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ABSTRACT
When extending opening hours gradually becomes one of the most employed business strategies among retail stores, the change in consumer’s attitude and perception therefore emerges as an issue worth probing. The purpose of this study was to investigate the opening hour extension policy among small and community discount stores, and to construct a rating scale, through in-depth consumer interview and empirical survey. The resulting scale can be used to measure the effect of retail strategy on consumer’s perceived store image. The reliability and validity of the research instrument were also examined. The findings indicate that extending opening hours could positively influence the dimensions of the store image, including convenience, store reputation and shopping environment. Managerial implications and research recommendations are discussed.

INTRODUCTION
Retail outlets closed during weekend and evening hours in cities such as Paris, Rome and Berlin. Recently, the Greek parliament had approved the extension of shopping hours by an hour to 9pm on weekdays and by two hours to 8pm on Saturdays. Despite the representatives of small enterprises argue that the new timetable will lead to the closure of many small and medium-sized companies, which do not have the ability to compete with the big department stores and commercial centers (European Industrial Relations Review, 2005). The retailing trends do prevails. Globally retailing trends indicate that store hours have prolonged in recent years, such as in US, Eastern Asian countries, and that weekend shopping in particular is becoming a significant alternative to consumers as customer orientations become stronger and regulatory influences have diminished (Grünhagen, Grove and Gentry, 2003; Grünhagen and Mittelstaedt, 2001; Kajalo, 1997; Lavik, 1988; Litz and Stewart, 2000). 
In Taiwan, there is an increasing tendency that more and more retail stores take the business strategy of extending their opening hours. President Chain Store, Taiwanese local 7-ELEVEN Stores, prolonged its opening hours of shops from 16 hours (7 AM to 11 PM) to 24 hours a day since 1983. From 1999 one of Eslite Books’ branches, Dun-Nan branch, has started to open 24 hours a day. Tsann Kuen, one of best-known local 3C marts, made its first attempt on 24 opening hours when its new branch opened in 2003. Carrefour Taiwan also launched its prolonged opening hours till 1 AM for Fridays and Saturdays in some stores, and some outlets of the regional retail stores in southern Taiwan, such as Xiao Bei and Yi Da, run business 24 hours a day. This innovative business strategy successfully raises consumer’s awareness of the increased shopping hours available in these retail stores and satisfies the shoppers’ urgent need of consumption at midnight.

In the past, shopping served as part of the interpersonal and leisure activity within the social system; while today, shopping is often to be done at the cost of other essential arrangements in people’s daily life. Thus, to prolong opening hours has been considered as one of the retailing strategies (Levy and Weitz, 1998). In Taiwan, more and more retailers are extending their opening hours, which may result from company policies or customer needs. However, is consumer’s motive of shopping affected by the stores’ extension of opening hours? And how influential is the retail store’s strategy of opening hour on consumer’s perception and attitude that in turn will affect their shopping behavior?

Due to consumerism and lifestyle change, convenience and accessibility are taking heavier roles in consumer’s shopping experience. Being able to satisfy the extra needs of customers outside normal opening hours will create a positive impression in their minds. Therefore, the extension of opening hours, even to 24 hours, is the retailing strategy developed to accommodate customer’s need. 

Grünhagen, Grove and Gentry (2003) indicated that the prior store hour studies have been conducted two aspects: either conceptually asking the “what if” question (Gradus, 1996; Grünhagen and Mittelstaedt, 2001; Kay and Morris, 1987; Tanguay, Vallée and Lanoie, 1995) or historically looking back to seek for antecedents and outcomes (Kajalo, 1997; Lavik, 1988). Our focus in this study is more on consumer response to prolonged shopping hours as well as consumers’ shopping motivations. We conduct a process of survey by developing instrument by ourselves to investigate the effect of opening hour extension policy on customer’s perceptions. 

To investigate the consumer’s perception of the extended opening hours, it is determined that consumer’s evaluation is to be adopted by present study to decide factors that bring about the influence of retail strategy on consumer’s purchase intention. In order to meet modern consumer’s requirement of available shopping hours, the adjustment of retail strategy includes the extension of opening hours (Levy and Weitz, 1998). While convenience, reliability, quality and shopping environment (Geuens et al., 2003) which contribute to the satisfactory shopping experience required by the consumer, are also factors of store atmosphere and customer service policies (Kerin et al., 1992).

Hence, the following assumptions can be formed: 

(1) Extending opening hours can affect customer’s purchase motive;

(2) Extending opening hours is retailers’ strategy to meet the needs of customers for convenience and satisfactory shopping experience.

Based on the above assumptions, the research questions of the present study were developed:

(1) What is consumer’s perception of the extension of opening hours on store image?

(2) Can the extension of shop opening hours satisfy the quality requirement of the consumer?

(3) Does the extension of store opening hours affect consumer’s purchase intention?

In order to attain the goal of this study, firstly conceptualizing the nature of this retailing strategy’s influence, such as store image that resulted from the extension of store opening hours will be directed in this study. Next, the development of theoretical framework can be processed and adjusted to form an empirical model for the present study. Then, three in-depth interviews are held to validate the framework and develop the scale. Finally, consumer questionnaires are taken to respondents to acquire the empirical data.

CONCEPTUALIZATION
Extending Shop Opening Hours
Consumer’s expectation and demand for stores to extend their opening hours has been increasing (Lavik, 1988; Litz and Stewart, 2000). Which means extending opening hours to satisfy customers could affect consumer’s choice of stores. Grünhagen, Grove and Gentry (2003) stated that several recent studies had examined shopping as a source of entertainment (Jones, 1999; Kim, 2001), and hedonic consumption (Hopkinson and Pujari, 1999) as critical to retail success globally. Dawson et al. (1990) suggested that consumer’s preference and choice of stores were influenced by purchase motive and moods. Roy (1994) found the frequency of mall shopping is negatively correlates with functional-economic shopping orientations but positively correlates with recreational shopping orientations. Consumers’ purchasing intentions seem to be influenced by something formless, such as for entertainment, by word of mouth or just for fun. 
Roy (1994) also found that full-time workers were more likely to shop during early evenings and Saturdays for the sake of job responsibilities. Barnes (1984) revealed that recreational Sunday shoppers were likely to be female, middle-aged and married, while anti-Sunday shoppers were generally male and older. Saturday shopping involved a strong task orientation, while Sunday shopping was more recreational in nature (Grünhagen, Grove and Gentry, 2003).
On the other side, from the business strategy perspective, Gradus (1996) investigated the economic effects of shop opening hours. He considered it as the result of deregulation of shop opening-hour legislation. Using an empirical model for optimal retail behavior, it is shown that the economic potential can be high and employment goes up. It is, however, demonstrated that large-scale stores gain more from this deregulation. Grünhagen, Grove and Gentry (2003) investigated consumer perceptions of Saturday shopping in German where such an activity was previously restricted through a longitudinal examination on college students who were raised with limited Saturday shopping hours. Results indicating the strong need for differentiating retail strategies in Germany. Longer store hours and greater overall shopping opportunities available to consumers led to behavioral modification from mere transactional shopping to hedonic shopping. Based on these, extending opening hours seems to become strategic retail policy to meet consumers’ needs and lead to retail success.
Conceptualization of Store Image
Zeithaml (1988) proposed a conceptual model which integrated perceived price, quality and value. It is suggested that perceived quality is affected by price, and perceived quality will influence perceived value, which ultimately will influence on consumer’s purchase behavior. Kerin et al. (1992) adopted Zeithaml (1988) and Monroe’s (1990) price-quality-value model and from which developed a ‘value perception model’. It pointed out that the perception of shopping experience can directly affect perceived store value and indirectly affect product quality perception. And through perceived product quality, store value can also be affected. ‘The perception of shopping experience’ concept mentioned here refers only to store attributes, which excludes price and quality and thus is different from ‘store image’.

Thang and Tan (2003) developed a consumer purchase behavior S-O-R model by adopting S-O-R framework (stimulus-organism-response). It is advocated that store image [Stimulus], which includes commercialization, store atmosphere, store service, approachability, reputation, promotion, facility, and previous transactions, will affect consumer perception [Organism], which in turn will affect store preference [Response].

In terms of store image, Lindquist (1974) defined store image as a complex combination of tangible and intangible, or functional and psychological attributes that consumer perceive. Monroe and Guiltinan (1975) developed a complex and multifactor model of store choice, in which consumer perception of store attributes influenced consumer’s attitude toward the store, and which in turn had an impact on consumer’s store choice. The importance and perception of store attributes were influenced by household and buyer characteristics. 
The present study adopts Lindquist’s (1974) definition of store image and uses ‘store image’ as one of the constructs of the research, for ‘store image’ possesses the abstract attribute and as such cannot be concretely measured. The variables of store image are presented in Table 1.

Table 1: Measurable Variables for Store Image Construct
	Variables
	Meaning /Definition

	Accessibility

Reputation

Shopping environment

Past shopping experience
	The perceived degree of convenience to shop, including the availability of doing shopping at anytime

Includes retailer history, reliability, and word of mouth, which represent value of money

Includes store atmosphere and store service
Includes service delivery, guarantee, and refund policy


The construct in the theory model as the dependent variable is ‘purchase intention’, which refers to the consumer’s tendency towards purchase behavior. This construct is simplified in the present study as ‘I have shopped in the retail store within the extended opening hours’.

The consumer characteristics as the control variables of this study refer to the distinct traits of the consumer, such as age, sex, occupation and income. 

Theoretical Framework
When increasing number of retail stores begin to extend their opening hours, questions relevant to this phenomenon are likely to raise-- will consumer’s purchase motive and intention be influenced by the extension of retail store’s opening hours?

From the review of relevant literature, a theoretical framework can be constructed to identify the relationship between store image, consumer perception, and purchase intention. Consumer’s perception of the opening hour extension is part of the store choice issue; therefore a research motif of ‘the factors consumer takes into account in store choice’ can be conceptualized. Perceived store image can be affected by the extension of opening hours, which would subsequently affect consumer’s purchase intention.

Based on the discussion of the above conceptualization of relevant issues, the present study attempts to develop an integrated theory model as showed in Figure 1. The relationships among different constructs and the underlying theories are discussed in the following section.

Figure 1: Theoretical framework
The relations among relevant constructs such as store image, consumer’s perception of retailer store and the influence of consumer characteristics on purchase intention, are found more complex in other researches in the literature due to specific research purposes and more elements involved.

Consumer’s perception of price, quality and value is considered as the core factors to purchase behavior. When quality and value factor are evident, price falls out of key factors (Zeithaml, 1988) and thus viewed as the exogenous control variable. The present study takes ‘the extension of opening hours’ as the independent variable and aimed to investigate the influence of which on store image and furthermore, on purchase intention (dependent variable), so as to answer the research questions designed for this study.

RESEARCH METHODS
Research Design

The present study used self-developed scale to carry out the empirical study. The theoretical framework for the study was constructed through literature review, in which the effect of ‘store image’ on ‘purchase intention’ was used as the key factor to develop the research scale. Then two in-depth interviews were carried out to verify the assumptions made from review of relevant literature, and to process survey design.

Three consumers were invited to participate in two in-depth interviews. One was a 30-year-old married woman (Miss L) with a considerable purchase history, also a mother of 3 children and with a full-time job, was selected for in-depth interview. Another one was an office lady aged 25 (Miss T) and the third was a 21-yeay-old undergraduate student (Mr. W). The interview survey focused on the consumers’ shopping experiences in this kind of retail stores before. Through researcher’s on-site observation, it was noted that the majority of customers of these discount stores do family shopping, while teenagers tend to do personal shopping at convenient stores. Thus, the focus of the subjects for this survey was set to consumers over the age of 20.

The survey instrument of this study was developed from the construct of ‘store image’ and contained three variables, namely ‘availability, store reputation, and shopping environment’. Based on which 15 items were developed, including 2 validity items. Each item was described with concise sentence, which aimed to be as intelligible as possible to the subjects. In addition, 6 demographic items were also added to form a 21-item survey instrument. The instrument was pretested with 20 subjects to collect their comments on the item description, which were later adopted to develop our final survey instrument (see Appendix), by revising the language and proper order of survey items, and adjusting the sub-items in the personal information section. 

After one week’s planning and preparation of data collection, another one week was spent on 2 in-depth interviews, the development of instrument and trial survey conduct, followed by formal survey conduct and collection. A convenient sampling method was utilized in this study. In order to achieve validity, it was designed by present researcher to collect data from consumers with diverse backgrounds. The samples of this research were then targeted on university part-time elder students who with full-time job and staff from 4 companies of different categories, including manufacturing, service industry, financial industry, and public sector.

In this study 180 surveys were disseminated and 162 collected. The number of valid sample is 146. The result was analyzed by using statistic software SPSS to verify the framework. The validity and reliability of the instrument were also examined. 

In-depth Interview

In this study three interviewees were selected for in-depth interview. Their experience of after-hour shopping (non usual opening hours, often after 10 pm) at discount stores could provide our study with the insight into relevant issues.

The first in-depth interview with three interviewees simultaneously lasted approximately one hour. In the beginning, information about the research and survey was introduced to three interviewees. The interview covered the following topics:

(1) Family structure, lifestyle, and shopping habit.

(2) Understanding of retail stores’ promotions and relevant strategies.

(3) How often did he(she) shop at discount stores? Under what circumstances? Has he(she) ever shopped during extended opening hours (e.g. After 10 pm)?

From the first in-depth interview, the researcher could affirm the appropriateness of the interviewee for our study. The interviewee also gained some idea of this study and its purpose. Thus, the second in-depth interview with the same interviewees was carried out one week later, for nearly one hour of time.

It was noted that two separate in-depth interviews with the same subject could achieve better results. The first interview was taken place when both were non-acquaintance to each other, however from which the researcher discovered some unexpected ideas that would be useful to the study. The second interview was carried out on the basis of mutual understanding of this study; hence the researcher could lead the interview into a further focused stage and work out the information needed in examining the theoretical framework (as in Figure 1).
In order for our study to have a clear defined research target, the focus on ‘low price discount stores’ near community, was identified through first in-depth interview for our research and survey development.

The focus of the second in-depth interview was on the following topics:

· The motives and circumstances for Miss L to shop at low price discount stores:

Retail stores of this kind are often conveniently located in the community and thus become an ideal choice for urgent needs. For Miss L, she would shop at these stores at night when her children need something for school in the next morning, or when something is urgently needed in her house.
· Why do you shop at low price discount stores?

The reason why the interviewee shopped at these retail stores included several aspects relating to ‘accessibility’-- general commodities are available in these retail stores at anytime when needed; low price goods create less burden on payment; these retail stores are usually conveniently located with good network of transport, or on the crowded street.

· Will extending opening hours affect, or enhance, the image of the low price discount stores?

To extend opening hours will only enhance the level of convenience, not the image or reputation of the stores, as the quality of the goods in discount stores is often worse than those in the department stores or supermarkets, and the service quality is no better either. 

From the data collected through in-depth interviews, some provisional conclusions among the variables were reached:

(1) Low price discount store’s extension of opening hours did generate the feeling of convenience among consumers.

(2) Extending opening hours of the low price discount stores did not make major impact on store reputation.

(3) Low price discount store’s extension of opening hours enhanced the degree of convenience to consumers, but not necessary the shopping environment.

Scale Development

In this study the main construct is ‘store image’, which contains three dimensions – accessibility, store reputation, and shopping environment. The meaning of each dimension was presented in Table 1. The items, developed from literature review and in-depth interview finding, were measured with Likert 5-point scale.
(1) Accessibility (level of convenience)

For the consumer, one of the basic requirements for a retail store is whether it is accessible. The level of convenience can involve many phases, such as time, space, location, payment method, and psychological aspect. Items for accessibility are as follows:

· I feel it is very convenient to shop at these retail stores at anytime.

· These stores are often conveniently located with good network of transport.

· The products in these retail stores are often with lower price, so I feel fewer burdens on making the payment.

· I feel at ease when shopping at these retail stores.
(2) Store reputation 

Store reputation can affect customer’s motive of shopping in the particular store. Only those retail stores that provide quality products and guarantee to customers, as well as having word of mouth reputation, will increase the number of customers. The items related to store reputation are designed as the following: 
· I feel that extending opening hours could help enhance the reputation of retail stores.

· The quality of commodities in these stores is reliable.

(Validity item: The goods in this kind of retail store are often not well displayed, and the quality is less reliable.)

· I can often hear the positive word of mouth of these retail stores.

· These retail stores provide after-sale service such as refund or exchange if customers find products unsatisfactory.

(3) Shopping environment

A good shopping environment creates pleasant impression and experience on customers, which will appear in their mind the next time when they need to shop. Items for this dimension were designed as: 
· I feel comfortable with the atmosphere in these retail stores.

· I only come to these stores for my urgent needs; I do not stroll around in the store.

· I feel the service in these stores is friendly and pleasant.

(Validity item: I do not feel pleasant or friendly from the staff in these stores.)

· The products in these retail stores are well displayed, and there is spacious space between display areas.

(4) Other items 

· Validity items

Two validity items were formed for the construct of ‘store reputation’ and ‘shopping experience’:

‘The goods in these retail stores are often not well displayed, and the quality is less reliable’, and 

‘I do not feel pleasant or friendly from the staff in these stores.

· Shopping experience
The first question in the scale was ‘I have shopped at the discount stores within the extended opening hours (e.g. after 10 pm)’. It was measured with 2-point scale (yes, no).

DATA ANALYSIS
In this study 146 valid samples were collected. The outline of respondent profiles is presented in Table 2. In which male and female respondents share the same percentage. Almost half of the respondents are in the financial and service industries. In terms of education, the majority is with college degrees, with the percentage reaching 60%. As for the respondents’ age, the majority (47%) falls in the 21~30 group. The average monthly income category reveals that the highest percentage of respondents, 28%, earn NT$30,001~40,000 (around US$950~1250) per month. Nearly 50% of total respondents are under the age of 30, it may explain why the number of unmarried participants is larger than married ones. Unmarried people are often considered free from family duties, therefore are more likely to do shopping within extended store hours. This also responds to the result of the first question in the survey ‘I have shopped at the discount stores within the extended opening hours (e.g. after 10 pm)’—more ‘Yes’ (87) than ‘No’ (59). The present study adopted Likert 5-point rating scale to measure each item— 1 ‘strongly disagree’, 2 disagree’, 3 ‘neutral’, 4 ‘agree’, and 5 ‘strongly agree’. 
Table 2: Outline of respondent profiles

	Characteristic
	Category
	Number of respondent

	Gender
	Male
	73

	
	Female
	73

	Occupation
	Public sector
	22

	
	Manufacture
	20

	
	Service industry
	32

	
	Financial industry
	37

	
	Student
	14

	
	Housewife
	3

	
	Others
	22

	Education
	Junior high school or under
	1

	
	Senior high school (vocational school)
	10

	
	University (College)
	85

	
	Master’s or above
	50

	Age
	20 or under
	3

	
	21~30
	69

	
	31~40
	43

	
	41~50 
	16

	
	51 or over
	15

	Monthly income
	NT$ 20000 or under 
	27

	
	NT$ 20001~30000
	27

	
	NT$ 30001~40000
	41

	
	NT$ 40001~50000
	16

	
	NT$ 50001~60000
	15

	
	NT$ 60001 or above
	20

	Marriage status
	Unmarried
	78

	
	Married
	68


Statistics of each item’s mean score and standard deviation is displayed in Table 3. As examining the statistics of each item’s mean score and standard deviation shown in Table 3, the highest mean score was on the item ‘I feel it is very convenient to shop at these retail stores at anytime’, which revealed that ‘accessibility’ (level of convenience) was the greatest impact of ‘extending store hours’ on the consumer.

Greater KMO value indicates higher correlation. The KMO value in our study was 0.685, which suggested a factor analysis could be proceeded (Kaiser, 1974). Moreover, from the Scree Plot we can see three eigenvalue were higher than 1. That is, three factors were extracted from the data analysis. 
Reliability
The present study used the Cronbach’s α coefficient to assess the reliability. From the reliability analysis shown in Table 4, the construct α value was 0.7159. Although it was initially assumed that accessibility (level of convenience) would be a more dominating factor, it turned out that the item-total correlation (correlation of individual test items with total test score) for all items under this category were below 0.5. This is a phenomenon that is worth future study to investigate. 
Table 3: Descriptive statistics of items
	Question item (excluding validity items)
	Mean
	Std. Deviation

	I feel it is very convenient to shop at these retail stores at anytime.
	4.0685
	.89948

	I feel that extending opening hours can help enhance the reputation of retail stores.
	3.5959
	.94379

	I feel comfortable with the shop atmosphere in these retail stores.
	3.2534
	.90829

	These stores are often conveniently located with good network of transport.
	3.8288
	.85790

	The quality of commodities in these stores is reliable.
	3.0959
	.86566

	I only come to these stores for my urgent needs; I do not stroll around in the store.
	3.2329
	.94716

	The products in these retail stores are often with lower price, so I feel fewer burdens on making the payment.
	3.6027
	.88263

	I can often hear the positive word of mouth of these retail stores.
	2.9452
	.92312

	I feel the service in these stores is friendly and pleasant.
	3.0890
	.73270

	I feel at ease when shopping at these retail stores.
	3.8356
	.73370

	These retail stores provide after-sale service such as refund or exchange if customers find products unsatisfactory.
	3.3356
	.97752

	The products in these retail stores are well displayed, and there is spacious space between display areas.
	3.4452
	.99676


To increase the reliability coefficient α in the future, the items that have the lowest item-total correlation may be dropped from the study. Alternatively, additional data may be collected from in-depth interviews and focus groups interviews so as to reconstruct a more accurate empirical structure.
Validity
Validity is the major focus of the present study that is yet to be improved and continuously evaluated. In this study construct validity is the principle quantitative measure. Zaichkowsky (1985) proposed that construct validity is to evaluate the theoretical value of the measurement through collected data. In other words, it is the extent to which the measurement method reflects the underlying theoretical constructs. There are 3 steps involved in the measure of construct validity:

Table 4: Reliability analysis
	Dimension
	Question item
	Item-dimension Correlation
	Dimension (
	Item-construct correlation
	Construct (

	Accessibility 
	· I feel it is very convenient to shop at these retail stores at anytime.

· These stores are often conveniently located with good network of transport.

· The products are often with lower price, so I feel fewer burdens on making the payment.

· I feel at ease when shopping at these retail stores.
	0.2373

0.3825

0.1910

0.2643
	0.4681
	0.2699

0.3133

0.0960

0.1554
	0.7159

	Store reputation
	· I feel that extending opening hours could help enhance the reputation of retail stores.

· The quality of commodities in these stores is reliable.

· I can often hear the positive word of mouth of these retail stores.

· These retail stores provide after-sale service such as refund or exchange if customers find products unsatisfactory.
	0.6190

0.6148

0.5803

0.5480
	0.7833
	0.4655

0.4425

0.4787

0.4680
	

	Shopping environment
	· I feel comfortable with the shop atmosphere in these retail stores.

· I only come to these stores for my urgent needs; I do not stroll around in the store.

· I feel the service in these stores is friendly and pleasant.

· The products are well displayed, and there is spacious space between display areas.
	0.5426

0.5525

0.5056

0.6503
	0.7601
	0.43

0.3336

0.4122

0.3568
	


(1) To create a theoretical proposition according to existing literatures.

(2) To gather information for evaluating if the survey is likely to be affected by behavioral factors.

(3) To reason whether the proposed theory can be used to explain the collected data.

Regarding to the construct validity, Churchill et al (1974) on the other hand suggested that to weigh the construct validity, it must be assumed that the theory is true. In light of logical arguments from sorting out previous literatures, our approach was to create several variables such as ‘store image’. So when analyzing the data, this approach was used as an indicative measure of construct validity. 

Content validity is an indicator of the degree of relevance of the measure items. Our study adopted a ‘face validity’ method, which is similar to the content validity approach. Two university marketing professors were invited for assessing the relevance of each item. Taken together professional advice and related suggestions from the pretest, the questionnaire was amended and modified accordingly.

Our study adopted factor analysis to establish authenticity of the construct and its various dimensions; the result is shown in Table 5. In this study none of the original items were taken away (but which may be considered in further study). The naming of the factors was derived from the reviewed literature. The 3 factors together explained 54.23% of the variance. Construct validity of the present study was not high. In fact, as Churchill et al. (1974) illustrated, validity evaluation is a continuous process in terms of the application of measure tools and research findings. 
Table 5: Factor analysis

	Dimension
	Question item
	Factor loading*

	
	
	Factor 1
	Factor 2
	Factor 3
	Communalities

	Accessibility (level of convenience)
	· I feel it is very convenient to shop at these retail stores at anytime.

· These stores are often conveniently located with good network of transport.

· The products are often with lower price, so I feel fewer burdens on making the payment.

· I feel at ease when shopping at these retail stores.
	0.771

0.641

0.532

0.475
	0.270

-0.102

-0.160

0.120
	-0.050

0.099

0.077

0.201
	0.670

0.431

0.315

0.281

0.723

0.562

0.567

0.530

0.648

0.647

0.596

0.538

	Store image
	· I feel that extending opening hours could help enhance the reputation of retail stores.

· The quality of commodities in these stores is reliable.

· I can often hear the positive word of mouth of these retail stores.

· These retail stores provide after-sale service such as refund or exchange if customers find products unsatisfactory.
	0.015

-0.026

0.126

-0.090
	0.850

0.748

0.730

0.663
	-0.026

0.035

0.134

0.285
	

	Shopping environment
	· I feel comfortable with the shop atmosphere in these retail stores.

· I only come to these stores for my urgent needs; I do not stroll around in the store.

· I feel the service in these stores is friendly and pleasant.

· The products are well displayed, and there is spacious space between display areas.
	0.021

0.141

0.083

0.169
	0.106

-0.012

0.142

0.113
	0.798

0.792

0.754

0.705
	

	Eigenvalue                                                2.489   2.423   1.595

Variance proportion                                        20.739  20.192  13.293

%  Total                                                20.739  40.931  54.223


*Factor loading with Varimax rotation.
CONCLUSION
Research Finding
The aim of this study was to reveal the consumer’s perception of store image in respond to the retailer’s opening hour extension policy, to develop the survey instrument, and to evaluate reliability and validity of the instrument.
The design of the instrument in this study followed a systematic and logical procedure. The relevant question items were created with reference to articles of related topics, together with the two-phase research method design-- in-depth interview and survey conduct-- the instrument development was allowed to progress with thorough consideration so that the reliability can be consistent throughout.
In cases where the construct is unable to be directly examined or when it is of a psychological nature which may be difficult to measure, the researcher must gather information from all sources of the research topics, thoroughly analyze and organize from previous literatures, and extract all related dimensions and subsequently convert them into measurable items. Only by this would the study be comparable to research procedures that adopt good scientific practice.
The research questions of the present study were answered in view of the research finding. Consumer’s perception of the extension of opening hours on store image focus on convenience, shopping environment and reputation, three all are significant. But, the extension of shop opening hours doesn’t satisfy the quality requirement of the consumer, some store only emphasize the convenience of shopping time and place with the sacrifice of shopping quality, such as cleanness of product and shopping environment. Finally, the extension of store opening hours seems affect consumer’s purchase intention with the evidence of consumer’s willingness to shop within the extended opening hours (e.g. after 10 pm).
Managerial implications

There is an increasing tendency that more and more retail stores in Taiwan extending their opening hours as competitive retailing strategy. Despite the prolonged opening-hour strategy emerged in past decades, it did make significant profit for retail stores to some extent. One of the advantages of this innovative business strategy successfully is raising consumer’s awareness of the increased shopping hours available in these retail stores in addition to the convenience. Based on this empirical study, we could propose some managerial implications as follows.
· Retailing strategy with extending opening hour does raise consumer’s awareness of the store and may further increase the financial performance.
· Convenience is the important benefit a store should offer consumers for diverse lifestyles existing in the modern people live. Extending shop opening hour could offer the convenience of shopping time and further affect the consumer’s patronage.
· Despite extending shop opening hour could raise shopping convenience, there exist some improvement program needed to urge, such as shop cleanness and atmosphere.
· Marketing promotion will positively reinforce the effectiveness of retailing strategy, especially like IMC. Business in extending opening hour could be promoted by advertisement or direct mail to reach the expected business objective.
Research recommendations
This study reported an evaluation of the construct validity. Construct validity is an inspection of the degree to which the instrument is supported by related theories. But what we must consider is: are these theories definitely true? As with the correlations concluded by conventional theories – do they necessarily have empirical relationship? Would the validity of the survey necessarily be improved by taking into account the inter-variable correlation?

When the correlations between research variables are uncertain, the study must follow alternative path to seek an improvement in the construct validity. Although, this may add complexity to the survey and potentially complicate the matter, one should strike a balance between advantages and drawbacks of each approach. These are factors that need to be thoroughly considered when constructing a survey instrument. 

Apart from the effect of theoretical structure on construct validity, our study did not have a considerable sample size which might have a negative effect on the validity of the survey instrument. The construct validity in future study may therefore be improved by increasing the sample size, and by more precise and careful research design such as adding appropriate question items and dropping the ones with less relevance wherever appropriate. The construction of a research scale is a very challenging process. Because of this, many researchers rather adopt existing scale that has been well developed, so that the validity and reliability would receive a positive evaluation.
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