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Abstract: The buying behaviour of potential customers in terms of interior designs in Ghana differs from those in the
Western context. There is a relatively low patronage of interior design products or services compared to the Western context
(Ogunduyile et al, 2008). Existing literature have often looked at the direct causal relationship between market segmentation
strategies and customer loyalty without emphasizing the effectiveness of positioning which could drive customer loyalty (Yim
et al., 1999). The paper focuses on assessing the impact of market segmentation strategies on customer loyalty of Interior
Design Industries, with the mediating role of positioning effectiveness. A total of 220 customers of Interior Design Industries
within the Kumasi Metropolis of which 200 responses were obtained representing 90% response rate. Convenience sampling
techniques was used in selecting customer’s whiles Structural Equation Model was used to analyze the data. The study
revealed that, Behavioural, psychographic and demographic segmentations impacted positively on customer loyalty.
Geographic segmentation variable however, impacted negatively on customer loyalty. Psychographic segmentation impacted
positively on positioning effectiveness and customer loyalty. Positioning Effectiveness partially mediates between
psychographic segmentation strategies and customer loyalty. Positioning Effectiveness has no mediation between geographic
segmentation, behavioural segmentation, demographic segmentation and customer loyalty.

Keywords: Interior Design Industries, Market Segmentation Strategies, Psychographic Segmentation,
Positioning Effectiveness, Customer Loyalty

strategy as to which segment is correct. It is also noted that
segmentation depends entirely on all four traditional bases,
not one [12]. This facilitates that in order to find the
dominant basis for market segmentation, further study is
needed in the field of market segmentation in separate
specific fields.

Previous studies also concentrated on the impact market
segmentation has on customer satisfaction to the neglect of
customer loyalty [22, 26, 11]. It must be noted, however, it is
a fallacy to assume customers are loyal just because they
continue to purchase from the company. There are many
reasons why customers repeat purchasing which may have
little to do with being loyal. Behavioral loyalty evaluation
has been reigning for years and continues to play a
significant impact in both the operationalization of brand

1. Introduction

Market segmentation strategies and its impact on customer
relationship have been widely studied to confirm a positive
outcome by marketing researchers. The segmentation
strategy must be entirely precise in order for a business to
effectively target its desired group [29] and if businesses
have market segment well — described and pervaded, the
business will get a stronger market position [28]. However,
successfully dividing a market can be a challenging activity.
Customers work on multiple levels and it is difficult to
comprehend how and on what customers do. Unfortunately,
individual demand that causes distinct businesses to come to
distinct conclusions is not immediately apparent. This is
because of variations in their theoretical and analytical
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loyalty and customer loyalty [10, 21]. A vast majority of
customer loyalty behavioural measures depend on their basis
of repurchase conduct. A certain level of abstraction is
essential to correctly describe customer loyalty. Some level
of abstraction is needed to correctly describe customer
loyalty conceptually. Definitions of concept form the basis of
formal theory [10]. Customer loyalty can, at most, only be
anticipated without a conceptual definition. Researchers
would never hope to understand how customer loyalty can be
improved, modified or diagnosed. Finally, only now are
scales that are valid and reliable suggested, which measure
the loyalty of customers but these are proved inadequate [21].

Additionally, review of literature on market segmentation
strategies and its impact on customer loyalty and positioning
effectiveness mostly focused on other industries such as the
banking industry to the neglect of interior design industry.
Although, there has been an increase in knowledge of the
importance of interior design, some potential customers in
Africa particularly Ghana have not fully appreciated the
importance of interior designs. Most potential customers do
not see the need to invest so much into interior designs as
they view it not a necessity but as a waste of money and as
luxurious products or services. Moreover, the buying
behaviour of potential customers in terms of interior designs
differs from those in the Western context. There is a
relatively low patronage of interior design products or
services compared to the Western context [24]. Existing
literature have often looked at the direct causal relationship
between market segmentation strategies and customer loyalty
without emphasizing the effectiveness of positioning which
could drive customer loyalty [34].

This therefore called for an urgent concern about market
segmentation strategies by gaining customer loyalty through
positioning effectiveness, a subject which had not received
the needed attention. Positioning, in the field of marketing
studies, is essential but limited in research. In positioning
research, marketers have created an impressive range of
extremely useful research methods and models. Research on
positioning effectiveness on the conceptual and empirical
front, however, is scarce and lags behind. The outcome of an
effective positioning strategy is the creation of a successful
value proposition concentrated on the customer, a clear and
convincing explanation of why a target market should
purchase the market offering. [16]. Taking these arguments
together, it can be deduced that in determining customer
loyalty, positioning effectiveness through the customer’s lens
is considered to be a more conceptually sound strategy. [33]
advocates that positioning can be examined by evaluating
customers’ or organizational buyers’ perceptions and
preference for the product or service in relation to
competition. Positioning effectiveness can only be
accomplished by taking a customer view and understanding
how brands in the product category are perceived by
customers [31]. Therefore, this research sought to assess the
impact of market segmentation strategies on customer loyalty
with positioning effectiveness as the mediating role. This
research mainly seeks to determine the impact of market

segmentation strategies on customer loyalty, the mediating
role of positioning effectiveness within Kumasi Metropolis.

2. Literature Review
2.1. Theoretical Framework and Hypothesis Development

Competitive Advantage Theory as stipulated by Michael
Porter in 1985 states that a firm gains competitive advantage
when its attributes or resources allows a firm to outperform
its competitors. The foundations on which a company can
strive to attain a permanent position in its setting are known
as Generic Strategies. These are the basic ways in which
companies can gain a sustainable competitive advantage as
established by Michael Porter. These are Focus strategy,
Differentiation strategy and Cost Leadership strategy. In
relation to the study, the focus strategy and differentiation
strategy is taken into consideration as it is applicable to the
hypothesis development (Porter, 1985).

The focus strategy concentrates on a selected few target
markets. It is also called a niche strategy. These niches could
be a specific customer group, a small product line segment, a
regional or geographical market, or a niche with unique tastes
and preferences. The fundamental concept behind the focus
strategy is to specialize the operations of the company in
ways that wide - ranged or cheap companies are unable to do
in any other better way. By concentrating on one or two small
market segments and customizing the marketing mix to these
specific markets, a company can better fulfil its target market
requirements [27]. Companies using the focus strategy
concentrates on a particular niche market in order to
comprehend the market’s dynamics and the distinctive needs
of its customers as well as create a distinguished low — cost
or accurate market offerings for its customers.

Companies that use the focus strategy serve customers
uniquely well in their industry and tend to gain an irresistible
loyalty from its customers [6]. This is applicable to the study
because when a firm selects a particular segment to serve,
superior value and greater profitability are produced when
other companies operating at a broader — line are unable to
specialize or carry out their operations better than a company
that is concentrated or focused.

Differentiation strategies assumes delivering customers
something that distinguishes a company’s offerings from
competition which makes it more appealing (Porter, 1985).
The primary reason behind a differentiation strategy is that
customers are prepared to settle up a greater cost for a unique
market offering. How a firm achieves this, depends on the
exact nature of the industry, the market offering and usually
involves features, functionality, durability, support and also
the image of the brand that customer’s value. Superior value
is developed because the product or service is of greater
quality, is in some manner technically superior, or in some
perceived manner has a unique attraction. In fact, the
differentiation approach creates a competitive advantage by
making customers loyal and less price — sensitive to a
specific company’s offering. [3]. Therefore, Competitive
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Advantage theory explains the role market segmentation
strategies and positioning effectiveness play in the Generic
Strategies stipulated by Michael Porter in 1985.

Segmentation based on geographic, divides customers
across continents, nations, areas, counties or neighborhoods.
Geographic segmentation provides a platform to get a general
opinion of how things work in a specific area. Segmenting
customers in this way can be beneficial because it provides a
brief analysis of the differences between the customers
depending on where they are located, the possibility to
determine differences in culture, ability to acknowledge the
differences in climate and language. [20]. Geographic
segmentation is a shared approach that is applied when a firm
seeks to serve its customers in a specific setting or when its
target market has distinct preferences depending on the
location and exceeds the customer’s expectations.

Through geographic segmentation, firms offer different
marketing messages to different customers based on their
preferences and tastes which in turn, enables them to
understand location-based attributes of a specific target
market. Additionally, geographic segmentation allows firms
to know its customers well and therefore offers a more
personal value proposition that addresses the needs and wants
of its customers’ location specifically. In line with the focus
strategy as established by Porter in 1985, a firm may seek to
gain customer loyalty by allocating its resources to produce a
market offering that meets the needs and wants of a particular
segment geographically. Thus, a firm differentiates itself
when it adheres to the differences of its customers based on
location hence occupies a unique place in the minds of its
customers [17]. Hence, it can be deduced that:

a) Positioning Effectiveness positively mediates the
relationship between Geographic Segmentation and
Customer Loyalty

Behavioural Segmentation, Positioning Effectiveness and
Customer Loyalty

Behavioural segmentation is a more concentrated aspect of
market segmentation strategy that divides customers based
on particular patterns of behaviour exhibited during buying
decisions, enabling marketers to tailor their marketing
strategy to particular markets in order to attain the loyalty of
its customers. This can be done through good relationship
and communication with the customer and well-known
patterns and habits of the customers [20] as stipulated in the
focus strategy (Porter, 1985).

The product or service requires to be efficiently placed in
the minds of customers to guarantee market recognition. [§].
Behaviour segmentation enables firms to have excellent
record keeping of customers and their purchases. Firms are
able to point out customers who have bought certain types of
products or services and what they may have spent at certain
levels and in that way, develop a positioning strategy that
provides special offers. Firms that are thorough and have
kept good records of its customers would have a good
understanding of the buying patterns and behaviour of its
customers thus position their products or services effectively
to gain competitive advantage leading to customers’

acceptance of the products or services and their willingness
to continue to do business with such a firm [17]. This study
hypothesizes that:

b) Positioning Effectiveness positively mediates the
relationship between Behavioural Segmentation and
Customer Loyalty

Psychographic Segmentation, Positioning Effectiveness
and Customer Loyalty

Firms segment their customers according to
psychographics to mainly understand why customers would
want to purchase a firm’s product or service. Psychographic
segmentation divides customers in to factors such as attitude,
lifestyle and beliefs. Psychographic segmentation influences
the way firms market their offerings to give customers an
appearance or appeal that attracts them [32]. Segmenting
customers based on psychographic variable, favors firms by
giving them knowledge in knowing why customers buy
specific products or services, it gives the firms the ability to
tailor its way to market the offering to the customer's
personal traits [15].

Customers in a group may exhibit differences in
psychographic features. With psychographic segmentation,
firms are able to distinguish customers who are time-
constrained or money-constrained thus, an effective
positioning strategy enables firms to align its market
offerings to suit the requires and desires of its customers
according to their respective lifestyles in a unique way better
than its competitors as established by Porter (1985) in the
differentiation strategy. Hence:

c) Positioning Effectiveness positively mediates the
relationship between Psychographic Segmentation and
Customer Loyalty

2.2. Geographic Segmentation, Positioning Effectiveness
and Customer Loyalty

Segmentation based on geographic, divides customers
across continents, nations, areas, counties or neighborhoods.
Geographic segmentation provides a platform to get a general
opinion of how things work in a specific area. Segmenting
customers in this way can be beneficial because it provides a
brief analysis of the differences between the customers
depending on where they are located, the possibility to
determine differences in culture, ability to acknowledge the
differences in climate and language. (McDonald & Dunbar,
2012). Geographic segmentation is a shared approach that is
applied when a firm seeks to serve its customers in a specific
setting or when its target market has distinct preferences
depending on the location and exceeds the customer’s
expectations.

Through geographic segmentation, firms offer different
marketing messages to different customers based on their
preferences and tastes which in turn, enables them to
understand location-based attributes of a specific target
market. Additionally, geographic segmentation allows firms
to know its customers well and therefore offers a more
personal value proposition that addresses the needs and wants
of its customers’ location specifically. In line with the focus
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strategy as established by Porter in 1985, a firm may seek to
gain customer loyalty by allocating its resources to produce a
market offering that meets the needs and wants of a particular
segment geographically. Thus, a firm differentiates itself
when its adheres to the differences of its customers based on
location hence occupies a unique place in the minds of its

customers (Kotler et al., 2003). Hence, it can be deduced that:

a) Positioning Effectiveness positively mediates the
relationship between Geographic Segmentation and
Customer Loyalty 2012).

2.3. Behavioural Segmentation, Positioning Effectiveness
and Customer Loyalty

Behavioural segmentation is a more concentrated aspect of
market segmentation strategy that divides customers based
on particular patterns of behaviour exhibited during buying
decisions, enabling marketers to tailor their marketing
strategy to particular markets in order to attain the loyalty of
its customers. This can be done through good relationship
and communication with the customer and well-known
patterns and habits of the customers (McDonald & Dunbar,
2012) as stipulated in the focus strategy (Porter, 1985).

The product or service requires to be efficiently placed in
the minds of customers to guarantee market recognition.
(Guiltinan, 1999; Ottum, 1996). Behaviour segmentation
enables firms to have excellent record keeping of customers
and their purchases. Firms are able to point out customers
who have bought certain types of products or services and
what they may have spent at certain levels and in that way,
develop a positioning strategy that provides special offers.
Firms that are thorough and have kept good records of its
customers would have a good understanding of the buying
patterns and behaviour of its customers thus position their
products or services effectively to gain competitive
advantage leading to customers’ acceptance of the products
or services and their willingness to continue to do business
with such a firm (Kotler et al, 2003). This study
hypothesizes that:

b) Positioning Effectiveness positively mediates the
relationship between Behavioural Segmentation and
Customer Loyalty

2.4. Psychographic Segmentation, Positioning Effectiveness
and Customer Loyalty

Firms segment their customers according to
psychographics to mainly understand why customers would
want to purchase a firm’s product or service. Psychographic
segmentation divides customers in to factors such as attitude,
lifestyle and beliefs. Psychographic segmentation influences
the way firms market their offerings to give customers an
appearance or appeal that attracts them (Wedel & Kamakura,
1999). Segmenting customers based on psychographic
variable, favors firms by giving them knowledge in knowing
why customers buy specific products or services, it gives the
firms the ability to tailor its way to market the offering to the
customer's personal traits (Kotler et al., 2000).

Customers in a group may exhibit differences in
psychographic features. With psychographic segmentation,
firms are able to distinguish customers who are time-
constrained or money-constrained thus, an effective
positioning strategy enables firms to align its market
offerings to suit the requires and desires of its customers
according to their respective lifestyles in a unique way better
than its competitors as established by Porter (1985) in the
differentiation strategy. Hence:

c) Positioning Effectiveness positively mediates the
relationship between Psychographic Segmentation and
Customer Loyalty

2.5. Demographic Segmentation, Positioning Effectiveness
and Customer Loyalty

Firms that segment its customers according to
demographics categorize them according to age, gender,
religion, income, size of family, education and occupation
(McDonald & Dunbar, 2012). Demographic segmentation
allows customers to identify themselves with a firm’s product
or service and makes the firm an advocate for their needs and
wants, which in turn makes customers more likely to do
business with such a firm over a long period (Kotler, 2000).
When a firm identifies the demographics of its customers, it
becomes easier to choose which customers to accommodate
in terms of its market offerings and how uniquely the
offerings can overly delight its customers, thus the ability to
meet their needs and wants. In today's business environment,
competition is highly driven hence the need to identify its
customers' makeup and producing products or services that
match the demographics of customers as well as occupying a
distinctive place in the minds effectively by the result of an
excellent marketing strategy which generates the loyalty of
customers (Kotler et al., 2005). Demographic segmentation
enables firms to have a deeper understanding of its customers’
makeup and create its positioning strategy effectively so as it
suits the preferences and tastes of customers to gain loyalty
(Kotler et al, 2005). Thus it can be deduced that:

d) Positioning Effectiveness positively mediates the
relationship between Demographic Segmentation and
Customer Loyalty

3. Geographic Segmentation, Positioning
Effectiveness and Customer Loyalty

3.1. Demographic Segmentation, Positioning Effectiveness

Firms that segment its customers according to
demographics categorize them according to age, gender,
religion, income, size of family, education and occupation
[20]. Demographic segmentation allows customers to
identify themselves with a firm’s product or service and
makes the firm an advocate for their needs and wants, which
in turn makes customers more likely to do business with such
a firm over a long period [15]. When a firm identifies the
demographics of its customers, it becomes easier to choose



European Business & Management 2021; 7(1): 1-13 5

which customers to accommodate in terms of its market
offerings and how uniquely the offerings can overly delight
its customers, thus the ability to meet their needs and wants.
In today's business environment, competition is highly driven
hence the need to identify its customers' makeup and
producing products or services that match the demographics
of customers as well as occupying a distinctive place in the
minds effectively by the result of an excellent marketing
strategy which generates the loyalty of customers [14].
Demographic segmentation enables firms to have a deeper
understanding of its customers’ makeup and create its
positioning strategy effectively so as it suits the preferences
and tastes of customers to gain loyalty [14]. Thus it can be
deduced that:

d) Positioning Effectiveness positively mediates the
relationship between Demographic Segmentation and
Customer Loyalty

3.2. Overview of Interior Design Industry

Interior design is a multi — faceted profession where
creative and technical alternatives are applied to a built-in
interior setting within a building. These alternatives are
functional and improve the occupants’ quality of life and
culture [23]. The interior design industries in Ghana have
gone through a number of evolutionary changes. The days
have gone by when it was assumed that interior designs were
a splendorous expression for sensitivity and excellent taste in
room decoration. As time changes, there are customers who
realize the true necessity of having a space taken care of by
specialist, alongside an overview of comfortability and
pleasure for all. Interior design is a method that offers a
number of aesthetically pleasing but effective alternatives for
optimal use of the room in question to its customers. The
objective of interior design is to enhance the customer
experience by better handling the environment space
available. There are several difficulties that make interior
design a field-based activity created by experts. Basically, it
is a way of transforming the lives of individuals living or
enjoying a certain room, enhancing their quality of life by
designing and decorating it. [23]

Some customers are beginning to seek experts’ advice in
their homes; to create a relaxing and conducive environment
for retreat after a long day. There has also been a desire for
differentiation of space and homes. Additionally, some
customers are now expectant of the serenity in restaurants in
terms of physical evidence which captures the ambience of
the place. Interior designs have also become a necessity in
hospitals whereby doctors and nurses need environment that
help them focus on information and work accurately. Patients
in their rooms need to feel comfortable and relaxed,
shortening the healing time. Hence, through the effectiveness
of positioning strategies implemented by interior design
industries, customer would then become loyal.

Interior design industries therefore must not only seek to
segment its market in order to retain customers but must
ensure that there is an effective positioning strategy that
seeks to create a clean, differentiated, sophisticated and

peaceful environment for its customers in order to gain their
loyalty.

4. Methodology

Descriptive research design was utilized to assess the
impact of market segmentation strategies on customer loyalty;
explanatory research design was also used to determine
positioning effectiveness as the mediating role between
market segmentation strategies and customer loyalty.
Quantitative research method was employed by the
researcher for the purpose of analyzing the data. The study
population consisted of Interior Design Industries in Ghana
but the study focused on those in the Kumasi Metropolis of
Ghana.

In achieving the research objectives, the analytical unit
were the customers of the target interior design industry. The
population comprised target customers of interior design
industry in the Kumasi Metropolis, due to the unstructured
nature and little knowledge in interior design database; it is
difficult to determine the actual population of customers in
the industry. 220 respondents were drawn from the target
interior design industry. Due to the fact that the population
was not known, the research employed the convenience
sampling technique even though it deals more with the
qualitative approach. The respondents were reached from
their homes, offices, hotels, hospitals and at the shop where
the target interior design industry is situated; the respondents
were willing and available to state their opinions with respect
to the research.

Primary data sources were employed solely through the
use of questionnaires. The questionnaire was divided into
three sections namely; Market Segmentation Strategies,
Customer Loyalty and Positioning effectiveness with each
section measuring a specific variable as elaborated as follows:
Section A was purposely used to gather as well as measure
data in relation to the independent variable of Market
Segmentation Strategies. This section was further subdivided
into four dimensions whereby each dimension measured
Market Segmentation Strategies. Thus, Market Segmentation
was conceptualized and operationalized as multi —
dimensional construct; the dimensions were Geographic
Segmentation, Behavioural Segmentation, Psychographic
Segmentation and Demographic Segmentation. However,
Demographic Segmentation was put at the last page of the
questionnaire because it was observed that respondents were
unwilling to provide their personal details at the start of a
questionnaire but prefer that it was the last portion.

The number of questions under this section were 19 in all.
The items used to measure geographic segmentation;
behavioural segmentation, psychographic segmentation and
demographic segmentation were three, five, six and five
respectively. A 5-point Likert scale varying from 1=strongly
disagree to S=strongly agree for the subsection of geographic
segmentation, behavioural segmentation and psychographic
segmentation was used. Respondents were requested to give
their opinion on the various market segmentation strategies,
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to what extent they agree with the statement or disagree.
Additionally, categorical questions such as gender, age,
marital status, and educational level and income levels were
used in the demographic section. Section B was sought to
purposely gather and measure data on the dependent variable
of Customer Loyalty.

Customer Loyalty was conceptualized and operationalized
as one-dimensional construct. The items used to measure
customer loyalty were six using a S5-point Likert scale
ranging from 1=Strongly disagree to 5=Strongly agree.
Respondents were asked to provide their stance on customer
loyalty, the extent to which they agree with the statement or
disagree. Section C also sought to purposely gather and
measure data on the mediating variable of Positioning
Effectiveness. Positioning Effectiveness was conceptualized
and operationalized as one-dimensional construct. The items
used to measure positioning effectiveness were five using a
5-point Likert scale varying from 1=Strongly disagree to
5=Strongly agree. Respondent were requested to indicate
what comes to mind in relation to interior design industry, by
stating to what extent they strongly agree or disagree to the
statement provided.

Reliability and validity were tested through the use of
LISREL (8.50) to critically assess the scales using
Confirmatory Factor Analysis (CFA) which allowed to test
the hypotheses understudy thus, CFA asses that the measured
variable measures the exact number of constructs. Coherently,
any item not suitable for the measurement model owing to
low factor loading should be removed from the model
therefore the researcher employed CFA to remove any
measurement construct that resulted as poor indicators. The
factor loadings of each construct to their latent variable were
above the threshold of 0.5. Moreover, each construct loaded
under their respective latent variables which exhibited
convergence and discriminant. Recommendations for a good
construct was also assessed with regards to the model fit
indices which were Chi Square / Degree of Freedom (x*/ df),
Root of Mean Square Error of Approximation (RMSEA),
Non —Normed Fit Index (NNFI), Comparative Fit Index (CFI)
and Standardized Root Mean Square Residual (SRMR). All
the model fit indices had a cut - off point to prove its fitness
of the respective model.

The cutoff - point for Chi Square / Degree of Freedom x>/
df) must be less or equal to 2. Recommendations for cut off
point for Root of Mean Square Error of Approximation
(RMSEA) were significantly decreased in the last fifteen
years, until the early 90s the RMSEA between 0.05 and 0.10
was considered to be a fair fit and values above 0.10
indicated poor fit [18]. Also, it was thought that RMSEA
between 0.08 to 0.10 provided a mediocre fit whereas below
0.08 showed a good fit [18]. Recently, a cut-off point of 0.06
or an upper limit of 0.07 seems to be the general consensus [9],
[30]. Recommendation from [9] suggested a cut off point for
Non —Normed Fit Index (NNFI) to be greater or equal to 0.90,
a cut off criterion for Comparative Fit Index (CFI) should be
greater or equal to 0.90, nevertheless recent studies have
proven that a value that is greater than 0.90 is much useful to

ensure that non specified models are not accepted [9].

5. Results
5.1. Reliability and Validity

Testing for the reliability and validity of the measures,
LISREL (8.50) was used to check all scales in the
Confirmatory Factor Analysis (CFA). The CFA was used to
point out any problematic indicators of the constructs. Tables
utilized were from 1 to 2. The factor loadings, T- values,
Cronbach Alpha (CA), Average Variance Expected (AVE),
Composite Reliability (CR), convergence and discriminant
with the respective fit indices for the variables under study
were all taken into consideration and checked for.

Market Segmentation was measured using lower
dimensions which were Geographic Segmentation,
Behavioural Segmentation, Psychographic Segmentation and
Demographic Segmentation. Moreover, the other variables
used for this study was Positioning Effectiveness and
Customer Loyalty which were both measured as uni
dimensional variables. The lower dimensions of Market
Segmentation Strategies were measured with a construct of
three, five and six respectively. Customer Loyalty and
Positioning Effectiveness were also measured with a lower
dimension construct which were six and five respectively.
Many items were taken out from the model after purification,
Table 1 shows the final list of items, their respective
standardized factor loadings and T — values and results of
reliability and validity test. According [1], the loadings and
the T —values of the variables under study should be greater
or equal to (>) 0.5 and greater or equal to (>) 1.95
respectively. The results display the Cronbach Alpha,
Composite Reliability and discriminant validity of the
variables are acceptable [1]. The Average Variance Expected
were larger than the shared variances between constructs,
Additionally, the construct loadings and the T-values were all
greater than the threshold hence making the constructs good
for further analysis. From Table 1. Refer appendix 2 the, the
positive and significant loadings confirm convergent validity
of the measures indicating satisfactory discriminant validity
[7].

For a good fit model, the general requirement is that Chi
Square/ Degree of Freedom (x*/df) should be less or equal (<)
to 2 Root of Mean Square Error of Approximation (RMSEA)
should be less or equal (<) to 0.07, (Non —Normed Fit Index
(NNFI) should be greater or equal (=) to 0.90, Comparative
Fit Index (CFI) should be greater or equal (>) to 0.90 and
Standardized Root Mean Square Residual (SRMR) should be
less or equal (<) to 0.07 [1, 5]. From the analysis, Chi
Square/ Degree of Freedom was exactly 2, RMSEA was
exactly 0.07, NNFI was exactly 0.90, CFI was 0.91 and
SRMR was 0.059; therefore, all indices were all fit and
satisfactory for further analysis.

5.2. Correlation Matrix

Correlation shows the relationship between variables of
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interest. The strength of the relationship can be determined
by the Pearson correlation (r). If the r value is 0, then no
relationship between two variables is indicated and if the r
value is 1, then it can be interpreted as a true positive
correlation, whereas if the r value is -1, it can be interpreted
as negative correlation. Based on the research of [4], the r
value can indicate the strength of the relationship.
Correlation measures the strength or extent of an association

between the variables and also its direction as seen in Table 3.

Table 3, presents the correlations between the variables of
interest. The results show that there is a weak strength
relationship between geographic segmentation and customer
loyalty and a negative correlation (r=-0.139, p < 0.05). The
correlation analysis shows that geographic segmentation has
a significant but negative relationship with customer loyalty.
There is a medium strength relationship between behavioural
segmentation and customer loyalty and a positive correlation
(r=0.339, p < 0.01). The correlation analysis shows that
behavioural segmentation has a significant and positive
relationship ~ with  customer loyalty.  Psychographic
segmentation and customer loyalty shows a medium strength
relationship and a positive correlation (r=0.420, p < 0.01).

For the relationship between demographic segmentation
and customer loyalty, it shows a weak strength relationship
and a positive correlation (=0.241, p < 0.01). The results
show no strength of relationship between geographic
segmentation and positioning effectiveness and a positive
correlation (r=0.064) and it is insignificant. The correlation
analysis shows that geographic segmentation does not
significantly relate with positioning effectiveness. There is a
weak strength of relationship between behavioural
segmentation and positioning effectiveness and positive
correlation (r=0.134). Psychographic segmentation and
positioning effectiveness show a positive but weak
relationship (r=0.297, p <0.01). The correlation analysis
shows no strength of relationship between demographic
segmentation and positioning effectiveness (r=0.088) and it is
insignificant. Lastly, the correlation analysis shows the
relationship between positioning effectiveness and customer
loyalty. From the results, there is a strong and positive
relationship between positioning effectiveness and customer
loyalty (r=.544, p <0.01).

5.3. Analyzing Hypotheses

The Table 4 above shows the estimates, t-values and other
model indices. Model 1 specify that market segmentation
strategies accounted for 26.4% shared variance on customer
loyalty. The study hypothesized for the relationship between
market segmentation strategies (Geographic Segmentation,
Behavioural Segmentation, Psychographic Segmentation and
Demographic Segmentation) and customer loyalty of interior
design industries. From model 1, it shows the direct effect on
the  market segmentation  strategies  (Geographic
Segmentation, Behavioural Segmentation, Psychographic
Segmentation and Demographic Segmentation) on customer
loyalty. The results show that Behavioural Segmentation,
Psychographic Segmentation and Demographic

Segmentation are statistically significant with
B=.135,.252.195, and t-values=2.638, 4.699 and 2.484
respectively. However, Geographic Segmentation B=-.091
and t-value=-2.967, showing a negative impact on customer
loyalty. Hence, when all things are held constant, if there is
an increase in Geographic Segmentation, the loyalty of
customers would decrease. Therefore, Geographic
Segmentation is statistically insignificant.

Having checked the validity of the measurement constructs’
suitable for statistical analysis, the structural equation
modeling was employed to investigate the relationship
between the variables. Specifically, to determine whether
positioning effectiveness had any mediating role in the
relationship between geographic segmentation, behavioural
segmentation, psychographic segmentation, demographic
segmentation and customer loyalty. Several techniques for
testing hypotheses regarding mediation were suggested [91].
The frequently used method is the causal steps strategy,
stipulated by [2] which estimates the paths of the model,
using Ordinary Least Square (OLS) regression or SEM,
which assess the degree of fulfilment of several criteria. [2]
Suggested three significant but not adequate circumstances to
allow mediation to be claimed. For mediation circumstances:
The independent variable is substantially associated to the
mediator; the mediator is substantially associated to the
dependent variable. When the mediator is in the model, the
relationship of the independent variable to the dependent
variable decreases. It implies that each of the three constructs
should show a nonzero monotonous link with each other, and
the connection between the independent variable to
dependent variable should reduce significantly when M is
added as a predictor of Y [13].

Model 4 from Table 4 shows the indirect effect of the
mediating role of Positioning Effectiveness as a link between
Market Segmentation Strategies (Geographic Segmentation,
Behavioural Segmentation, Psychographic Segmentation and
Demographic Segmentation) and Customer Loyalty. The
results show that, the effect of Geographic Segmentation is
negative when the mediator variable is introduced to the
equation. With regards to the Path Estimation Model in Table
5 using the Sobel Test, the total effect for Geographic
Segmentation is -.100, the effect if the mediator variable
(Positioning  Effectiveness) is introduced between the
independent variable (Geographic Segmentation) and
dependent variable (Customer Loyalty) is negative. The
direct effect for Geographic Segmentation is -.091 which is
negative. The indirect effect of Geographic Segmentation
that continues through Positioning Effectiveness is 0.01. The
total effect of Geographic Segmentation on Customer
Loyalty is not reduced after the introduction of Positioning
Effectiveness. According to the proposition by [2] mediation
did not occur, hence hypothesis (a) is not supported.

Moreover, in Model 4 from Table 4, it can be seen that
when Behavioural Segmentation passes through the mediator
variable to the dependent variable of Customer Loyalty, the
coefficient of the relation shows a positive impact of.141.
Thus, Behavioural Segmentation is significantly related to
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Positioning Effectiveness and the mediator variable. With
regards to the Path Estimation Model in Table 5 using the
Sobel Test, the total effect for Behavioural Segmentation is
0.129, the effect if the mediator variable (Positioning
Effectiveness) is introduced between the independent
variable (Behavioural Segmentation) and dependent variable
(Customer Loyalty) is positive. The direct effect for
Behavioural Segmentation is.135 which is positive. The
indirect effect of Behavioural Segmentation, that continues

through Positioning Effectiveness is -0.006 which is negative.

The total effect of Behavioural Segmentation on Customer
Loyalty is not reduced after the introduction of Positioning
Effectiveness. Based on the premise by [2] mediation exists,
hence hypothesis (b) is not supported.

When Psychographic Segmentation passes through the
mediator variable to the dependent variable of Customer
Loyalty in Model 4 from Table 4, the coefficient of the
relation shows a positive impact of.149. Thus, Psychographic
Segmentation is significantly related to Positioning
Effectiveness and the mediator variable, Positioning
Effectiveness, is significantly related to the dependent
variable of Customer Loyalty. In reference to the Path
Estimation Model in Table 5 using the Sobel Test, the total
effect for Psychographic Segmentation is 0.374, the effect if
the mediator variable (Positioning Effectiveness) is
introduced between the independent variable (Psychographic
Segmentation) and dependent variable (Customer Loyalty) is
positive. The direct effect for Psychographic Segmentation
15.252 which is positive. The indirect effect of Psychographic
Segmentation  that  continues  through  Positioning
Effectiveness is 0.122 which is also positive. The total effect
of Psychographic Segmentation on Customer Loyalty is
reduced after the introduction of Positioning Effectiveness.
Based on the postulation by [2] partial mediation exists,
hence hypothesis (c) is supported.

From the Table 4 in Model 4, it can be deduced that when
Demographic Segmentation passes through the mediator
variable to the dependent variable of Customer Loyalty, the
coefficient of the relation shows a positive impact of.165.
Thus, Demographic Segmentation is significantly linked to
Positioning Effectiveness and the mediator variable,
Positioning Effectiveness, is significantly linked to the
dependent variable of Customer Loyalty. In reference to the
Path Estimation Model in Table 5 using the Sobel Test, the
total effect for Demographic Segmentation is 0.23, the effect
if the mediator wvariable (Positioning Effectiveness) is
introduced between the independent variable (Demographic
Segmentation) and dependent variable (Customer Loyalty) is
positive. The direct effect for Demographic Segmentation
1s.195 which is positive. The indirect effect of Demographic
Segmentation  that  continues  through  Positioning
Effectiveness is 0.035 which is also positive. The total effect
of Demographic Segmentation on Customer Loyalty is not
reduced after the introduction of Positioning Effectiveness.
Based on the stipulation by [2] mediation did not occur,
hence, hypothesis (d) is not supported.

6. Discussion

The research sought to assess the mediating role of
positioning effectiveness in the relationship between market
segmentation strategies and customer loyalty of Interior
Design Industries within the Kumasi Metropolis, Ghana.
Hence, the study sought to (a) assess the role of positioning
effectiveness as a mediator between the relationship of
geographic segmentation and customer loyalty, (b) determine
the role of positioning effectiveness as a mediator between
the relationship of behavioural segmentation and customer
loyalty, (c) to analyze the role of positioning effectiveness as
a mediator between the relationship of psychographic
segmentation and customer loyalty and (d) to examine the
role of positioning effectiveness as a mediator between the
relationship of demographic segmentation and customer
loyalty. Consequently, with reference to study’s objectives,
these four hypotheses were analyzed.

In this study, four mediation situations were tested with
positioning effectiveness as the mediation variable and the
relationship between geographic segmentation, behavioural
segmentation, psychographic segmentation, demographic
segmentation and customer loyalty as the direct effect.
Hypothesis (@) stipulates that positioning effectiveness
mediates the relationship between geographic segmentation
and customer loyalty. In testing the mediation of positioning
effectiveness, the direct effect of geographic segmentation on
customer loyalty of Interior Design Industries within the
Kumasi Metropolis was explored and the result was negative
and statistically insignificant which implies that an increase
in Interior Design Industries to segment its market
geographically does not necessarily increase the loyalty of its
customers. This does not support the study of [20]. Although,
there exists negative relationship between geographic
segmentation and customer loyalty, the study stipulated for
positioning effectiveness as a mechanism through which
geographic segmentation can improve customer loyalty. Thus,
the mediating role of positioning effectiveness was tested in
the relationship between geographic segmentation and
customer loyalty and the result did not confirm the
hypothesis, hence there was no mediation. Hence, when
Interior Design Industries within the Kumasi Metropolis
segment its market according to climate patterns, population
density (urban, rural or suburban) or regions in order to offer
its interior designs usually do not retain the loyalty of its
customer since it is usually seen as a one-off transaction and
not repeatedly overtime.

Additionally, hypothesis (b) argues that positioning
effectiveness mediates the relationship between behavioural
segmentation and customer loyalty of Interior Design
Industries within the Kumasi Metropolis. Initially, the study
tested the direct effect of behavioural segmentation and
customer loyalty and the result was positive and significant
which implies that an increase in behavioural segmentation is
likely to increase customer loyalty. This is in line with the
research of [20, 32]. Although the direct effect of behavioural
segmentation on customer loyalty was positive, the study
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stipulated for positioning effectiveness as a mediator through
which the loyalty of customers can be enhanced. Hence, the
mediating role of positioning effectiveness between
behavioural segmentation and customer loyalty was assessed.
However, the result show that the mediating role of
positioning effectiveness between behavioural segmentation
and customer loyalty although positive accounted for no
mediation. The implication is that behavioural segmentation
passing through positioning effectiveness does not play an
important role in the improvement of customer loyalty as far
as it is concerned with behavioural segmentation.

Hypothesis (c) argues that that positioning effectiveness
mediates  the relationship  between  psychographic
segmentation and customer loyalty of Interior Design
Industries within the Kumasi Metropolis. Firstly, the study
confirmed a positive and significant relationship between
psychographic segmentation and customer loyalty of Interior
Design Industries within the Kumasi Metropolis, implying
that an increase in psychographic segmentation is likely to
increase the loyalty of customers. This is in line with the
research of [32]. To further assess, the direct effect of
psychographic segmentation on customer loyalty was
positive, the study stipulated for positioning effectiveness as
a mediator through which the loyalty of customers can be
enhanced. Hence, the mediating role of positioning
effectiveness between psychographic segmentation and
customer loyalty was assessed. The result confirm that
positioning effectiveness partially mediates the relationship
between psychographic segmentation and customer loyalty.
Thus, positioning effectiveness can serve as a mechanism
through which psychographic segmentation can enhance the
loyalty of customers of Interior Design Industries within the
Kumasi Metropolis even though there is a direct positive of
psychographic segmentation on customer loyalty, implying
that an increase in psychographic segmentation is likely to
increase the loyalty of customers of Interior Design
Industries within the Kumasi Metropolis when the mediator,
positioning effectiveness is introduced.

This proposes that the mediating role of positioning
effectiveness together with other factors have a significant
role on psychographic segmentation and which reflect in a
better customer loyalty of Interior Design Industries within
the Kumasi Metropolis. Therefore, of Interior Design
Industries within the Kumasi Metropolis must ensure that its
designs not only meet the lifestyle, personality and social
status of its customers but must be positioned to be unique,
superior and sophisticated in the minds of its customers
effectively to ensure and retain the loyalty of its customers.

Lastly, the study evaluated hypothesis (d) positioning
effectiveness mediates the relationship between demographic
segmentation and customer loyalty of Interior Design
Industries within the Kumasi Metropolis. Initially, the study
tested the direct effect of demographic segmentation and
customer loyalty and the result was positive and significant
which implies that an increase in demographic segmentation
is likely to increase customer loyalty. This is in line with the
conclusion of [20]. Moreover, the mediating role of

positioning  effectiveness was introduced between
demographic segmentation and customer loyalty although
positive accounted for no mediation. The implication is that
demographic segmentation passing through positioning
effectiveness as it does not play a major role in how well
customer loyalty of Interior Design Industries within the
Kumasi Metropolis will increase when it comes to
demographic segmentation.

7. Conclusion

The study demonstrates that when Behavioural
Segmentation, Psychographic Segmentation and
Demographic Segmentation is applied by Interior Design
Industries, it will positively influence the level of loyalty
from its customers. That is to say that, the higher Interior
Design Industries employs Behavioural Segmentation,
Psychographic Segmentation and Demographic
Segmentation Strategies, the higher the possibility of

increased loyalty from its customers. This is in conformity

with literature that states that when firms involve in
segmentation based on Behavioural Segmentation,
Psychographic Segmentation and Demographic

Segmentation Strategies, it will lead to customer loyalty [32],
McDonald et al., 2002). It must be noted however that,
Positioning Effectiveness only plays a critical role in
Psychographic Segmentation in enhancing and impacting
positively the loyalty of customers in Interior Design
Industries within the Kumasi Metropolis.

8. Recommendation

Most potential customers do not see the need to invest so
much into interior designs as they view it not a necessity but
as a waste of money and as luxurious products or services
[24]. Therefore, it is recommended that Interior Design
Industries must segment its market based on psychographics
alongside an effective positioning strategy that would go a
long way to increase customer loyalty. The study found out
that, positioning effectiveness plays a partial mediation role
between psychographic segmentation and customer loyalty.

It is also recommended that, Interior Design Industries
must not invest so much into Geographic, Demographic and
Behavioural Segmentation Strategies as the study found out
that positioning effectiveness does not play a mediation role.
The implication is that, as far as Geographic, Demographic
and Behavioural Segmentation Strategies are concerned;
positioning effectiveness has no role to increase its customers’
loyalty. The market for Interior Design is not so intense
within the Kumasi Metropolis, therefore the Interior Design
Industry must strategize its market offering to suit the needs
and wants of the psychographic segmented market.

9. Contribution to Knowledge

This research contributed both practical and theoretical to
the concept of market segmentation strategies, positioning
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effectiveness and customer loyalty. The presence of
psychographic segmentation on its own will positively
impact customer loyalty of Interior Designs Industries within
the Kumasi Metropolis. There is also another way that
customer loyalty can be enhanced and it is through
positioning effectiveness. As far as market segmentation
strategies are concerned, positioning effectiveness plays a
partial mediation role between psychographic segmentation
and customer loyalty of Interior Designs Industries within the
Kumasi Metropolis. Additionally, Interior Designs Industries
can achieve success in attaining loyalty of its customers
through behavioural and demographic segmentation even if
they decide not to employ an effective positioning strategy as
there is no mediation between behavioural segmentation and
customer loyalty as well as demographic segmentation.
Lastly, in the case of Geographic Segmentation, customers of
Interior Designs Industries within the Kumasi Metropolis that
are segmented geographically may not be necessarily loyal to

Appendix

Interior Design Industries even with or without the mediating
role of Positioning Effectiveness.

10. Limitations

Convenience sampling technique was used because the
population is unknown although this study was a quantitative
research. However, the researcher reduced research bias in
such a way that the results obtained were not influenced to
portray a certain outcome. The researcher found it difficult to
analyse the demographic variables in segmentation with
regards to gender, age, educational level, marital status and
income levels. However, the use of dummy variables was
utilized in data analysis. Respondents delayed in submitting
the questionnaires administered, however, the researcher did
remind the respondents through phone calls and agreed to
collect the questionnaires on an agreed specified time.

Positioning

Effectiveness

Market
Segmentation

Customer

Strategies

Geographic Segmentation
Behavioural Segmentation
Psychographic Segmentation

Demographic Segmentation

L Loyalty

H1 (a-d)

Source: Fieldwork, 2019

Figure 1. Conceptual Framework showing the relationship between Market Segmentation Strategies, Positioning Effectiveness and Customer Loyalty.

Table 1. Reliability and Validity Test.

Measures Loadings T-values B
Geographic Segmentation (CA=0.865, CR=0.867, AVE=0.686)

GS1 The climate pattern influences my engagement in interior design 0.76 Fixed
GS2 The population density (urban, rural or suburban) affects my choice of interior design 0.87 11.74
GS3 The region determines the type of interior designs I opt for 0.85 11.63
Behavioural Segmentation (CA=0.597, CR=0.613, AVE=0.349)

BS1 I change the interior designs of my environment often 0.67 Fixed
BS2 I prefer interior designs which suit my culture 0.59 5.88
BS3 I find the price of interior designs reasonable 0.50 5.20
Psychographie Segmentation (CA=0.621, CR=0.638, AVE=0.380)

PS1 Interior Designs are one of the most important ways I have in expressing my individuality 0.50 Fixed
PS3 I spend a lot of money on Interior Design and accessories 0.78 5.65
PS4 I read interior design magazines or pay attention to interior design trends 0.53 4.95
Customer Loyalty (CA=0.865, CR=0.870, AVE=0.529)

CL1 Overall, [ am extremely satisfied with Interior Design industries 0.71 Fixed
CL2 I would highly recommend Interior Design industries to others 0.71 9.33
CL3 I would repurchase products and services of Interior design industries 0.68 9.00
CL4 I believe Interior design industries deserve my loyalty 0.85 10.99
CLs Over the past years, my loyalty to Interior design has grown stronger 0.78 10.16

CL6 Interior Design industries values people and relationships 0.61 8.11
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Measures Loadings

T-values

B

Positioning Effectiveness ( CA=0.686, CR=0.730, AVE=0.481)
PE2 Interior designs increases the value of a home

PE3 Interior designers make a place attractive and pleasing aesthetically (beautifully) and functionally

PE4 Interior designers think outside the box to improve the outlook of a house or office

0.59
0.85
0.61

Fixed
7.18
6.55

Notes: CR=construct reliability, AVE=average variance extracted, CA=Cronbach’s alpha
Source: Fieldwork, 2019

Table 2. Confirmatory Factor Analysis (CFA) showing discriminant and convergence of the measures.

Measures

Geographic Behavioural Psychographic

Customer

Segmentation Segmentation Segmentation

Loyalty

Positioning
Effectiveness

GS1 0.76

GS2 0.87

GS3 0.85

BS1 0.67

BS2 0.59

BS3 0.5

PS1 0.5
PS3 0.78
PS4 0.53
CL1

CL2

CL3

CL4

CLS

CL6

PE2

PE3

PE4

0.71
0.71
0.68
0.85
0.78
0.61

0.59
0.85
0.61

Source: Fieldwork, 2019

Table 3. Correlations.

Variables 1 2

1. Geographic Segmentation 1

2. Behavioural Segmentation 120 1

3. Psychographic Segmentation .109 474
4 Demographic Segmentation -.079 128
5. Customer loyalty -.139° 339™
6. Positioning Effectiveness .064 134
*. Correlation is significant at the 0.05 level (2-tailed).

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

ok

142"
420
297

ok

ok

241
088

%

544

Source: Fieldwork, 2019

Table 4. Regression Analysis.

Unstandardized estimates (t-values)

Model 1 Model 2

Model 3

Model 4

Significance

Dependent Variables: Customer Loyalty  Positioning Effectiveness
Independent Variables: Market Segmentation Strategies

Geographic Segmentation -.091 (-2.967) 0.19 (.541)
Behavioural Segmentation 135 (2.638) -.012 (-.204)
Psychographic Segmentation 252 (4.699) 232 (3.757)
Demographic Segmentation 195 (2.484) .066 (.739)
Positioning Effectiveness

R 514 .303

R? 264 .092
Adjusted R Square .249 .073

Df 4 4

F 17.520 4.930

Sig. .000 .001

Customer Loyalty

526 (9.113)

544
295
292
1

83.038

.000

Customer Loyalty

-.100 (-3.766)
141 (3.185)
.149 3.111)
1165 (2.442)
446 (8.310)
676

457

444

5

32.719

.000

.001
.000
.002
.015
.000

Note: t-values are denoted in parentheses; Significance level at p<0.01
Source: Fieldwork, 2019
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Table 5. Path Estimation Model.

Path Direct Effect Indirect Effect Total Effect Sobel Test Comment

Geo P Effect Cus Loyal -.091 .019x%.526=0.01 -0.001 0.5417 No Mediation
Behave P Effect Cus Loyal 135 -.012x.526=- 0.006 0.129 -0.2033 No Mediation
Psych P EffectCus Loyal 252 .232x.526=0.122 0.374 3.4084 Partial Mediation
Demo P Effect Cus Loyal 195 .066%.526=0.035 0.23 1.0016 No Mediation

Source: Fieldwork, 2019
Notes: Geo=Geographic Segmentation; Behave=Behavioural Segmentation; Psych=Psychographic Segmentation; Demo=Demographic Segmentation; Cus
Loyal=Customer Loyalty; P Effect=Positioning Effectiveness; Partial mediation significant < 0.05.
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