product
appearance

Extrinsic High 12

Meat Finger
Kebab

Taste, Texture Intrinsic High 12

Cheese
Chicken
sausages

Taste, Texture Intrinsic Low 2

Kalleh dairy products
Blue Cheese Taste,

Nutritional value
Intrinsic Low Without any

competitor
Fortified Milk The source of

energy
Taste,
Nutritional
value, color

Intrinsic Low Without any
competitor

Pizza Cheese Taste, Stretchy Intrinsic High 4
Amol Process
Cheese

Taste,
Nutritional
value, The
source of energy

Intrinsic High 4

Peach Fruit
Yoghurt

Taste,
Nutritional value

Intrinsic Low Without any
competitor

Low-fat
Yoghurt

Taste,
Nutritional value

Intrinsic High 8

Strawberry
Ice Cream
Cone

Taste, Texture Intrinsic High 5

(continued )

Table 1.
Expert opinion
consensus for
determining intrinsic
and extrinsic product
attributes/
determination of
competitive intensity
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Validity and reliability test
Prior to survey administration, academic reviewers from ESIC University (Spain) reviewed
the questionnaire for clarification, and their comments and opinions were taken into account
to make necessary changes, and some of the questions were redesigned. The questionnaire
was then completed by five people to see if there were any ambiguities and if it was easy to
comprehension. Cronbach’s alpha was employed in the measurement of the reliability of
questionnaires. This index is determined as 0.818 in the current study, indicating adequate
reliability.

Because the population included all of the consumers of the considered products, it is
obvious that the customer population is unlimited. Cochran calculated the sample size to be
384 people. After distributing 384 surveys to participants in order to assess customer
satisfaction, 352 were completed and delivered; however, 10 questionnaires were eliminated
from the study due to incomplete information, leaving 342 questionnaires to be completed. It
should be mentioned that according to the demographic features of the study’s sample, the
majority of participants were female (63%) compared to male (37%) and the average age
group was 26 years old.

Data analysis and findings
The first situation: low competitive intensity/focus on intrinsic attributes (products in
quadrant 3)
As shown in Figure 2, products placed in quadrant 3were used to test the first hypothesis and
the participants were divided into two groups. Customers in the first group claimed that
Kalleh product’s intrinsic attributes (e.g. Peach Fruit Yoghurt) have poor quality, while
customers in the second group considered these attributes as appropriate. The first group’s
satisfaction was investigated next. Participants were asked to rate whether the intrinsic
attributes did not meet, meet or exceed expectations. A total of 291 participants of 342
customerswho consumed these products believed intrinsic attributeswere proper. Therefore,
for the testing first hypothesis, these customers’ viewpoints were measured. To confirm the
association between intrinsic product attributes and customer satisfaction, the binomial
evaluate and Spearman’s correlation coefficients were used to test this hypothesis. The
number of satisfied customers about intrinsic product features is shown in Table 2 (p). As
seen in the table, 13 out of 291 customers were dissatisfied, with the frequency of each
category displayed in Table 2 (the section of H1). As is observed, 96% of customers fall into
the second category, meaning those who are satisfied with intrinsic products attributes.

Additionally, this study used Spearman’s correlation coefficient to see if there was a
correlation between intrinsic product attributes and customer satisfaction, and the

Product name
Intrinsic
attributes

Extrinsic
attributes

More
frequency of
expert
responses

The
competitive
intensity

The number
of
competitors

Family Pack
Ice cream

Taste, Texture Packaging design,
product
appearance

Extrinsic High 6

Flavored
Dough

Taste Intrinsic Low 2

Source(s): Authors data elaboration Table 1.
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Category N 
Observed 

Prop.
Test Prop.

Asymp. Sig.

(2-tailed)

H1

Binominal Test: 

NPar Tests

Satisfaction       Group 1

Group 2

Total

<=3

>3

13

278

291

0.4

0.96

1.00

0.50 0a

Intrinsic Satisfaction

**. Correlation is 

significant at the 

0.01 level (2-

tailed).

Spearman's 

correlation 

coefficients

Spearman’s rho  

Intrinsic

Correlation Coefficient

Sig. (2-tailed)

N

1.000

291

0.617**

0 

291

Satisfaction

Correlation Coefficient

Sig. (2-tailed)

N

0.617**

0 

291

1.000

291

Category N  
Observed 

Prop.
Test Prop.

Asymp. Sig. (2-

tailed)

H2

Binominal Test: 

NPar Tests / H2- 

Part 1 

Repurchase intention

Group 1

Group 2

Total

<=0

>0

21

39

60

0.35

0.65

1.00

0.50 0.27a

Frequency – H2- 

part 2

Frequency
Percent Valid 

Percent

Cumulative Percent

Dissatisfaction 1

2  

3 

Total

22

31

7  

60

36.7

51.7

11.7

100.0

36.7

51.7

11.7

100.0

36.7

88.3

100.0

Category N  Observed 

Prop.

Test Prop.

Asymp. Sig.

(2-tailed)

H3

Binominal Test: 

NPar Tests

Satisfaction           Group 1

Group 2

<=3

>3

17

107

124

0.14

0.86

1.00

0.50 0.00 0a

Extrinsic Satisfaction

**. Correlation is 

significant at the 

0.01 level (2-
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significant correlations (r 5 0.617, p < 0.01) were found. The results from the correlation
coefficient also supported our first hypothesis. As a result, our H1 is supported.

The group of customers who did not perceive intrinsic product qualities in an acceptable
level, were considered to test H2 regarding examining repurchasing intentions as well as
customer satisfaction. A set of analysis employing binomial test as well as frequency were
performed to test it. A total of 60 participants expressed a negative attitude about intrinsic
qualities for products in quadrant 3, with 65% indicating that they would purchase the
product again (see Table 2, H2 section). However, binomial test was used and sig5 0.027 and
α
2 5 0.025, therefore, this hypothesis is rejected.

Customer satisfaction among these participants was measured for the second part of H2.
By frequency test which depicted 36.7% 5 strongly dissatisfied, 51.7% dissatisfied and
11.7% somewhat satisfied, customers who considered intrinsic attributes as poor, were
clearly dissatisfied. However, according to the first and second sections of this hypothesis, H2
is rejected.

Note(s): aBased on Z Approximation
Table 2.
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The second situation: low competitive intensity/focus on extrinsic attributes (products in
quadrant 4)
A set of tests utilizing the Chi-squared test and Spearman’s correlation coefficient were
done to evaluate H3. Following then, two categories of customers were separated. The first
group (124 customers) thought extrinsic features were appropriate, while the second were
disagree. The results depict that 17 (13.7%) and 107 (86.3%) customers of the first group
were dissatisfied and satisfied respectively. Extrinsic product attributes lead to consumer
satisfaction, according to the results of the binomial test (Table 2, H3 section).
Additionally, Spearman’s correlation coefficient shows a significant correlation
(r 5 0.568, p < 0.01) between extrinsic attributes and customer satisfaction. Thus, H3 is
accepted, which means when the competitive intensity is low and a firm focuses more on
extrinsic attributes, providing high-quality extrinsic attributes will result in customer
satisfaction.

To test H4, the group of customers whomentioned extrinsic products attributes have poor
quality was examined and after it, the authors considered their purchase intention used
binomial test, frequency and Spearman’s correlation coefficient. For the first part of H4,
frequency and binomial test were used. The frequency depicts 16 of 20 customers (who they
believed extrinsic attributes are poor), mentioned that they will purchase again (80%).
Additionally, Sig 5 0.012, and thus, this section of the hypothesis is accepted.

Furthermore, for the second part of the hypothesis, Spearman’s correlation coefficient
shows a significant correlation (r5 0.793, p < 0.01) between intrinsic product attributes and
customer satisfaction. The results from the correlation coefficient (Table 2, H4 section) also
supported H4 that when competitive intensity is low and a firm’s emphasis is mainly on
extrinsic attributes, the lack of appropriate extrinsic attributes will not affect purchase
intention, but if the intrinsic attributes are appropriate, customer satisfaction will be
generated. This finding is consistent with Bre�ci�c et al. (2017) that showed consumers are very
concerned about intrinsic food attributes such as taste.

The third situation: highly competitive intensity/focus on extrinsic attributes (products in
quadrant 2)
A set of analyses utilizing the Binomial Test and frequency were performed to test H5 and
two categories of customers were considered. Extrinsic attributes were appropriate,
according to the first group, and we measured their satisfaction. With extrinsic qualities,
77.7% of customers were satisfied, while the remaining were dissatisfied. Therefore,
frequency analysis accepts the first half of H5. Furthermore, the binomial test was used to test
this part of the hypothesis. As is observed fromTable 2, H5 section,N column shows that 240
customers (78%) were satisfied with appropriate extrinsic attributes. Since sig5 0, we may
conclude that proper extrinsic attributes lead to customer’s satisfaction and the first part of
the fifth hypothesis is accepted.

Now, the second part of H5 should be tested and those customers who thought extrinsic
attributes were appropriate and were satisfied were considered. The authors debated
whether intrinsic attributes are proper or not. You can see from illustration that 230
customers (96%) mentioned that if intrinsic attributes are proper, providing appropriate
extrinsic attributes will lead to satisfaction, whereas only 4% stated that they are satisfied
with extrinsic attributes even if intrinsic attributes are inappropriate.

Therefore, H5 is accepted. This result is in line with Brechan’s (2006) finding that
the relationship between secondary (extrinsic) attributes and satisfaction is moderated
by primary (intrinsic) attributes. He points out if a caf�e employee delivers you a low-
quality coffee intern of tasting with a smile and the best behavior, you will be
dissatisfied.
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The binomial test and frequency were used to test H6. To begin, several consumers who
stated that the quality of extrinsic qualities is low were investigated and their repurchase
intentions were reviewed. As shown in Table 2, H6 section, 53% of consumers claimed
they would purchase again, with a sig5 0.631. As a result, this study concludes that bad
extrinsic attributes will not affect negatively on purchase intentions, and this part H6 is
rejected.

Measuring dissatisfaction level customers who stated that extrinsic attributes are
unappropriated shows 75% of customers were dissatisfied with extrinsic attributes, and
Sig5 0.001, hence this section of our hypothesis is accepted. However, according to the first
part, H6 is rejected.

The fourth situation: highly competitive intensity/focus on intrinsic attributes (products in
quadrant 1)
For analyzing this situation, products in quadrant 1 as well as a group of customers who
believed intrinsic attributes had proper quality were evaluated. However, prior research
has shown that when there are many competitors in the market, focusing on intrinsic
attributes does not lead to customer satisfaction (Aaker and Joachimsthaler, 1999), and it is
necessary for a company to focus on extrinsic attributes to gain a competitive advantage. In
this situation, H7 hypothesizes providing high quality of intrinsic attributes leads to a lack
of dissatisfaction. As such, Harrington et al. (2017) state that dissatisfiers are “must-be”
attributes that are linked to some specific attributes that are expected to be present and, if
not, lead to dissatisfaction. More spending, on the other hand, is unlikely to result in higher
satisfaction; in this way, customers will accept our product when these attributes are
presented but will be dissatisfied if they are not. This index was studied, and the data
depicted that 85% of customers believe that the proper intrinsic attributes do not lead to
satisfaction, but rather to a lack of dissatisfaction. Furthermore, H7 section of Table 2
shows that Sig 5 0, therefore H7 is accepted.

Using Spearman’s correlation coefficient, the authors evaluated whether there was a link
between intrinsic product qualities and lack of customer dissatisfaction in the second part of
this hypothesis. The results show that there are no correlations (r5 0.572, p < 0.01) between
intrinsic product attributes, indicating that there is no consumer dissatisfaction. The results
from the correlation coefficient support H7.

Binomial test was employed to investigate H8. As shown in Table 2, 70% of customers
stated that if the quality of intrinsic product attributes was inadequate, they would not
purchase again; also, Sig 5 0, and therefore H8 is accepted.

As a result, Kalleh Company must focus more effectively on providing high-quality
intrinsic attributes for some products if competitive intensity for them is high and the most
important characteristics of these products are intrinsic attributes such as taste or color to
achieve customer satisfaction.

Main hypothesis testing
Using the Chi-squared test, we examined the relationship between intrinsic product attributes
and customer satisfaction for all products in quadrants 1 and 3, as well as the relationship
between extrinsic product attributes and customer satisfaction for all products in quadrants 2
and 4. As it can be seen in Table 3, sig5 0, implying that our hypothesis is accepted. There
was a significant relationship between product attributes and customer satisfaction,
according to the Chi-squared test.

The summary of our testing results
Thus, H1, H3, H4, H5, H7 and H8 receive support from the results and were accepted while H2
and H6 were rejected. The main hypothesis of this research also was accepted.
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Discussion and implications
This paper presents insights into food products and provides evidence that there is a
correlation between product attributes and customer satisfaction. Additionally, competition
has amediating role in this relationship. Managers and policy-makers have a great interest in
identifying product attributes that are important drivers of customer satisfaction or
dissatisfaction (Mikulic and Prebezac, 2011). In this aspect, using our suggested framework to
classify product features and considering competition level at the same time gives managers
useful information that may be utilized to create new successful products or improve their
existing ones. Information on consumers’ attitudes toward product attributes in various
competition intensities, and their relationship with customer satisfaction makes the main
contribution to the literature. Appropriate attributes may be developed by food
manufacturers according to different focus levels on intrinsic or extrinsic product
characteristics as well as the competition level of the product. Offering the high-quality
product attributes (intrinsic or extrinsic) according to different competition levels (low vs.
high) by a food company can help in creating customer satisfaction. Additionally,
manufacturers should understand the effects of various product quality attributes in order
to adequately allocate resources to increase customer satisfaction or minimize dissatisfaction
(Lin et al., 2010). As mentioned above, this study paid attention to the mediating role of
competition in the relationship between product attributes and customer satisfaction which
was neglected in this relationship by prior research and managers should be aware of the
important role of this factor in having satisfied customers.

The summary of the propositions is seen in Figure 3. Therefore, this research suggests the
following:

(1) When the level of competition is minimal and a firm’s emphasis is more on the
intrinsic attribute, providing high-quality of these attributes will lead to customer
satisfaction. For instance, Kalleh is the only manufacturer of fruit yogurt in Iran and
the company places a greater emphasis on intrinsic qualities such as product taste. As
a result, in this situation, Kalleh Company must concentrate on providing the highest
quality intrinsic features that will result in customer pleasure. Previous research also
found similar results about the importance of intrinsic attributes. For instance, as
mentioned earlier, Bre�ci�c et al. (2017) show that customers are very concerned about
intrinsic product attributes like food taste. Honkanen and Frewer (2009) and
Januszewska et al. (2011) point out similar results toward the importance of intrinsic

Satisfaction
Total1 2 3 4 5

Attributes 0 10 54 135 61 10 270
1 2 17 148 659 317 1,143
Total 12 71 283 720 327 1,413

Chi-square tests

Value df
Asymp. sig
(2-tailed)

Pearson chi-square 437.889a 4 0.000
Likelihood ratio 390.534 4 0.000
Linear-by-linear association 368.286 1 0.000
N of valid cases 1,413

Note(s): a1 cell (10%) have expected count less than 5. The minimum expected count is 2.29

Table 3.
Chi-squared test for
testing main
hypothesis: Product
attributes and
customer satisfaction
cross-tabulation
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attributes for customers. Of course, they neglected that in which situation customers
are satisfied by focusing on intrinsic attributes.

(2) When the competitive intensity is low and a firm’s focus is more on intrinsic
attributes, poor intrinsic attributes will have a negative impact on repurchase
intentions and the customers would not be satisfied. For example, if Kalleh fruit
yogurt is producedwith low intrinsic quality like as taste, it is obvious that customers
are unlikely to buy it again and they will not be satisfied. In this situation (firm focus
and competition intensity), we should say that these attributes are similar to utility-
preserving (Kahn and Meyer, 1991) or core attributes (Levitt, 1983; Kotler et al., 2003)
that have a strong association with customer dissatisfaction.

(3) When the competitive intensity is low and a firm’s focus is more on extrinsic
characteristics, providing the appropriate (high quality) extrinsic product attributes
will result in customer satisfaction. Cordon bleu is an example of this situation that
the competitive pressure is low and Kalleh Company focuses on the extrinsic
attributes. As a result, if these attributes, such as packaging, are appropriate, it will
result in customer satisfaction. In this situation in terms of competition level aswell as
firm’s focus, these extrinsic attributes are similar to “satisfiers” (Berman, 2005) or
“utility-enhancing” (Kahn and Meyer, 1991) in the prior research that have a high
potential for creating satisfaction.

(4) When the competitive intensity is low and a firm focuses on extrinsic attributes, the
lack of appropriate external attributes has no effect on purchasing intention.
Customer satisfaction will be generated, however, if the intrinsic product attributes
are appropriate. Maybe we should say that this situation is somewhat similar to
Brechan (2006) point of view about the moderating role of primary attributes in the
relationship between secondary attributes and customer satisfaction. Additionally,

Figure 3.
The matrix of

relationship between
intrinsic and extrinsic

product attributes
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Oliver (1997) in his research point out about facilitating attributes (secondary
attributes) and found that consumers are more tolerant about the lack of these
attributes. However, he neglected inwhich situation customers have this attitude. Our
study opens a new insight about the relationship between intrinsic and extrinsic
product attributes and says customers are tolerant about the lack of extrinsic
attributes low when the competitive intensity is low.

(5) When the competition intensity is high and the company’s emphasis is more on
extrinsic features, offering the proper external attributes would lead to customer
satisfaction if intrinsic attributes were already offered with high quality.

(6) When the competition intensity is high and a firm’s focus on a particular product is
more on extrinsic attributes, the lack of appropriate extrinsic attributes will not
negatively affect purchase intention and lead to dissatisfaction.

(7) When the competitive intensity is high and a firm’s emphasis is more on intrinsic
attributes, providing the appropriate intrinsic features will not result in customer
satisfaction, but it will result in a lack of dissatisfaction. In this situation, our
suggested product attributes are similar to Harringtona et al. (2017)’s dissatisfiers
(must-be) attributes that when these attributes are provided customer will accept the
product or service, however, in the lack of these attributes, he (she) will be dissatisfied.
Low-fat yogurt is the best example for this situation that providing the proper taste
does not result in customer satisfaction but rather in a lack of dissatisfaction. In other
word, these attributes serve to fulfill minimum customer requirements (Lin et al.,
2010).

(8) When the competition intensity is high and a firm’s focus on a specific product ismore
on intrinsic attributes, the lack of good quality of these attributes, will negatively
affect repurchase intention.

Conclusions
Understanding the interplay of intrinsic and extrinsic product attributes is vital for
practitioners and decision makers to be able to create a successful product in the market. The
current study improved understanding of the relationship between food product attributes
and customer satisfaction by using competitive intensity as a moderating factor for each
product. This researchmodel was operationalized based on product attribute descriptions for
two-category product attributes as well as competitive intensity, and it addresses concerns
and weaknesses identified in previous studies. Our analyses show that the relationship
between product attributes and customer satisfaction is regressing, and as a result, it is
critical for every company to consider their competitive situation and offer the best possible
product attributes based on customer preferences. As mentioned earlier, every company
faces low to high competition pressure for its products. On the other hand, depending on its
decision, any company may focus on intrinsic or extrinsic product attributes to create
customer satisfaction and generate re-purchase decisions based on different product
attributes and various competition pressures.

Limitations and future research directions
There are some limitations to this study. Kalleh Company is the market leader in Iran and
therefore data for product attributes were collected only frommarket leader industry experts.
As a result, the extent to which the results are generalizable across all food manufacturers is
somewhat limited, and we suggest that this information will be obtained from a market-
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follower company as well. Future research should look into additional food companies,
different types of food products and customer satisfaction with their product characteristics.
Another limitation of the study is that it did not examine differences in demographic profiles.
The majority of respondents (63%) were female, and the average age group of participants
was 26 years old. Future research could separate age groups as well as gender to see if there
are any differences.

Future research could divide age groups as well as gender to see whether there are any
differences in customer satisfaction depending on age and gender when it comes to product
attributes. Last but not least, the study only explored participants’ perceptions to product
attributes and measured their satisfaction according to their viewpoint, future studies
should explore and evaluate participants in scenarios where they actually make product
choices.

References

Aaker, D. and Joachimsthaler, E. (1999), “The lure of global branding”, Harvard Business Review,
Vol. 77 No. 6, pp. 137-144.

Ahmad, A., Dey, L. and Halawani, S.M. (2012), “A rule-based method for identifying the factor
structure in customer satisfaction”, Information Sciences, Vol. 198, pp. 118-129.

Andaleeb, S. and Conway, C. (2006), “Customer satisfaction in the restaurant industry: an examination
of the transaction-specific model”, Journal of Services Marketing, Vol. 20 No. 1, pp. 3-11.

Back, K.J. and Lee, J.S. (2009), “Country club members’ perceptions of value, image congruence, and
switching costs: an exploratory study of country club members’ loyalty”, Journal of Hospitality
and Tourism Research, Vol. 33 No. 4, pp. 528-546.

Beldman, A., van Berkum, S., Kortstee, H. and Zijlstra, J. (2017), Dairy Farming and Dairy Industry in
Iran, Wageningen Economic Research Report; No. 2017-010, Wageningen Economic Research.

Bennur, S. and Jin, B. (2009), “From apparel product attributes to brand loyalty: a proposed
framework using Kano’s theory”, paper presented at the annual conference of International
Textile and Apparel Association, Bellevue, Washington.

Berman, B. (2005), “How to delight your customers”, California Management Review, Vol. 48 No. 1,
pp. 129-151.

Bre�ci�c, R., Mesi�c, �Z. and Cerjak, M. (2017), “Importance of intrinsic and extrinsic quality food
characteristics by different consumer segments”, British Food Journal, Vol. 119 No. 4,
pp. 845-862.

Brechan, I. (2006), “The different effect of primary and secondary product attributes on customer
satisfaction”, Journal of Economic Psychology, Elsevier, Vol. 27 No. 3, pp. 441-458.

Butcher, K., Sparks, B. and O’Callaghan, F. (2003), “Beyond core service”, Psychology and Marketing,
Vol. 20 No. 3, pp. 187-208.

Chandra, A., Paul, J. and Chavan, M. (2020), “Internationalization barriers of SMEs from developing
countries: a review and research agenda”, International Journal of Entrepreneurial Behavior and
Research, Vol. 26 No. 6, pp. 1281-1310.

Chang, E. and Tseng, Y. (2013), “Research note: e-store image, perceived value and perceived risk”,
Journal of Business Research, Vol. 66 No. 7, pp. 864-870.

Chung, J.-E., Yu, J.P. and Pysarchik, D.T. (2006), “Cue utilization to assess food product quality: a
comparison of consumers and retailers in India”, International Review of Retail, Distribution and
Consumer Research, Vol. 16 No. 2, pp. 199-214.

Davras, €O. and Caber, M. (2019), “Analysis of hotel services by their symmetric and asymmetric
effects on overall customer satisfaction: a comparison of market segments”, International
Journal of Hospitality Management, Vol. 81, pp. 83-93.

Intrinsic and
extrinsic
product

attributes

595



Espejel, J., Fandos, C. and Flavian, C. (2007), “The role of intrinsic and extrinsic quality attributes on
consumer behavior for traditional food products”, Managing Service Quality, Vol. 17 No. 6,
pp. 681-701.

Euromonitor International (2016), Kalleh Dairy Co in Packaged Food (Iran), MarketResearch.com,
available at: https://www.marketresearch.com/Euromonitor-International-v746/Kalleh-Dairy-
Packaged-Food-Iran-10442746/.

Fandos, C. and Flavi�an, C. (2006), “Intrinsic and extrinsic quality attributes, loyalty and buying
intention: an analysis for a PDO product”, British Food Journal, Vol. 108, pp. 646-662.

Fang, Y.-H., Chiu, C.-M. and Wang, E.T.G. (2011), “Understanding customers’ satisfaction and
repurchase intentions”, Internet Research, Vol. 21 No. 4, pp. 479-503.

Gregory, A.M., Parsa, H.G., Nusair, K., Kwun, D.J. and Putrevu, S. (2015), “Examining the effects of
vacation ownership product attributes on customer satisfaction: an investigation of product
purchase and use”, International Journal of Contemporary Hospitality Management, Vol. 27
No. 1, pp. 52-70, doi: 10.1108/IJCHM-07-2013-0284.

Guardian (2016), “Heinz or Delpazir: the state of Iran’s homegrown industries”, 2 February 2016,
available at: https://www.theguardian.com/world/iran-blog/2016/feb/02/western-brands-
competition-market-iran-poll-tehranbureau (accessed 30 August 2021).

Harrington, R.J., von Freyberg, B., Ottenbacher, M.C. and Schmidt, L. (2017), “The different effects of
dis-satisfier, satisfier and delighter attributes: implications for Oktoberfest and beer festivals”,
Tourism Management Perspectives, Vol. 24, pp. 166-176.

Honkanen, P. and Frewer, L. (2009), “Russian consumers’ motives for food choice”, Appetite, Vol. 52
No. 2, pp. 363-371.

Jang, S., Liu, T., Kang, J.H. and Yang, H. (2018), “Understanding important hotel attributes from the
consumer perspective over time”, Australasian Marketing Journal, Vol. 26 No. 1, pp. 23-30, doi:
10.1016/j.ausmj.2018.02.001.

Januszewska, R., Pieniak, Z. and Verbeke, W. (2011), “Food choice questionnaire revisited in four
countries. Does it still measure the same?”, Appetite, Vol. 57 No. 1, pp. 94-98.

Kahn, B.E. and Meyer, R.J. (1991), “Consumer multi-attribute judgments under attribute weight
uncertainty”, Journal of Consumer Research, Vol. 17, pp. 508-522.

Kano, N., Seraku, N., Takahashi, F. and Tsuji, S. (1984), “Attractive quality and must-be quality”,
Journal of Japanese Society for Quality Control, Vol. 14, pp. 39-48.

Koster, E.P. (2009), “Diversity in the determinants of food choice: a psychological perspective”, Food
Quality and Preference, Vol. 20, pp. 70-82.

Kotler, P. (2000),Marketing Management: The Millennium Edition, Person Prentice Hall, Upper Saddle
River, New Jersey.

Kotler, P. and Armstrong, G. (2004), Principles of Marketing, 10th ed., Pearson Education, Upper
Saddle River, New Jersey.

Kotler, A., Brown, A.S. and Armstrong, G. (2003), Principles of Marketing, 2nd ed., Prentice-Hall,
Melbourne.

Kumar, A., Paul, J. and Unnithan, A.B. (2020), “Masstige’ marketing: a review, synthesis and research
agenda”, Journal of Business Research, Vol. 113, pp. 384-398.

Lancaster, K.J. (1966), “A new approach to consumer theory”, Journal of Political Economy, Vol. 74
No. 2, pp. 132-157, available at: http://www.jstor.org/stable/1828835.

LaTour, S.A. and Peat, N.C. (1979), “Conceptual and methodological issues in consumer satisfaction
research”, North American Advances in Consumer Research, Vol. 6, pp. 431-437.

Lee, M. and Lou, Y.C. (2011), “Consumer reliance on intrinsic and extrinsic cues in product
evaluations: a conjoint approach”, Journal of Applied Business Research, Vol. 12 No. 1,
pp. 21-29.

BFJ
124,13

596

https://www.marketresearch.com/Euromonitor-International-v746/Kalleh-Dairy-Packaged-Food-Iran-10442746/
https://www.marketresearch.com/Euromonitor-International-v746/Kalleh-Dairy-Packaged-Food-Iran-10442746/
https://doi.org/10.1108/IJCHM-07-2013-0284
https://www.theguardian.com/world/iran-blog/2016/feb/02/western-brands-competition-market-iran-poll-tehranbureau
https://www.theguardian.com/world/iran-blog/2016/feb/02/western-brands-competition-market-iran-poll-tehranbureau
https://doi.org/10.1016/j.ausmj.2018.02.001
http://www.jstor.org/stable/1828835


Levitt, T. (1980), “Marketing success through differentiation – of anything”, Harvard Business Review,
Vol. 58 No. 1, pp. 83-91.

Levitt, T. (1983), “After the sale is over”, Harvard Business Review, Vol. 61 No. 5, pp. 87-93.

Lin, S.-P., Yang, C.-L., Chan, Y.-H. and Sheu, C. (2010), “Refining Kano’s ‘quality attributes–
satisfaction’ model: a moderated regression approach”, International Journal of Production
Economics, Vol. 126, pp. 255-263, doi: 10.1016/j.ijpe.2010.03.015.

Mathe-Soulek, K., Slevitch, L. and Dallinger, I. (2015), “Applying mixed methods to identify what
drives quick service restaurant’s customer satisfaction at the unit-level”, International Journal
of Hospitality Management, Vol. 50, pp. 46-54.

Matzler, K., Bailom, F., Hinterhuber, H.H., Renzl, B. and ichler, J. (2004), “The asymmetric relationship
between attribute-level performance and overall customer satisfaction: a reconsideration of the
importance–performance analysis”, Industrial Marketing Management, Vol. 33 No. 4,
pp. 271-277.

Matzler, K. and Sauerwein, E. (2002), “The factor structure of customer satisfaction: an empirical test
of the importance grid and the penalty-reward-contrast analysis”, International Journal of
Service Industry Management, Vol. 13 No. 4, pp. 314-332.

Mazzeo, M. (2003), “Competition and service quality in the U.S. airline industry”, Review of Industrial
Organization, Vol. 22, pp. 275-296.

Mikulic, J. and Prebezac, D. (2011), “A critical review of techniques for classifying quality attributes in
the Kano model”, Managing Service Quality, Vol. 21, pp. 46-66, doi: 10.1108/09604521111100243.

Mittal, V., Ross, W.T. Jr and Baldasare, P.M. (1988), “The asymmetric impact of negative and positive
attribute-level performance on overall satisfaction and repurchase intentions”, Journal of
Marketing, Vol. 62 No. 1, pp. 33-47.

Oliver, M.A., Nute, G.R., Fonti Furnols, M., San Juli�an, R., Campo, M.M. and Sa~nudo, C. (2006), “Eating
quality of beef, from different production systems, assessed by German, Spanish and British
consumers”, Meat Science, Vol. 74 No. 3, pp. 435-442.

Oliver, R.L. (1997), Satisfaction. A Behavioral Perspective on the Consumer, Irwin/ McGraw-Hill,
Boston.

Olson, J. and Jacoby, J. (1972), “Cue utilization in the quality perception process”, in Venkatesan, M.
(Ed.), Proceedings of the Third Annual Conference of the Association for Consumer Research,
Association for Consumer Research, Iowa, pp. 167-179.

Ostrom, A. and Iacobucci, D. (1995), “Consumer trade-offs and the evaluation of services”, Journal of
Marketing, Vol. 59, pp. 17-28.

Prescott, J., Young, O., O’neill, L., Yau, N.J.N. and Stevens, R. (2002), “Motives for food choice: a
comparison of consumers from Japan, Taiwan, Malaysia and New Zealand”, Food Quality and
Preference, Vol. 13 No. 7, pp. 489-495.

Raisanen, H.K. (2010), “The impact of extrinsic and intrinsic package design attributes on preference
for non-prescription drugs”, Management Research Review, Vol. 33 No. 2, pp. 161-173.

Ravasi, D. and Stigliani, I. (2012), “Product design: a review and research agenda for management
studies”, International Journal ofManagement Reviews, Vol. 14 No. 4, pp. 464-488.

Richardson, P.S., Dick, A.S. and Jain, A.K. (1994), “Extrinsic and intrinsic cue effects on perceptions of
store brand quality”, Journal of Marketing, Vol. 58 No. 4, pp. 28-36.

Rondoni, A., Millan, E. and Asioli, D. (2021), “Consumers’ preferences for intrinsic and extrinsic
product attributes of plant-based eggs: an exploratory study in the United Kingdom and Italy”,
British Food Journal, Vol. 123 No. 11, pp. 3704-3725.

Rust, R.T., Zahorik, A.J. and Keiningham, T.L. (1996), Service Marketing, HarperCollins, New York.

Sarmad, Z., Bazargan, A. and Hejazi, E. (1998), Research Methods for the Behavioral Sciences, Agaah
Publication.

Intrinsic and
extrinsic
product

attributes

597

https://doi.org/10.1016/j.ijpe.2010.03.015
https://doi.org/10.1108/09604521111100243


Shepherd, R. (1999), “Social determinants of food choice”, Proceedings of the Nutrition Society, Vol. 58
No. 4, pp. 807-812.

Stringam, B. (2010), “Timeshare and vacation ownership executives’ analysis of the industry and the
future”, Journal of Retail and Leisure Property, Vol. 9 No. 1, pp. 37-54.

Such�anek, P. and Kr�alov�a, M. (2019), “Customer satisfaction, loyalty, knowledge and competitiveness
in the food industry”, Economic Research-Ekonomska Istra�zivanja, Vol. 32 No. 1, pp. 1237-1255.

Topcu, Y. and Da�gdemir, V. (2017), “Turkish consumer purchasing decisions regarding PGI-labelled
erzurum civil cheese”, Alınteri Zirai Bilimler Dergisi, Vol. 32, pp. 69-80.

Torres-Moreno, M., Tarrega, A., Costell, E. and Blanch, C. (2012), “Dark chocolate acceptability:
influence of cocoa origin and processing conditions”, Journal of the Science of Food and
Agriculture, Vol. 92 No. 2, pp. 404-411.

Tranfield, D., Denyer, D. and Smart, P. (2003), “Towards a methodology for developing evidence-
informed management knowledge by means of systematic review”, British Journal of
Management, Vol. 14 No. 3, pp. 207-222.

Van Kleef, E., van Trijp, H.C.M. and Luning, P. (2005), “Consumer research in the early stages of new
product development: a critical review of methods and techniques”, Food Quality and
Preference, Vol. 16, pp. 181-201.

Wang, E. and Yu, J. (2016), “Effect of product attribute beliefs of ready-to-drink coffee beverages on
consumer-perceived value and repurchase intention”, British Food Journal, Vol. 118 No. 12,
pp. 2963-2980.

Wang, Y., Lu, X. and Tan, Y. (2018), “Impact of product attributes on customer satisfaction: an
analysis of online reviews for washing machines”, Electronic Commerce Research and
Applications, Vol. 29, pp. 1-11, ISSN 1567-4223.

Witell, L. and Lofgren, M. (2007), “Classification of quality attributes”, Managing Service, Quality,
Vol. 17 No. 1, pp. 54-73.

Yas, H., Jusoh, A., Abbas, A., Mardani, A. and Nor, K. (2020), “A review and bibliometric analysis of
service quality and customer satisfaction by using Scopus database”, International Journal of
Management and Business, Vol. 11 No. 8, pp. 459-470, doi: 10.34218/IJM.11.8.2020.044.

Zhang, Z., Jiang, M. and Li, X. (2013), “Refining the relationship between attribute performance and
customer satisfaction in the Chinese hospitality industry”, Total Quality Management and
Business Excellence, Vol. 24 Nos 11-12, pp. 1364-1375.

Corresponding author
Mehrgan Malekpour can be contacted at: mehrgan.malekpour@phd.unipi.it

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

BFJ
124,13

598

https://doi.org/10.34218/IJM.11.8.2020.044
mailto:mehrgan.malekpour@phd.unipi.it

	Investigating the relationship between intrinsic and extrinsic product attributes with customer satisfaction: implications  ...
	Introduction
	Literature review
	Product attributes
	Customer satisfaction
	Gaps in theories of attribute-satisfaction relationships
	Competition
	Repurchase intention

	Conceptual framework and hypothesis development
	Research hypotheses
	Main hypothesis
	Sub-hypotheses

	Research methodology
	The first part of exploratory research: an interview with industry experts and selecting Kalleh products
	Study design: recruitment of industry experts as well as selecting products
	The second part of exploratory research: screening survey (customer's questionnaire development)
	Validity and reliability test

	Data analysis and findings
	The first situation: low competitive intensity/focus on intrinsic attributes (products in quadrant 3)
	The second situation: low competitive intensity/focus on extrinsic attributes (products in quadrant 4)
	The third situation: highly competitive intensity/focus on extrinsic attributes (products in quadrant 2)
	The fourth situation: highly competitive intensity/focus on intrinsic attributes (products in quadrant 1)
	Main hypothesis testing
	The summary of our testing results

	Discussion and implications
	Conclusions
	Limitations and future research directions
	References


