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REVIEW OF LITERATURE 

PROLOGUE: 

An attempt has been made by the researcher to put forward a bird eye-view on the review of 

literature. 

A well structured review of literature is characterized by a logical flow of ideas; current and 

relevant references with consistent and appropriate referencing style; proper use of 

terminology; and an unbiased and comprehensive view of the previous research on the topic 

(Cooper H, 2010). This chapter is an outcome of browsing, classification, compilation and 

critical examination of theses, research reports, dissertations, as well as scholarly published 

articles, research papers, empirical studies, reference books and publication of the 

proceedings of the seminars, conferences, workshops relating to the chosen area of the 

research study. 

2.0: REVIEW OF LITERATURE: 

In this chapter, an attempt has been made by the researcher to put forward a brief review of 

existing and relevant literature on the selected areas viz., Shopping Orientations; Store 

Attributes; and Retail Formats. The researcher has carried out review of literature on the 

selected store attributes viz., Atmosphere, Store Image, Visual Merchandising, Institutional 

Factors, Physical Facilities, Store Layout, Ambience, Accessibility, Sales Promotion 

Schemes, Range of Products, and Behaviour of Sales Staff. The researcher has also provided 

review of literature on shoppers’ satisfaction, and shopper patronage. 

After the launch of New Industrial Policy the retail sector in India has undergone a paradigm 

shift. The retailers’ in the unorganized market used to offer price discounts, gifts and other 

freebies in order to attract the consumers’ in their stores. The modern day retailer offers a 

wide range of store attributes to attract the shopper. The consumer is at the nucleus for any 

retail outlet. Retailing is always consumer oriented and studying the consumer shopping 

behavior is of paramount significance for the retailers. The consumer now is known as a 

prosumer as he is actively involved and engaged in the shopping journey.                             

This active participation makes him a shopper as he is very cautious and prudent in terms of 

the products that he/she selects for buying. The shopper is one who is not only characterized 

by active participation but also by his/her choice of the shopping environment which he/she 

will remain loyal to while choosing and buying various products. (Source: PWC Retail 

Report, 2015). 
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The subject domain of retailing mainly comprises of the aspects of the behavioural science 

such as shoppers’ attitudes, expectations from retail stores, perception and preferences 

towards attributes offered, shopping motives, patronage intentions etc.  

The other key areas of research from the retailers’ perspective are retail store attributes, 

store formats, merchandise management, assortments quality and variety, supply chain 

management, display and visual merchandising, store ambience and store atmospherics.  

There are ample of studies conducted on various aspects of retail in the last decade 

pertaining to different geographies and demographics, some of them have been covered in 

this chapter. 

This chapter is an outcome of an intensive study on the related literature available in the 

area of retailing. The researcher in this chapter has made a humble attempt to study the 

research carried out by others so as to identify a gap and study it in detail so as to build a 

premise for further empirical investigation in the later part of the study. 

An attempt has been made by the researcher to review the existing and relevant literature on 

selected areas viz., Retailing formats; shopping orientations, and store attributes which is 

briefly discussed in the following section. 

According to Swinyard (1997), shopping patterns of consumers are more sophisticated, they 

expect high level of services and merchandise quality (Swinyard, 1997). 

 Gupta et al. (2004) in his study opined that the Indian consumer behavior in the past decade 

is going through a radical transformation due to availability of large assortment of major 

products leaving an impact on their level of consumption and consumption structure.           

The consumer is no longer shopping from the local market; rather the place of shopping has 

shifted to the stores in malls which offer a wide variety of assortments (Gupta et al., 2004).  

Moschis (1992) studied that malls are generally having entertainment value which caters to 

the younger population segments. The Shopping behaviour of younger consumers’ will be 

dominated by entertainment orientation. The older consumer focuses on convenience and 

leisure and hence tends to be utilitarian in their shopping journey. (Moschis, 1992). 

 According to Mishra (2007), India is swiftly entering into the next wave of modern retailing. 

This can be characterized by huge retail stores and plazas located in prime locations of the 

city which offer shopping facilities along with entertainment and leisure to the consumers. 

The retailers are also offering different experiences to shoppers by having varied formats 

which suit the shoppers’ style of shopping. The retail formats are typical store models which 

carter and assist shoppers for buying various products (Mishra, 2007). 
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Mishra (2008) in his study identified that store capaciousness, favourable demography, rise in  

younger working population, wide availability of brands, variety of consumer financing 

schemes, changing lifestyle, modern retail formats and foreign direct investment are the 

strengths and opportunities for modern retail models (Mishra ,2008).  

Arshad et al. (2008), Kaur and Singh (2007) and Ghosh et al. (2010) identified the prospects 

of retail sector growth in India. He opined that India is a young nation as around 47 per cent 

of India’s population is having the average age of 25 years. This figure is expected to reach 

around 55 per cent by the end of the year 2015. It is clearly evident that this buoyancy of the 

aspirational and consuming class will lead to growth of retail sector in India.    

Dash and Candy (2009), Technopak Retail Report (2011) in their research study revealed that 

growing middle class having high disposable income will lead to the growth of retail sector in 

India. 

Figure Number: 2.1:  Framework of Emerging Retail Formats And Consumer 
Preferences 

 
Source:  Ghosh P, Tripathi V, Kumar A, 2010 
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2.1: THE CONCEPTUAL FRAMEWORK OF SHOPPING ORIENTATIONS AND 

STORE ATTRIBUTES: 

In this section the researcher has made an attempt to highlight the conceptual framework of 

shopping orientations and store attributes. 

Models and concepts developed by Darden (1980), Donovan and Rossiter (1982), Shim and 

Kotsiopulos (1992b), and Mehrabian and Russell (1974) were studied to form the framework 

for this study. 

Darden (1980) developed a patronage model of consumer behavior. The overall objective of 

this model was to operationalize consumer patronage intentions. Darden's model proposed 

relationships between personal characteristics i.e., terminal values, lifestyles, social class, and 

stage in the family life cycle) and shopping orientations, personal characteristics and 

information sources, and information sources and shopping orientations. In addition, Darden 

proposed direct sequential relationships among shopping orientations, store attributes, and 

patronage behavior (Darden ,1980).  

The purpose of this process is to find a store and/or product combination that will satisfy the 

needs of the consumer. The consumer decides to visit stores within the evoked set.             

Decisions about stores are made based on store attribute beliefs and store attribute salience. 

These attributes, as well as inhibitors (i.e., income, time, and social pressure) create 

patronage intentions, which determine patronage behavior and results in stores visited and 

products purchased. Finally, patronage behavior modifies attribute beliefs, shopping 

orientations, and results in the reduction of consumer needs through social experiences. 

Additionally, patronage behavior results in immediate or direct consumption over a period of 

time (ibid). 

Shim and Kotsiopulos (1992a) have relied upon the popular model of Darden for patronage 

behaviour as the base of their theoretical framework for their study. They modified Darden's 

model to examine the patronage behavior of apparel shopping. This research was the first of a 

two-part study of apparel shopping (Shim and Kotsiopoulos, 1992a). 

The researcher has made an attempt to provide a brief conceptual framework  and the model 

to be used in the research study as follows. 
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Figure Number: 2.2: Model of Shopping Orientation and Store Attributes 
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Source: Visser E.M, 2006 [Adopted Proposed Conceptual Theoretical Model of Store 
Attributes and Related Consumer Behaviour Variables] 
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Darden (1971) studied several variables that determine the patronage behaviour of shoppers’. 

The variables identified were store attributes, shopping orientattions, information sources and 

personal variables. The objectives of the study was to predict patronage behavior of apparel 

shopping; to predict store attributes, which influence patronage behavior; to predict shopping 

orientations, which influence store attributes; and to predict information sources, which 

impact shopping orientations (ibid).  

The framework given by Darden in his patronage model is taken as a reference in this 

research study so as to investigate the relationship between shopping orientations and store 

attributes in the selected cities of the Gujarat State.  

Figure Number: 2.3: Darden’s Patronage Model of Consumer Behaviour 

              

 

 

 

 

 

 

 

 

Source: Darden, 1980 
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2.2: SHOPPING ORIENTATIONS: 

In this section, an attempt has been made by the researcher to offer a brief discussion on 

selected literature pertaining to the area of shopping orientation. 

Shopping orientations are the typical and unique ways that a shopper exhibits while buying 

products and services. The shopping orientation can also be used as a market segmentation 

tool by which the retailers’ can reach to their target market by clearly having a focused and 

well defined personalized communication strategies to motivate a particular segment in the 

market. 

Moschis (1992) has defined shopping orientations as shopper patterns that include consumer 

activities, interests, and opinions about the shopping process (Moschis 1992). 

The way of shopping indicates their attitude for shopping which is deep rooted in their mind. 

For example, with respect to values and orientations may reflect consumers’ favorable 

attitude for green and environmentally friendly products. Shopper orientations may be used to 

represent consumers’ personal, economic, recreational and social motivations for shopping 

(Darden and Dorsch, 1980). Researchers have found a link between shopping orientation and 

consumer patronage which is noteworthy. The conceptual models show the influence of 

shopping orientations on patronage behaviour. Consumers have shown preference or lack of 

preference for stores, brands, advertisements and other marketing stimuli such as product 

attributes, brand associations by expressing a favorable or unfavorable attitude (Moschis 

1992). These orientations vary from consumer to consumer (Luomala 2006) and they 

represent rather “long enduring characteristics of individuals” (Westbrook and Black 1985).  

The study conducted by Birtwistle; Doyle and Fenwick on retail shoppers’ behaviour 

conceptualize the perception of the individual shopper with reference to the store attributes 

which are in turn affected by their shopping orientations (Birtwistle et al. 1999; Doyle and 

Fenwick 1974). Lumpkin (1985) investigated the influence of shopping orientations of the 

shoppers’ on the perceived image of a store (Lumpkin 1985; Mason et al. 1983; Osman 

1993). Hanna and Wozniak (2001) studied that perception of the store attributes by the 

shoppers’ is not simply dependent on the orientations of the consumers, but is the result of 

both psychological and emotional constructs of shopping (Hanna and Wozniak, 2001).  

Jarratt (1996) had made an attempt to segment and categorize the shoppers’ into various 

groups.      He derived taxonomies of various groups who have different value propositions 

such as economic, recreational, emotional, social, entertainment oriented etc. (Jarratt, 1996). 
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Further, empirical investigations and their deduced shopper typologies are given by Osman 

(1993).  

Westbrook and Black (1985) extensively summarized other research studies and opined that 

there are shoppers’ who shop with various attitudinal predispositions while they are in the 

retail store. Some shoppers’ give more attention to price, convenience and the variety of 

goods sold, whereas some have a very low involvement and low motivation towards 

shopping across all dimensions (Westbrook and Black, 1985). The first pioneering research 

work in the area of shopping orientation was carried out by Stone. Stone (1954) interviewed 

women buying apparel and identified four kinds of shoppers; Economic shoppers who would 

evaluate the store on its offerings in terms of merchandise and prices; Personalizing shoppers 

who would develop relations with the salespersons. Ethical shoppers were those who shopped 

to help the “little guy.” Apathetic who displayed lack of interest in shopping (Stone, 1954). 

This study became the base for all the studies in this area of shopping orientation. A study in 

Chicago Tribune in 1955 used in-depth interviews and projective techniques to study the 

women shoppers deduced that the shoppers’ can be categorized as Dependent, Compulsive, 

and Individualistic (Brown and Reid, 1955). Gillett (1973) in his research study found that 

the attitude of those who shops from home using online shopping were same as those who 

shop from retail stores (Gillett, 1973). Darden and Ashton (1974-1975) interviewed 

housewives and observed that they are more conscious about their shopping preferences 

compared to working women (Darden and Ashton ,1974-75). Bellenger and Korgaonkar 

(1980) in their research study propounded the shopper typology where they identified that 

there are recreational shoppers who shop in their leisure time whereas others were rational 

regarding shopping and gave more importance to price. They found that women were more 

attracted to store image (Bellenger and Korgaonkar, 1980). Westbrook and Black (1985) 

classified shoppers based on their involvement with shopping. (Westbrook and Black, 1985).  

Tauber (1972) studied and concluded that Shopping is an activity aimed at collecting 

information. The search processes give shoppers an opportunity to ensure that they take the 

right decision. In addition, they also derive emotional satisfaction (Tauber, 1972).  

Carpenter, J.M., Moore, M., (2006) studied shopping activities and identified that it involves 

a “see-touch-feel-select” sequence. The degree to which the shoppers follow the whole or 

part of this process varies with brand, product categories, and other elements of the marketing 

mix (Carpenter, J.M., Moore, M., 2006).  
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In an exploratory study conducted in India (Sinha et. al. 2002), it was found that the extent 

also depended on the association that the shopper had with the store. Shoppers, who were 

new to the store or were, considering buying a brand for the first time, showed a higher level 

of information search. Those who were frequent buyers of the store would either go straight 

to the stack or pick up the product or would ask the retailers when trying a new brand. In 

some cases they would pick up the product. The shopping orientation is a construct that 

represents the way shoppers do perform the shopping activity. It is a science of shopping that 

is affected by the environmental cues presented by the retailer in order to motivate the 

shopper to buy more (ibid). The retailer always attempts to influence the orientation by 

offering good store layout, attractive format for shopping and store environment (Ward, P., 

Davies, B.J. & Kooijman, D., 2007). The shopping orientation is also affected by the 

demographic profile of the shoppers. This results into unique ways that shoppers’ do exhibit 

when they shop from the retail store that is often based on their attitude (ibid). They are 

conceptualized as a specific dimension of lifestyle and operationalized on the basis of 

activities, interests and opinion statements pertaining to acts of shopping. (Visser and Preez, 

2000).  

Tauber (1972) in his research study opined that shoppers do perform shopping for the 

purpose of enjoyment, fun, pleasure and self satisfaction. The act of shopping and visiting a 

store gives a sensory stimulation and a social experience outside the home (Tauber, 1972). 

In his study he pointed out that such shoppers’ will only go to those store where they get 

heavy discounts and products at cheaper prices regardless of the quality.  A shopper who does 

not like shopping tends to shop in stores that are close to their homes Stone (1954) studied 

that Personalizing shoppers include those who prefer shopping at a store “where they know 

my name’(Stone, 1954). There are peculiar shoppers who prefer an individual treatment 

while shopping at a given retail store. 

From the review of literature on shopping orientation it can be understood that shoppers do 

shop with pre defined approaches and their lifestyle affects such a pre-disposition. Several 

studies have found support for the influence of shopper orientation on the perceived image of 

a store (Mason, Durand and Taylor 1983, Lumpkin 1985).  

Shopping orientation reflects shopper styles and the consumers’ needs for product and 

services (Shim & Kotsiopulos, 1992a,1992b). Therefore, consumers with various 

characteristics showed different shopping orientations, which reflect their unique needs and 

preferences (Gutman & Mills, 1982; Lumpkin, 1985; S. Shim & Kotsiopulos, 1992a, 1992b).  
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Apparel shopping orientation is defined as the shoppers’ particular styles when they are 

shopping for apparel products. Apparel shopping orientation can be determined by consumer 

characteristics, demographics, information sources and store attributes, such as store 

environment (Moschis, 1992).  

Shopping orientations have been shown to be reliable predictors of customer patronage 

behaviour in other retail formats such as catalogue and mall shopping (Bloch et al. 1994; 

Gehrt and Carter 1992; Gehrt et al. 1992).  

Recreational shoppers, for instance, view shopping as a social activity, and often combine 

shopping with socializing (Bellenger and Korgaonkar, 1980). Other classifications are based 

on shoppers’ preferences for in-home shopping and mall shopping (Darden and Reynolds, 

1971; Hawes and Lumpkin, 1984; Lumpkin et al., 1986), shopping proneness (Arora, 1985), 

and the importance placed on convenience (Lumpkin and Hunt 1989). Korgaonkar (1984) 

tested hypotheses related to consumers’ shopping orientations and their intentions to 

patronize non-store retailers, and found that convenience and price-oriented shoppers would 

be more likely to use non-store alternatives when compared to brand conscious shoppers. 

These results resonated with Gehrt and Carter’s (1992) findings that convenience and 

recreational orientations are related to catalogue shopping. Vijayasarathy and Jones (2000) 

found that in-home shopping and mall shopping orientations were significant discriminators 

between low and high intentions to shop online. Existing research supported this idea, 

indicating that consumers are motivated to go shopping for different reasons other than pure 

product acquisition (Buttle & Coates, 1984; Tauber, 1972; Westbrook & Black, 1985).           

Some consumers simply enjoyed shopping with or without purchasing. For consumers, 

shopping is both a short-term and long-term relationship with the marketplace, depending on 

a variety of factors that include the nature of the experience, information search, the type of 

product or service sought, and the price point of the goods being considered (Gilmore, R., 

1987). Time, money, safety, the choice among alternatives of products and retailers, and 

perceived value are some of the factors of interest that consumer’s feel that they can control. 

Retailing has changed along with its customers. Consumers have become increasingly more 

sophisticated and demanding during the past two decades with the availability and abundance 

of products, services, information, and technology, as well as a new abundance of retail stores 

and channels (Terblanche & Boshoff, 2006). Today, the shopping experience has become a 

central element of consumers’ lives, and for the postmodern consumer, consumption has 

become an act of experience production and an expression of the self or self-image (Firat & 

Dholakia, 1995).  
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In response, many retailers are strategizing to turn shopping into a high-value pursuit and are 

generating consumer value as an important source of competitive advantage (Woodruff, 

1997). Schewe and Balazs (1992) discussed that role transitions may result in changes in 

consumer behavior due to the enactment of new roles.  

Therefore, we assume that changes in college senior students’ apparel shopping orientations 

may be due to the student’s need to redefine his or her self-concept as a result of the 

assumption of a new role (Gentry, Kennedy, Paul, & Hill, 1995).  

People’s motives for shopping are a function of numerous variables, many of which are 

unrelated to the actual buying of products. Shopping experience is a utilitarian effort aimed at 

obtaining needed goods and services as well as hedonic rewards. Literature in marketing and 

related behavioural sciences suggests a breadth of consumer motives for shopping.            

The idea that consumers are motivated by more than simply the utilitarian motive to obtain 

desired items has been acknowledged at least as far back as the 1960s by Howard and Sheth 

(1969). Their consumer behaviour model, in addition to considering traditional explanatory 

variables such as needs, brand attitudes, and the impact of shopping behaviour on 

promotions, also examined less explicitly utilitarian consumer motives such as arousal 

seeking and symbolic communication. Skinner (1969) identified the basic consumer motives 

in selecting a supermarket for the retail food industry. His study revealed that six variables: 

friendliness, selection/assortment, cleanliness, parking, fast checkout service, and ease of 

shopping to increase the probability of the shopping trip being pleasant. Tauber (1972) 

advanced the idea that shoppers were often motivated by a number of personal and social 

factors unrelated to the actual need to buy products. He proposed that people shop not just to 

purchase goods, but to learn about new trends, to make themselves feel better, to gain 

acceptance with their peers, and simply to divert themselves from life’s daily routine.               

He identified eleven hidden motives that drive people to the stores and often lead to ‘impulse 

buys’ among consumers who initially were not planning on buying anything at all.                

This included social interaction which consists of a variety of social motives, such as, social 

interaction, reference group affiliation and communicating with others having similar 

interests. The information-seeking motive, as proposed by Tauber, included information 

seeking, comparison, and accessing in a retail context. Tauber (1972) suggested that a 

traditional emphasis on information processing related to specific product attributes, and 

resultant focus on what may be termed utilitarian shopping considerations, does not 

completely explain purchase and consumption behavior.  
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Researchers have identified a segment of consumer ‘market mavens’ who are particularly 

likely to provide other people with information on obtaining the best values for particular 

purchases. Individuals scoring highest on the maven scale were found not only to engage in 

more information search and provide others with more information, but also to enjoy 

shopping more (Feick and Price, 1987; Slama and Williams, 1990; Belch et al., 2005).  

Thompson et al. (1993) similarly observed hedonic and utilitarian shopping motives 

coexisting among consumers, although one mode tended to dominate some consumers. 

Schindler (1989) suggested that while some consumers may be strongly influenced by the 

utilitarian benefits of obtaining a valued product at a good price, ‘ego-expressive’ desires to 

bolster one’s self-concept as a smart shopper may be a stronger motivator. He did not 

formally test this hypothesis. Numerous researchers (e.g., Feick and Price, 1987; Lichtenstein 

et al., 1990; Schindler, 1990; Slama and Williams, 1990) have focused on the feelings of 

mastery experienced by consumers who feel responsible for being able to obtain good deals. 

It is evident that consumers often experience an involvement in the shopping process which 

far exceeds a detached effort to obtain desired products in an efficient and cost-effective 

manner. This experience may be primarily recreational in nature, or may be motivated more 

in terms of ego-involvement in one’s shopping skills. In the retail shopping experience, a 

recreational shopper is seen to be one who enjoys shopping and appreciates the process and 

enjoyment of shopping. Tauber (1972), Rohm and Swaminathan (2004) identified two 

concepts of retail shopping motives. On one hand, retail shopping experience refers to the 

enjoyment of shopping as a leisure-based activity and second, it taps into aspects of the 

enjoyment of shopping for its own sake. It was argued that, in many instances, consumers 

may desire to obtain a higher level of experiential consumption relative to utilitarian 

consumption (Kim, 2001). Shopping enjoyment is an enduring individual trait that influences 

enduring shopping style and has previously been associated with transient emotional 

responses (Dawson et al., 1990; Koufaris et al., 2002). That is the underlying and enduring 

shopping enjoyment trait impacts transient emotions that may arise during particular 

shopping episodes. Positive emotions such as excitement, pleasure, and satisfaction have also 

been identified as significant determinants of consumer shopping behaviour. The importance 

of the emotional element for successful retailing has been evidenced in the emphasis on 

emotional retailing (Kim et al. 2002). Regarding the emotional responses of consumers to the 

textile/apparel product offerings at stores, Kim et al. (2002) found that consumers in 

Shanghai gave higher ratings to utilitarian responses, i.e. efficient, timesaving, convenient 

than to hedonic responses, i.e. excited, surprised, interested.  
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Korean consumers rated utilitarian and hedonic responses approximately equally. This result 

reflected how consumers at discount stores in the two country markets responded to their 

present textile/apparel offerings at the stores. It was also suggested that satisfying shoppers in 

the discount store format with utilitarian attributes of textile/apparel products is critically 

important to eliciting positive hedonic emotions as well as utilitarian emotions (ibid).  

Consumers in China who generally believe that shopping is very important to their life rated 

high in both utilitarian and hedonic responses. Also, Chinese consumers who go shopping for 

the purpose of getting away from daily routines exhibited stronger utilitarian responses.           

In other words, shopping at a discount store is an important leisure activity to the Chinese 

consumer. However, Korean consumers’ responses to textile/apparel products were not 

affected by either individual consumers shopping involvement or shopping motives. Haanpa 

(2005) made a comparison of different motives and shopping styles. Her study revealed that 

Finnish consumers were very functionally oriented; they valued ease and convenience and 

very tangible elements of shopping, such as having the possibility to buy alimentary 

concurrently when going shopping for other purposes than daily consumer goods. The factor 

dimensions produced with principal component analysis formed two experiential and 

gratification type factors, labeled as Hedonistic and Recreational motives. The other two 

factors were named as Economic and Convenience motive. The analysis of variance revealed 

that there were, to a certain extent, differences among different consumer groups.           

Consumers that were demanding enjoyable experiences in their shopping trips were typically 

young females especially when it came to shopping are hedonic and escapist elements. 

Young consumers looked for interesting shopping experiences that were a mixture of social 

and emotional needs and wants and related to interaction and communication with other 

people. Parsons (2002) in a follow-up study reported that many of the hidden motivations 

uncovered by Tauber thirty years prior are relevant to internet shopping today. His findings 

revealed that online shoppers are commonly driven by personal motives such as diversion, 

self-gratification, and learning about new trends; and social motives, including social 

experiences outside the home, communications with others having a similar interest, peer 

group attraction, and status and authority. Birtwistle et al. (1999) stated that defining market 

segments through behavioural aspects supply a more concrete foundation for a marketing 

strategy. By understanding the characteristics of the segments, effective communication can 

be developed. Du Preez (2001) chose demographics, family life cycle, lifestyle, cultural 

consciousness, patronage behaviour, shopping orientation, and place of distribution to form 

clusters of female apparel shoppers.  
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Some variables chosen by other researchers to investigate shopping behaviour were 

information sources, situational influences, shopping orientation, product-specific variables, 

media usage, store-specific variables, socio-psychological attributes, clothing involvement, 

demographics, socio-cultural, clothing store dimensions, and clothing orientation.  

It also includes factors viz., psychographics, personal characteristics and self-concept 

(Gutman & Mills, 1982, Visser et. al., 1996, Shim & Bickle, 1994; Visser & Du Preez, 1996). 

Lewison (1997) defined patronage as how individuals choose an outlet for shopping.          

Store choice and patronage patterns are based on consumer’s perceptions, images, and 

attitudes formed from experiences, information, and need. Furthermore, patronage behavior 

involves a decision process related to where consumers shop, how they shop, and what they 

purchase. This decision process is often initiated by patronage motives, which determine why 

consumers shop and make purchases at certain retail stores (Neuborne, 1999). As stated by 

Coleman et al. (1961) the patronage decision process involves three basic components viz., 

retailer attributes, consumer characteristics and the choice context. Preference for certain 

retailer attributes differs by consumer and these preferences are reflected in store choice.         

The store attributes are store prices and values, merchandise selection, purchasing 

convenience, services offered, merchandise quality, treatment by store personnel, and store 

reputation (Finn, 1996). Additionally, he stated that patronage behavior was influenced by 

consumers’ demographic characteristics, store characteristics, competitive environment, and 

socio-economic environment. 

A report of retail consumer survey was conducted by CBRE (2015) to identify current and 

future shopping trends across the Asia Pacific (APAC) region and findings related to way of 

shopping of Indian consumer showed that 81 percent favour overall ‘shopping large regional 

shopping centers experience; 69 percent feel that addition percent shop at physical stores 

(Abhinav Joshi, 2015). Keeping in mind the value-conscious average Indian consumer, 97 

percent of respondents also referred to price as a key factor. Other important decision factors 

included convenience to travel 97 percent, presence of parking facilities 96 percent and range 

of retailers 96 percent. Shopping centers are seen as having important social roles, being 

places for social gatherings and cultural celebrations. Overall experience did matter in their 

choice of destinations. Areas suggested for improvement for retail store by consumers 

includes Introduction of free parking; more events; addition of new international brands and 

Renovation of the retail store (ibid). 
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Shopper Typology: 

There are different shopper types depending on the orientation that they possess, which is 

discussed in the following section. 

Brand conscious and or loyal shopper is a shopper category that reflects the consumer’s 

desire to purchase certain well-known brands of clothing from particular stores                

(Cash R. Patrick, 1986).  

Convenience and or time conscious shopper is a shopper category that reflects the 

consumer’s desire to purchase clothing at the most convenient store. Also, this shopper 

prefers not to spend too much time planning clothing shopping (Baker, 1992). 

Economic/price conscious shopper is a shopper category that reflects that consumers’ desire 

to shop around for bargains and pay attention to clothing prices (Williams, R.H., Painter, J.J., 

Nicholas, H.R., 1978). Fashion-conscious shopper is a shopper category that reflects 

consumers that keep their wardrobe up-to-date with latest trends, one who is confident about 

shopping for clothing and feels that dressing is an important part of one’s life. This shopper 

thinks of herself as a good clothing shopper, has the ability to choose the right clothing and 

will usually purchase clothing without hesitation (Baker, 1992 and Donthu, N and Gilliland 

D, 1996). 

· Economic Shoppers: 

Bellenger and Korgaonkar (1980) obtained a profile of 324 recreational shoppers in 

Atlanta, GA.  Lumpkin also studied economic shoppers (Bellenger and Korgaonkar, 

1980). These are the shoppers’ who only seek economic value in their entire shopping 

journey. They have a tendency to obtain highest economic value i.e. value for money. 

· Personalizing shoppers: 

The personalizing shoppers’ are those who want a personal attention while they carry out 

their shopping related activities. They are very sensitive and may get irritated if the 

retailer does not pay attention to their needs and wants. They want a personalized and 

customized shopping experience and put their choices in the first priority (ibid). 

· Ethical shoppers: 

Lumpkin et. al. (1985) categorized rural consumers into three shopping orientation 

groups. Consumers were identified as inactive in shoppers, active out shoppers, and 

thrifty innovators. Out shoppers were those that shopped outside their hometown or those 

that used other buying methods such as catalogue shopping.  
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· Apathetic shoppers: 

These people are least interested in their task of shopping. Lumpkin et al. (1982) also 

examined apathetic shoppers among elderly consumers. They can be described as 

shopping less than the other two shopper types economic and active shoppers.   

· Apathetic shoppers were characterized as those who did not like to shop, wanted to get 

through the shopping activity with minimum time and effort.  

They have negative views of stores and their policies. These shoppers often established 

relationships with sales people, usually in specialty stores to select their clothing 

(Lumpkin et al., 1982). 

· Recreational shoppers 

Bellenger and Korgaonkar (1980) examined the recreational shopper.  The recreational 

shopper tended to be an active shopper who preferred a pleasant store atmosphere with a 

large variety of high quality merchandise. This shopper spent more time shopping even 

after making purchases, tended to buy something she liked regardless of urgency or need, 

and spent less time deliberating before purchases. The recreational shopper engaged in 

more information seeking than the economic shopper did (Bellenger and Korgaonkar, 

1980). 

2.3: RETAIL FORMATS AND STORE ATTRIBUTES: 

Here, in this section an attempt has been made to review the existing literature on retail 

formats and selected store attributes respectively. 

2.3.1: RETAIL FORMAT: 

According to Hino (2010) the emergence and expansion of supermarkets have gradually 

decreased the market share of the traditional formats. The factors that helped supermarkets 

gain consumer preference over the traditional stores are the ‘consumers’ economic ability’ 

and the ‘format output’. Kuruvilla and Ganguli (2008), Rajagopal (2009), Srivastava (2008) 

and Jhamb and Kiran (2012) opined that mall development was expected to grow at a rapid 

pace in metros and mini metros. Shukla (2007) described that food and grocery, health and 

beauty, apparel, jewellery, footwear, home furniture, household goods, personal goods and 

consumer durables are the fastest growing categories of organized retail. The most 

appropriate retail formats for various items are food and grocery supermarket; health and 

beauty care services supermarket; clothing and apparels’ mall; entertainment mall; watches 

hypermarket; pharmaceuticals hypermarket; mobile, accessories and services hypermarket; 

and foot wares departmental store (Goyal et al., 2009).  
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The results of the study by Mishra (2007) showed that consumers buy essentially 

convenience goods with lower level of risk from organized outlets and essential products 

with higher risk from traditional retailers. Mishra (2007) tried to explore the way organized 

retail had dramatically changed not only the Indian traditional retailing structure but also in 

the consumption behaviour. Benito et al. (2007) analyzed the relationship between the         

geo-demographic profile of consumers and retail format choice while accounting for the 

effects of spatial convenience.  

Aggarwal (2008) highlighted the emergence of organized retailing in India and view the 

catalytic effects of retail on the Indian Economy. Employment generation, growth of real 

estate, increase in disposable income and development of retail ancillary market are the 

various catalytic effects on Indian economy.  

Further, several researchers noted that the transformation of traditional formats into new 

formats, viz., departmental stores, hypermarkets, supermarkets, speciality stores and malls 

taking the lead in attracting consumers in the metro and mini metros. Aggarwal (2008) and 

Bhardwaj et al. (2007) indicated that the organized retail industry will mean thousands of 

new jobs, increasing income level, improved standard of living, better products, better 

shopping experience etc. Consumers have multiple options to choose, ranging from the 

shopkeeper to the most sophisticated supermarkets, departmental stores, plazas and malls 

which provide the latest and better quality products. All this has made India the top spot 

among the favoured retail destination as observed by Gupta (2004), India Retail Report 

(2009), and Hino (2010). The study by Dash et al. (2009), Kaur et al. (2007) depicted that the 

growing middle class, large number of earning youth customers, increase in spending, and 

improvement in infrastructure, and liberalization of the Indian economy offer tremendous 

opportunities for organized retailing in India. Accordingly, six emerging retail formats viz. 

malls, speciality stores, convenience stores, discount stores, hyper/supermarkets and 

departmental stores have been taken up in the present study in the selected cities of Gujarat 

State. 

2.3.2: STORE ATTRIBUTES: 

In this section, an attempt has been made to review the selected store attributes that were 

selected in the research study. 

Herpen and Pieters (2000) categorize that the store attribute-approach is more successful as it 

motivates the consumer to buy the products. The product attributes get a boost from a 

pleasing store atmosphere. This helps the retailer to be more profitable as not only the sales 

per person increase but the shopper will prefer to visit the same store again in future.          
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The study also revealed that both products as well as store attributes play an important role in 

attracting and retaining the shoppers’ in the retail store. The focal point of research is store 

attributes that is the retailers’ attribute to portray store as a brand (Herpen and Pieters, 2000). 

Popkowski et al. (2001) studied that the emerging retail formats are offering a wide range of 

service attributes which leads to ease of shopping for the shoppers’. Due to emergence of 

various store formats the shoppers’ can now select many products in less time.  

Popkowski et al., (2001) and Gupta (2004) is of the view that consumers’ prefer modern 

retail formats due to latest and better quality products (Gupta, 2004). Urbonavicius and 

Ivanauskas (2005) methodology is based on evaluation of attributes of the retail outlet offered 

to the shoppers’ and its perception by shoppers’. The various store attributes include quality 

of the goods sold, assortment of the goods and prices.  

They identified that image of the retail outlet was given more importance by the shoppers’ 

compared to the other store attributes (Urbonavicius and Ivanauskas, 2005). In a research 

study conducted by Lather and Kaur (2006) and Gupta (1988) the major store attributes that 

were given due recognition by shoppers’ was the price of the goods sold, sales staff 

behaviour, quality of goods, assortment and variety of goods. (Lather and Kaur , 2006).  

The study by Jackson et al. (2011) and Tendai and Crispen (2009) in their research study 

illustrate that consumer choice between stores can be understood in terms of accessibility and 

convenience. When the shoppers’ are inside the store value, price, and quality of products 

play an important role (ibid). Erdem et al. (1999) observed that there exists a relationship 

between shoppers’ orientation and the importance that they associate with store attributes. 

The study indicated that shoppers; give prime importance to the various store attributes and 

will have loyalty intentions for those stores which not only offer them value for money but 

also a pleasing and a stimulating shopping environment (Erdem et al., 1999). Thang and Tan 

(2003) and Dalwadi et al. (2010) studied that modern day shopper prefers to visit a shopping 

mall and is influenced by various factors like location, ambience, assortment, sales promotion 

schemes and in-store services. The availability of all products’ under a single roof and the 

image of “One-Stop-Shop” were given more importance. Such outlets were found it more 

convenient, time saving and satisfactory (Dalwadi et al., 2010). Mittal and Mittal (2008) 

studied and opined that the retailers while formulating the marketing strategy ought to 

consider two sets of key attributes namely loyalty drivers and shopping experience enhancers. 

These attributes will have to be integrated into the retail format to create a robust strategy to 

win in a competitive retail market.  
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The key for success is to give memorable, pleasing, and exciting experience to the shoppers’ 

by creating a fun filled and enriching shopping environment that leads to impulsive buying 

among consumers and the shoppers will prefer to visit the store frequently as they get 

attached to the various attributes offered by these stores (ibid). A study conducted by Gopal, 

Jain R. and S. Bagdare (2009), and Jacobs et al. (2010) points out the various store attributes 

like layout, ambience, display, self service kiosks which the shoppers’ give importance to 

while shopping in the retail outlet.  

The study emphasizes that the hedonic aspects of shopping are more important for modern 

day shoppers’ (Spangenberg et. al., 2005). The study conducted by Jackson et al. (2011) 

investigate the degree to which attitudes toward store characteristics and shopping value are 

derived from a store across different demographic parameters (Jackson et al. 2011). 

Store atmospheric attributes form the overall context specific imagery within which shoppers 

make decisions of store selection and patronize the same retail stores in future. Retailers have 

now realized the importance of such attributes and systematically try to avail of an ambience, 

including appropriate colors, music and so on that will attract their target customers (Kotler, 

1973-1974). Erdem et al. (2003) examined the linkage between consumer values and the 

importance of some salient store attributes. The study indicated that the important judgments 

for store attributes were influenced by the set of terminal and instrumental values viewed as 

important by the shoppers. Thang et al. (2003) and Dalwadi et al. (2010) supported that 

consumers’ choice of shopping malls over traditional market stores is influenced by various 

factors like location, ambience, assortment, sales promotion schemes and in-store services. 

The facility of one stop-shop had a positive response from the consumers, who found it more 

convenient, time saving and satisfactory. Mittal et al. (2011) suggested that the retailers’ 

marketing strategy will have to take into account two sets of attributes such as loyalty drivers 

and shopping experience enhancers. These attributes would have to be integrated into the 

retail format. According to Jayaraman and Aggarwal (2001), Rajagopal (2007), Jain and 

Bagdare (2009) and Jacobs et al. (2010) opined that layout, ambience, display, self service, 

value added services, technology based operations and many more dimensions with modern 

outlook and practices are the major determinants of emerging retail formats. 

Herpen and Pieters (2000) pointed out that the attribute-approach captures consumers’ 

perception of assortment variety better than the product-based approach and it offers new 

insights into assortment variety. Popkowski et al. (2001) observed that the changing retail 

structure has provided the consumers with more options in the form of formats and services 

such as a large variety of products, quality products and less travel time, etc.  
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Gupta (2004) and Urbonavicius et al. (2005) were of the view that consumers prefer 

emerging retail formats due to its significant product attributes which include product quality, 

assortment of merchandise, variety and product prices. According to Lather et al. (2006) 

studied six main indicators namely, price, sales personnel, quality of merchandise, assortment 

of merchandise, advertising services and convenience services play a key role for retailers in 

choosing the type of retail formats. 

Sinha & Banerjee (2004) established the relation between the store attributes and the 

consumers’ motivation in selecting various store formats. Mittal & Mehta (2011) explored 

the factors influencing the shoppers of grocery stores in India with the help of six store 

attribute factors such as Store Ambience and Layout, Service and loyalty schemes, Price and 

Quality, One Stop Shopping, Convenience and Salesmen.  

Another research in context to store attributes carried out by Verma & Madan (2011). 

Martineau (1958) was the first researcher to work on store attributes (Erdem, Oumlil, & 

Tuncalp, 1999). He described store attributes as factors responsible for store image 

formation. Further, he opined that the store image leads to create personality of the store in 

the mind of customers and customers’ decisions are influenced by the picture of the entire 

store. The image of the store is formed in customer mind by some store attributes viz., 

Layout, Architecture, Symbols and Colours, Advertising, and Sales personnel matched with 

various patterns of consumer behaviour. Through literature review, Kunkel & Berry (1968) 

understood that store image had increased notably in past decades but the rate of knowledge 

has not progressed accordingly. In their research study they opined that a man selects a store 

for buying based his experiences while shopping in a store. Work in this area carried out by 

developing a behavioural concepts (influenced by societal and subculture norms) of store 

images (formed by 12 store attributes viz., Price of Merchandise, Quality of Merchandise, 

Assortment of Merchandise, Fashion of Merchandise, Sales personnel, Location convenience, 

other convenience factors, Services, Sales Promotion, Advertising, Store Atmosphere and 

reputation on Adjustments). Lindquist (1974-75) conducted a survey of empirical and 

hypothetical evidence for defining the meaning of image. He summarized the image-related 

attributes found by scholars in the field of defining store image through store attributes.           

He found that following attributes were important viz., Assortment; Merchandise Quality; 

Merchandise Pricing; Locational Convenience; Merchandise Styling; Fashion; Service; and 

Salesclerk Services. The studies related to store selection were based on consumer 

perceptions, which are formed or influence by store attributes.  
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Lambert (1979) found that consumers’ perceptions about the store image are likely to be 

influenced by the types of stores visited repeatedly in past and attributes of these stores such 

as Color, Lighting, Signage, Clientele, Salespeople. Treblanche (1999) identified the 

determining factors of store attributes influencing consumer perception about a store viz., 

types of customer, store location, price levels, services offered, merchandising mix, and 

Physical facilities. He suggested that store image could be defined in the consumers’ mind as 

a combination of the store’s functional qualities and an impression of the store’s 

psychological attributes.  

The study also found that the more favourable the image, the more likely it is the consumers 

would shop and buy at the store. In an effort to identify determinants of retail patronage, 

researchers have highlighted store image as the most important determinant (Erdem et al., 

1996).  

Store image has multiple dimensions and should be measured by multiple attributes as 

suggested by Kim and Jin (2001a). According to Yue and Zinkhan (2006), store atmospherics 

mainly focus on the physical store attributes. In fact, the atmosphere of the store is often 

designed to induce emotions in shoppers. In-store elements such as displays, lighting, music, 

scent, color, helpful employees and product demonstrations or samples are designed to evoke 

positive feelings within shopper in the environment (Solomon, 2007). Considerable research 

efforts have been directed to identify important store attributes that constitutes to reimage, 

which affects consumers’ store choice and patronage (Lindquist, 1974-1975).            

Lindquist (1974–1975) synthesized the store attributes in to nine dimensions viz., 

merchandising, service, clientele, physical facilities, convenience, promotion, store 

atmosphere, institutional factors and past transactions. Among these, product related 

considerations such as quality, assortment and price are treated to be the most critical 

dimensions. However, the importance of various store attributes varies by store format and 

customer base (Jin and Kim et al., 2001). A study by Erdem et al. (1996) identified three key 

store attributes for clothing shopping viz., status, merchandise and price. The study revealed 

that the importance of the store attributes may vary depending on the purpose of shopping 

and thus may vary for different retail store formats. There is a positive association found in 

store attributes and consumers’ subjective psychological states of enjoyment and arousal 

(Sherman et. al., 1997). A study by Pan and Zinkhan (2008) suggested that several attributes 

affect consumer’s preferences and expectations of retail stores, such assortment, service, 

product quality, store atmosphere, store location, price level, checkout speed, hours of 

operation, friendliness of salespeople, and parking facilities.  
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Shoppers’ perception of product and service quality was also found to be positively related to 

the store patronage (Baker et al., 1994; Darley and Lim, 1993; Sirohi and McLaughlin, 1998; 

Zeithaml and Berry, 1996). Other studies suggest that consumer demographic variables may 

also be related to store patronage (Bellenger et al., 1977; Korgaonkar et al., 1985), although 

no consensus existed on this relationship. They  studied the convenience attribute in a service 

setting and define it as “all types of convenience that reduce consumer’s time or effort in 

shopping, such as operating hours, or credit availability, belong to the domain of service 

convenience” (Dube, L., Chebat, J.C. & Morin, S.,1995). Attributes such as location, hours of 

operation, payment conditions, employee service and assistance, parking and store access, all 

belong to the concept of service convenience. Consumers’ perceptions of convenience were 

found to have a positive effect on their satisfaction with the service provided (Baker J.,1987).  

Cash, R. Patrick, (1991) had defined store patronage is “a store choice behavior which 

represents an individual’s preference for a particular store for purchasing apparel products’. 

The physical environment is “a composite of the tangible elements of form as reflected in the 

way land, building, equipment, and fixtures are assembled for the convenience and comfort 

of both consumers and retailer” (Lewison,1994). Environmental dimensions were physical 

store attributes such as air quality, lighting, layout, carpeting, aisle placement and width, 

temperature, noise, and background music used to project store image and influence store 

choice (Bitner, 1992). 

Suz Jack Chan, Cheng Ling Tan (2016) collected from a survey of 194 customers from 

community pharmacies in Malaysia using partial least square method for analyzing the data 

results revealed that security and reliability and store attributes have direct effects on the 

specific dimensions of customer emotional experiences. This implies store attributes and 

reliability of community pharmacies are a significant predictor of customer emotional 

experience among community pharmacies customers (Suz Jack Chan, Cheng Ling Tan, 

2016).Ladeira Wagner, et.al, (2016) examined how the context in which the product is 

purchased and product value influence consumer satisfaction. The findings from structural 

equation modeling suggested that a specific combination of store attributes and hedonic 

product value has a positive influence on satisfaction. Results also showed that tangible store 

attributes have a stronger positive impact on utilitarian product value, and that intangible 

store attributes have a positive impact on hedonic product value. However, we found that 

only hedonic product value has a positive impact on satisfaction. This research contributes to 

theory by showing that a match between store attributes and hedonic product value can 

positively influence satisfaction.  
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In managerial terms, the findings provide insights on how to improve consumer satisfaction 

in retail environments through store attributes and hedonic product value (Ladeira Wagner, 

et.al, 2016). 

Martínez-Ruiz María Pilar, et. al., (2017) attempted to understand which specific factors of 

retail stores’ offering affect unplanned buyers’ satisfaction may be of great interest to store 

managers as they could set ad hoc strategies to target these consumers and establish long-

term, profitable relationships with them.  

Satisfied unplanned buyers could indeed return to the store where they purchased their 

unplanned item(s) and/or positively talk about it with other customers.  

This Survey data were gathered on consumers’ store satisfaction and perceptions of store 

attributes in Spain during two time periods: in the year 2008, when the crisis was barely 

noticed by Spanish consumers, and five years later, when consumers were experiencing this 

economic situation. The results obtained evidence how grocery retailers can respond to 

customers’ awareness of the crisis by providing some managerial recommendations for 

bolstering satisfaction in consumer segments with diverse levels of unplanned buying 

behavior (Martínez-Ruiz María Pilar, et. al., (2017). 

Radhika, P. and Sellappan, R. (2015) explored the significant relationship between 

personality and various store attributes considered important by the customers while 

purchasing apparels in Coimbatore city. The data were collected through structured 

questionnaire using store intercept technique and three stage area sampling method to select 

30 stores on the basis of its store image and reputation. Responses are elicited from 50 

customers from each of the selected store and Factor Analysis was used to condense the 

fifteen factors of store attributes. The result confirmed the relationship between various 

personality dimensions and store attributes (Radhika, P. and Sellappan, R., 2015). 

Cristina Calvo-Porral & Jean-Pierre Lévy-Mangin (2017) in their research attempted to study 

if the store-based attributes have different influence on customer satisfaction and loyalty, 

according to the quality perception of products, and suggest the moderating role of products’ 

perceived quality. The research examine the role of the products’ perceived quality in the 

context of the specialty food retailing, aiming to analyze whether the quality perception of 

products influences consumer satisfaction and loyalty towards the specialty food stores 

(Cristina Calvo-Porral & Jean-Pierre Lévy-Mangin, 2017).The finding suggested that the 

store service is a key factor influencing consumer satisfaction in specialty food retailing, for 

consumers who have a low product quality perception. Compared with high perceived quality 

consumers who put more emphasis on the store environment.  
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The consumers with low perceived quality demand specialty retailers to provide more 

valuable services, and maybe expect extra benefits from the specialty stores, including better 

help, advice and service from the employees. So it seems that, when customers perceive 

specialty products as having poor quality, they are demanding great service and an attractive 

store environment in order to come back to the store.  

Consequently, specialty store service, environment and distribution influence customer 

satisfaction regardless the product quality perception; despite the degree of influence varies 

according to the level or perceived quality (Cristina Calvo-Porral & Jean-Pierre Lévy-

Mangin, 2017). 

Christina S. Simmers and Nancy K. Keith (2015) compared the attributes and dimensions 

measured by retail store comment cards to the attributes, sub-dimensions, and dimensions of 

the Retail Service Quality Scales (RSQS). Findings revealed that the comment cards do not 

include two RSQS sub-dimensions, convenience (physical aspect), and promises (reliability), 

and eighteen of the RSQS scale items. Further, comment cards measured attributes that were 

not captured by RSQS, including the friendliness and professionalism of the sales staff, 

check-out, delivery, loading and availability of service, price, selection, value, condition, 

usability, styling and preference of the product, and the location of the store facilities 

(Christina S. Simmers and Nancy K. Keith, 2015). 

Dr. M. Selvalakshmi and Dr. K. Ravichandran (2015) attempted to understand the women 

customers’ expectations and perceptions of Retail Service and the perceived Retail service 

quality Gap in the women’s apparel segment using Retail Service quality measure and also to 

infer the key factors contributing to the customer expectations and perceptions using factor 

analysis. The findings from the study confirmed that the major retail service quality gap was 

experienced with the dimensions contributing to the reliability and researcher emphasized on 

the need for the retail firms to focus on attributes related to reliability of retail services           

(Dr. M. Selvalakshmi and Dr. K. Ravichandran, 2015). 

2.3.2.1: Store Attributes and Shopping Experience: 

Lambert (1979), Lumpkin et al. (1985), and Mason and Bearden (1978) implied that store 

attributes and shopping patterns of the elderly are based on their perceptions of how the 

retailers meet their wants and needs. Mason and Bearden (1978) suggested that elderly 

consumers often shop for reasons other than buying goods. Dychtwald and Flower (1990) 

aver that the "mature consumer is more interested in purchasing experiences than things". 

Some research has been conducted regarding the shopping patterns of the elderly. For 

example, Mason and Bearden (1978) conclude that the elderly prefer to shop in the mornings. 
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Also, Lumpkin and Hite (1988) and Mason and Bearden (1978) did not confirm that the 

elderly are not frequent users of catalogs, nor are they as homebound as stereotypically 

portrayed. However, Lumpkin's study (1984) contradicts other studies that suggest the elderly 

enjoy the shopping experience (Gelb, 1982; Lambert, 1979; Mason and Bearden, 1978). The 

shopping patterns of the elderly support the perception that the elderly possess store loyalty.  

Although stores offering senior discounts are viewed more favourably, the elderly are not 

likely to change their store patronage just to try something different (Lambert, 1979; 

Lumpkin and Greenberg, 1982; Mason and Bearden, 1978. Bone (1991) suggested that the 

mature market can be attracted by offering special discounts based on age. However, Bone 

(1991), and other researchers caution marketers that it is a "false assumption that the mature 

market has low discretionary income and thus the price is the determinant attribute".             

Hence, assuming that price is the key determinant can be misleading. Smith and Moschis 

(1985) suggested that age relates positively to the use of money saving sales promotion 

offers, such as cents off and/or coupons; yet, their research does not support this view.  

In many instances, price and price-related aspects are of lesser importance, which could 

explain the preference for department store shopping by the mature patron as opposed to 

discount store shopping (Lambert, 1979; Lumpkin and Greenberg, 1982; Lumpkin et al., 

1985; Mason and Bearden, 1978). Lambert (1979), Lumpkin et al. (1985), and Mason and 

Bearden (1978) agreed that the most important attributes of store selection relate to the 

relationship of quality to price and the finding of satisfactory products. The elderly consumer 

prefers quality products yet wants attractive prices, value for the money. The elderly want 

fashionable clothing and the ability to return unsatisfactory goods (Greco, 1986; Lumpkin et 

al., 1985). Another group of attributes which affected the store choice of the elderly 

consumer is sales (Lambert, 1979; Lumpkin et al., 1985). Another important consideration is 

the availability of advertised products and the ease in locating these advertised products 

within the store. Also included in the group of important attributes are helpful and courteous 

salespeople and the readability of tags or labels, which are either in or on the products 

(Greco, 1986; Hildebrandt, 1988; Lambert, 1979; Lumpkin et al., 1985; Mason and Bearden, 

1978). Dychtwald and Flower (1990) asserted that the older consumer is also searching for 

convenience, including the convenient use of the product or service, as well as convenient 

procurement of the product. This includes the purchase arrangements and delivery, setup, and 

instructions for use if required. Lumpkin et al. (1985) reported that attributes not perceived as 

primary determining factors in store choice by the elderly are those which deal with tangible 

aspects, such as carry-out, parking, and location.  
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The elderly desire to be comfortable, but it is not a primary consideration; nor is a great deal 

of emphasis placed on uncrowded stores or package carry-out. These findings contradicted 

other research (Lambert, 1979; Mason and Bearden, 1978) which suggested that these 

attributes are important to the elderly. 

Ehren Lee Sze Tseng and Rashad Yazdanifard (2015) studied mobility in retailing and on 

providing convenience and a sense of engagement to consumer’s experience. Data analysis 

showed it’s important to better understand consumers in the aspect of how they behave, 

interact, and purchase a certain type of product. Mobile retailers need to take note of the 

issues regarding security and privacy of customer data such issues have to be addressed 

promptly so that they are able to build a trusting bond between their consumers (Ehren Lee 

Sze Tseng and Rashad Yazdanifard, 2015). 

Sarah Ehren et. al. (2015) in their research study found that consumers did not always want 

an attentive salesperson but do want their autonomy respected while being seen as desirable 

by the salesperson. This examination of perceived salesperson attentiveness led to the 

identification of four possible shopping experiences viz., bonding, negligence, stalking, and 

autonomy. Understanding these experiences and when they apply can help managers                  

re-evaluate how salespeople can use insightful discretion to provide assistance to retail 

customers. 

Their research study revealed that customers expect the service provider to understand when 

they want attention from sales associates and when they do not. A majority of the participants 

in the study note that sales associates need to be trained to understand when customers really 

need help and when they want to be left alone. Furthermore, the qualitative findings indicated 

that the customer’s goal and shopping context are predictors of the desire for attention.          

A salesperson should be able to determine in the initial interaction the customer’s goals and 

provide an appropriate level of attentiveness based on customer response. Attention is a key 

component of the approach phase of the sales process, so these results can be applied to 

improve the relationships between customers and sales people, including the important 

outcome measures that are associated with better relationships resulting into higher 

satisfaction, better word-of-mouth, and higher patronage intentions (ibid). Haiyan Hu & 

Cynthia (2015) conducted a research study of a random sample of 2,500 consumers from 

some of the largest metropolitan areas of the U.S. to examine the role that consumers’ 

shopping experience plays when consumers choose online or shopping malls to shop.  
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Also if channel choice varies across the five product categories: clothing, electronics, books, 

toys, and video/music; conducting multiple regression analysis with percentage share of 

purchase online or at the mall as dependent variables.  

The results showed that consumers who choose to shop online for these products are not 

seeking shopping experience instead shopping out of consideration of time and effort saved.  

The more consumers recognize the mall to be the source of activities and destination for 

clothing shopping, the more likely they would shop online. On the other hand, the uniqueness 

of the mall likely draws consumers back to the mall. Across the product categories, shopping 

mall as the destination for clothing shopping contributes to the share of mall purchases, 

except for books and toys.  Activities at the mall lead to the lower share of clothing purchase 

at the mall.  The uniqueness of the mall, on the other hand, helps increase the share of 

clothing purchase at the mall. Therefore, although special events and activities can increase 

traffic, it does not increase clothing expenditure. As for consumer characteristics, a consumer 

with higher income is more likely choose a shopping channel other than the mall, at least for 

consumer electronics, books, and toys.  Older consumers are more likely to shop at the mall 

for clothing and electronics (Haiyan Hu & Cynthia, 2007). 

Steven Skinner and Karl Swensen (2014) opined that providing the ideal customer experience 

in stores is really an ongoing effort. Retailers must first take stock of how to delight the 

customer and then gradually build key omnichannel capabilities. This will allow them to 

carefully work through the retailing fundamentals needed to deliver a seamless omnichannel 

shopping experience that compares favorably with competitive retailers, whether online or 

not (Steven Skinner and Karl Swensen, 2014). 

Marta Blázquez (2014) The aim of this quantitative research is to gain a better understanding 

of multichannel fashion-shopping experiences, focusing on the role of IT and the crossover 

effects between channels. The results from a quantitative survey of 439 consumers in the 

United Kingdom suggest the need to redefine the in-store shopping experience, promoting the 

use of technology as a way to create an engaging and integrated experience among channels. 

Retailers must think in all channels holistically, boosting interactive and new technologies for 

the Internet and taking advantage of all touch points with the consumer, including mobile 

devices and social networks (Marta Blázquez, 2014). Mithilesh Pandey and Rajesh Verma 

(2015) made an attempt to identify the factors influencing the consumers buying behavior 

towards Organized Retail Stores in Jalandhar. The study found that there are certain 

important stores as well as environmental factors which influence the consumer buying 

behavior.  
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The results showed that for Jalandhar consumers, product variety, price and service quality 

are the most important store factors and credit is least important for them. It was also found 

that TV advertisements, peers/friends, and print advertisements were the most important 

environmental factors that affected the buying behavior of the consumers of Jalandhar 

(Mithilesh Pandey and Rajesh Verma, 2015). 

Aamir Hasan and Subash Mishra (2015) find out that shopping experience, store image and 

value for money had a significant impact on the shopping behavior of the customer in both 

hypermarkets and supermarkets. Focusing on the drivers of greatest importance is significant 

as they have the highest share in influencing the shopping behavior of the customers in the 

retail store, and would enable the retail store to identify their strengths and weaknesses and 

also the opportunities and the threats of the external environment. Thus, it is inferred from the 

results that better display of merchandise, keeping the store clean, reducing the billing time, 

and a positive store atmosphere can lead to a more satisfying buying experience (Aamir 

Hasan and Subash Mishra, 2015). 

Reynaldo Misla (2015) had identified eight general trends that exemplify what retailers are 

doing to respond to today’s digitally motivated customer and how they can create a tactile, 

memorable experience inside a physical retail store. These trends identified were viz., make 

your store disruptive, challenging the convention or paradigm that customers expect to see 

when they walk into a store; make your store personal for the individual shopper; make your 

store “now,” taking advantage of the selfie culture; make the experience collaborative; make 

your store local by paying attention to local neighborhoods and communities.; make your 

store immersive by creating experiences that allow customers to forget they are shopping; 

make the experience educational and make the experience educational (Reynaldo Misla, 

2015). 

2.4: ATMOSPHERE: 

In some instances, the place, or to be more specific, the atmosphere of the place, is more 

influential than the product itself in the purchase decision (Kotler 1973-1974). Although 

today there is an increasing emphasis on store design, interior design, and overall 

environmental programming by retail merchandisers, many retailers still tend to 

underestimate the potential of using the atmosphere as a marketing tool (Markin, Lillis, and 

Narayana 1976). In many cases, merchandisers are still more concerned with the tangible 

product, focusing their interest on practical and functional dimensions, while neglecting the 

aesthetic factor in purchase behavior. Interior designers, architects, and landscapers have 

acknowledged the extensive influence of the environment on behavior for years.  
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Psychologists have studied environment-behavior relationships, resulting in the swiftly 

growing psychological discipline known as "environmental psychology" (Donovan and 

Rossiter, 1994 ). This discipline attempts to predict the collective effect of stimuli in a 

particular environment upon different peoples' feelings and behavior (Mehrabian 1976).  

Thus, the main concerns in environmental psychology may be summarized as “the direct 

impact of physical stimuli on human emotions and the effect of the physical stimuli on a 

variety of behaviors, such as work performance or social interaction" (Mehrabian and Russell 

1974). Environmental psychology has rarely been applied to the retail store environment. 

Previous studies have, however, suggested using atmospherics as an important part of the 

overall merchandising strategy (Kotler 1973-74; Markin, et al. 1976). Kotler defined 

atmospherics as "the effort to design buying environments to produce specific emotional 

effects in the buyer that enhance his purchase probability".  Markin, Lillis, and Narayana 

(1976) in their study acknowledged that space affects customer behavior and that design and 

atmosphere may be used to shape and modify the behavior of shoppers. Pan et al. (2008) 

opined that research on store context evidenced that the atmosphere of a store is the key 

element in consumers' purchasing attitudes in the consumer decision process, particularly for 

unplanned shopping. 

Dion (2004) stated that crowding is not simply a matter of density in a given space.  

Crowding appears to arise through the juxtaposition of density with certain social and 

personal circumstances which sensitize the individual to the potential constraints of limited 

space. The perception of such constraints leads to a recognized disparity between the amount 

of space demanded or considered to be adequate, by the individual, and the amount of space 

available to them. Emberson et al. (2006) were of the opinion that recent initiatives, such as 

efficient consumer response, have raised the profile of in-store merchandising as a possible 

solution. Improving on customer traffic flow and on-shelf availability has become something 

of a mantra within retailing. Laroche et al. (2005) stated that, in a shopping environment, 

consumers not only evaluate merchandise quality but also consider service quality.                

A store environment can serve as an important basis for consumers' evaluations of 

merchandise products. The store atmosphere has been found to shape consumers' 

merchandise value perceptions, which, in turn, influence store patronage intentions.               

As a retailer, one of the most direct channels to influence consumer behaviours is the retail 

store environment.  
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From past literature, strong evidence  can be found on the impact of store environments on 

impulse purchase (Beatty & Ferrell, 1998; Mattila & Wirtz, 2001; Morrin & Chebat, 2005; 

Youn & Faber, 2000).  

Besides, impulse buying behaviour was proved to be significantly affected by consumer 

emotions (Beatty & Ferrell, 1998; Youn & Faber, 2000), which can be induced by store 

environment (Beatty & Ferell, 1998; Donovan & Rossiter, 1982; Donovan Rossiter, 1994; 

Marcoolyn & Nesdale, 1994).  Donovan & Rossiter (1982) proposed that store environmental 

stimuli would affect customers’ emotional response and thus resulted in approach or 

avoidance behaviour. Impulse buying is one type of the approach behaviour. Wirtz & Mattila 

(2007) had shown that a ‘more than desired excitement’ store environment will create a 

positive impact on an impulse purchase. Spangenberg, Crowley & Henderson (1996) had 

indicated that the presence of an inoffensive scent can lead to enhanced subject experience 

and increase customers’ approach response such as intentions to visit and purchase. Sharma 

& Stafford (2000) had pointed out that store atmospherics can positively influence customers’ 

perceptions on the credibility of salespeople. Morrin & Chebat (2005) had expressed that 

different environmental cues work well on shoppers with different shopping style. Baker, 

Parasuraman, Grewal & Vos (2002) had demonstrated that music perception influent store 

patronage intentions indirectly, while store design factor has great potential to affect 

shopper’s shopping experience and store patronage behaviours. According to Levy and Weitz 

(2009), store atmosphere wes referred as the attribute that aims to intensify the store 

environment with the combination of different cues such as lighting, colour, music, and scent. 

Milliman (1986) categorized atmosphere as a term that is used to explain our feeling towards 

the shopping experience which cannot always be seen. Store atmosphere plays a vital role in 

the consumer's experience. Atmospherics involve a conscious designing of space to affect 

customers’ sensory experience. It mostly has to do with the ‘spatial aesthetic’ features of the 

store and serves as a ‘silent language’ in communication to consumers (Kotler, 1973-1974). 

These sensory experiences affect a person's emotional state and therefore the way in which 

product information will be evaluated. A positive store experience enhances satisfaction and 

will lead to increased shopping frequency, and therefore lead to increased sales (Koo, 2003). 

Store atmosphere, specifically in reference to design and ambient factors, is a significant 

variable as it influences consumer preference, interpersonal service quality, merchandise 

quality and monetary price perception, as well as shopping experience cost (Baker et al., 

2002; Thang & Tan, 2003). Furthermore, Newman and Patel (2004) reported that store 

atmosphere is one of the crucial factors and determinants of store choice.  
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Richardson et al. (1996) found that the aesthetics of a store can improve the evaluation of the 

quality of products by customers. Samli et al. (1999) included the attribute interior décor in 

their study on the contrast between management and customer perceptions of store image. 

The results indicated that décor is perceived as slightly less important by management than 

by customers.  

However, this attribute was included in their service quality dimension with the notation that 

the retailer could very easily exceed customer expectations through the use of these attributes. 

Terblanché and Boshoff (2006) supported this by indicating that store décor is important to 

the store environment as it is a controllable aspect that can contribute to creating customer 

satisfaction through fulfilling expectations. This is due to the fact that décor and popular 

music can align a store with its target market (Newman & Patel, 2004). Smell as part of store 

interior serves as a very strong emotional trigger. The sense of pleasant arousal derived from 

fragrance increases exploratory tendencies behaviour (Orth & Bourrain, 2005).                   

The emotional experience is as important as the shopping experience because consumers 

have affective expectations too (Wirtz, Mattila & Tan, 2007). According to Sway (2007), 

scent marketing can make a consumer feel comfortable and put consumers in a good mood 

that could positively influence purchasing decisions. Smell is a strong emotional trigger. 

However, Donovan and Rossiter’s (1982) evaluation of the emotional states aroused by store 

atmosphere and the effect on approach/ avoidance behaviour came to the conclusion that 

research on store atmosphere does not achieve strong results because it affects an emotional 

state which is difficult to verbalize and is transient, therefore difficult to recall.                 

Their research, therefore, proposed that store atmosphere affects emotion and this, in turn, 

affects shopping related intention. Donovan, Rossiter, Marcoolyn, and Nesdale (1994) also 

found that emotional state not only affects intention but actual purchase behaviour as well.           

A positive emotional experience engendered by store atmosphere will increase the estimated 

spending and time spent in the store. According to Donovan et al. (1994), this is partly due to 

the emotional variable being evaluated apart from cognitive variables, e.g. quality and price 

perception. Wirtz et al. (2007) confirmed the positive effect of emotional arousal congruence 

on in-store behaviours. Based on the expectations of the target market, store designers should, 

therefore, make tactical decisions regarding store atmosphere, in order to positively influence 

consumers’ in-store experience (Hartman & Spiro, 2005). From the above-mentioned, it is 

clear that an atmosphere is a significant tool since it provides management with the power to 

manipulate the effect of store environment on consumer behaviour.  
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The influence of environmental cues on consumer behaviour has been widely discussed in the 

scientific literature since Donovan and Rossiter (1982) introduced the concept of 

environmental psychology to marketing research. Their basic model assumes a Stimulus-

Organism-Response taxonomy, where the environment has an impact on the emotional states 

of consumer s along three dimensions, pleasure, arousal or dominance (organism).  

These act as mediators on the response, which is behaviour characterized as avoiding or 

approaching (Mehrabian & Russell 1974). A significant effort had been made to understand 

which specific environmental cues need to be modified in a store viz., lightning, scent, and 

music in order to increase sales, extend the time spent  in the store or other approach 

behaviours. The service scape literature has stressed that both customers and employees are 

an important part of the environment, and the model has been extended to include the effects 

of atmospherics on people, whose behavior, in turn, had an effect on other people           

(Bitner, 1990). The notion that store atmosphere influences consumer behaviour was 

introduced to marketing research by Kotler, who initially defined atmosphere to be a 

component of store image along with other variables, such as brightness and crowding 

(Kotler 1973-74). In a consumer environment, the large number of individual atmospheric 

effects makes identifying and influencing these individually a complex undertaking. 

Mehrabian-Russell (1974) therefore proposed a general measure of atmospherics, the 

information rate, or a load of an environment, which they assume causes a certain level of 

arousal. The model assumes that the environment influences a person’s emotional state, 

which can be described along three orthogonal dimensions Pleasure-Displeasure, Arousal-

Non arousal and Dominance-Submissiveness (the PAD model). Pleasure indicates the degree 

to which a person is happy, pleased, satisfied, contented, hopeful, and/or relaxed. A person 

would score high on the Arousal construct if he/she is frenzied, jittery, aroused, stimulated or 

excited. Dominance refers to the extent to which a person feels in control of the situation and 

is able to act freely in the environment (Donovan et al. 1994). An important extension was 

offered by Bitner (1990) who notes that in service industries, the built environment (which 

she coined ‘servicescape’) affects not only customers but also employees as both “interact 

with each other within the organization’s physical facility” (Bitner 1992). She states that the 

effect of perceived environmental cues on the organism is being moderated by personal as 

well as situational factors. In addition to personality traits, also expectations, mood states of 

individuals entering an environment and so on are influencing the impact of servicescapes on 

internal responses.  
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While mood states are a personal feature, they have been shown to be affected by the 

environment itself; as a highly arousing atmosphere will affect a person in an anxious and 

fatigued state differently than a relaxed and awake individual. People who are time sensitive 

will be more affected by crowding in a store then those who showed patience (Harrell & Hutt 

1976). 

Mishra, Sinha, and Koul (2014) study aimed to explore the theme of creating and managing 

the store atmosphere of exclusive stores from a customer’s point of view. The finding from 

the study indicates that store atmospheric factors have a significant positive correlation with 

customer approach behaviors, with intangible factors having the most significant impact 

among all factors. Store atmospheric factors influence not only customer emotions but also 

customer perceptions of commodities and services. Price shows a negative correlation with 

the customer behavioral response. An important finding of the study reflects that a customer’s 

perceptions and emotional state can affect their behavioral responses and perceptions. 

Emotional responses act as a moderator between store atmosphere and customer behaviors.  

A very interesting finding of the study is that the customer behavioral responses are 

influenced by both social and intangible factors. So, although social factors are difficult to 

manage, they are of considerable importance to the service provider. The study explored the 

relationship between the environment and human behavior in a retail context by using the        

M-R model, the emotional states induced, and the approach-avoidance behavior of the 

shoppers. 

The finding clearly supports that the store atmosphere factors will impact customer 

behavioral response significantly. Store atmospheric factors will impact customer perceived 

value. Customer perceived value will affect customer approach behavior significantly. 

Customer perceptions and emotional states showed a moderating effect between store 

atmospherics and customer behavioral responses. Customer perceptions acted as an interface 

between the store atmospherics and behavioral responses. Similarly, emotional state 

responses showed a moderating effect between store atmospherics and behavioral responses. 

The interface effect was not very obvious, which indicated that store atmospheric factors 

influenced customer behavioral responses through channels (Mishra, Sinha and Koul, 2014). 

Shalini Jha, Bharti Singh and Suresh K P (2014) reviewed the process of developing a scale 

for measuring consumer buying behavior in a store environment in three stages, namely, item 

generation, scale development and scale evaluation. To measure the effect of store 

environment cues, specifically background music and behavior of salesperson on consumer 

buying behavior, a scale was developed.  
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The factors include, perception of merchandise quality, perception of overall environment, 

perception of ambient music, perception of affability of salesperson, 

emotion/pleasure/arousal, and behavior/approach/avoidance. The scale constructed to 

measure the consumer buying behavior in a store environment for the environment cue of 

music and salesperson with the six dimensions is the first of its kind measuring consumer 

perception, emotion, and behavior in Indian retail setting. 

 The developed scale can also be used to measure emotion and behavior of shoppers in 

various manipulated environments of retail settings with different atmospheric and social 

cues. The scale can be used for similar studies in other emerging economies as well            

(Shalini Jha, Bharti Singh and Suresh K. P., 2014). 

Ishita Sachdeva and Sushma Goel (2015) conducted a research study and focused on aspects 

whether the shoppers were attracted to the visual extravaganza or did they stay longer, or 

eventually returned with a purchase. Observations and interactions with customers and store 

owners from organized as well as unorganized retail stores indicated that most of the 

customers visiting these stores were inspired, desired to purchase the merchandise even 

though they were window shoppers, felt satisfied with the store design and wanted to visit the 

store again. The research revealed that the customers got enticed by the look of the store and 

eventually converted this attraction towards the jewellery acquisition/purchase (Ishita 

Sachdeva and Sushma Goel, 2015). 

Figure Number: 2.4: Model of Store Atmospherics Effect on Consumer and Employee 
Behaviour 

 
Source: Model Recreated from Mehrabian & Russell (1974) 



95 
 

One early definition of store atmospherics calls them “buying environments designed to 

produce specific emotional effects in the buyer that enhance his purchase probability” 

(Kotler, 1973-74). Although increasing sales may be the prime objective of most store 

designs, research studies typically group possible reactions into two forms of behaviour 

approach or avoid the store.  

In fact, avoidance (Mehrabian & Russell 1974) may actually be a valid objective in some 

instances, as one may want to avoid under aged from entering a Casino or make restaurant 

patrons leave their table as soon as possible to allow new customers taking their seats          

(d’ Astous 2000). Among the service marketing literature, the surroundings in which service 

encounters take place have been coined ‘servicescapes’ in the early 1990’s. Servicescapes are 

“all of the objective physical factors that can be controlled by the firm to enhance                  

(or constrain) employee and customer actions” (Bitner 1992).  

This definition added the important notion, that atmospherics affect employees as well as 

customers (Baker, Levy & Grewal 1992). A somewhat broader definition suggests they are 

“consciously designed places, calculated to produce commercially significant actions” (ibid). 

While the scope in terms of objectives is wider, this approach assumes that enterprises are 

actually able to influence all elements of the servicescape, or at least limits atmospherics to 

those cues which are being deliberately designed.  

However, there can be no doubt that environments affect consumers regardless of the fact if 

they were consciously designed or not. Since Kotler (1973-1974) introduced the term 

atmospherics to the marketing literature, a fair number of publications have discussed the 

environmental cues influencing consumers in a shopping environment. Studies have 

influenced various stimuli including colour, music, and scent in order to measure their effect 

on shopping behaviour. Although it has been suggested, that the importance of individual 

components of the servicescape is likely to vary between individual organizations (Bitner 

1992), several authors had suggested universal categories (Baker 1987, Berman & Evans 

1995, Turley & Milliman 2000). Hu and Jasper (2006) believed that store environment is a 

socially constructed reality composed of both physical and social elements, and that the 

perception of a store can be based on both physical and the social cues. In a retail 

environment, social meaning is usually conveyed through visual merchandising. Visual 

merchandising involves a number of highly technical and artistic elements viz., color, texture, 

lighting, mannequins, fixture, graphics, and signage (Pegler, 1998). So there is a consensus 

that social cues in the store environment should include person-to-person interactions as well 

as physical elements in the store environment that convey social meaning.  
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As a result, social cues have an effect on examining store image. Several studies have 

examined the effects of environmental elements such as color, background music, and scent 

on store evaluation and patron behavior (Bellizzi, Crowley, & Hasty, 1983; Bellizzi & Kite, 

1992; Milliman,1982; Spangenberg, Crowley, & Henderson, 1996).  

Mittal and Lassar (1996) stated that the central focus of a store is the point of sale. The sales 

transaction that occurs between salesperson and customer is the defining social moment in a 

store's existence. The quality of this social encounter is determined by how well a salesperson 

can interpret a customer's needs and interact in a congenial manner. An enhanced interaction 

between the sales associate and customer is referred to as personalization of service. 

Personalization is characterized by an employee's politeness and courtesy, attempts to get to 

know customers as individuals, and engagement in friendly conversation. Mittal and Lassar 

(1996) found that personalization significantly influences customer evaluations of service 

quality; and that consumers seek familiar, friendly service providers and retail salespeople. 

The classification of various dimensions of Store Atmosphere is depicted in the figure 

number 2.1. 

Table Number: 2.1: Classifications of Store’s Atmospherics Dimensions 
Authors Year Atmospheric dimensions Specifications 
Kotler 1973-1974 Four dimensions:  

 visual;  
 aural;  
 tactile; 
 olfactory 

This is the earliest typology about 
dimensions of atmosphere and does not 
include the crowd and the employee 
dimensions 

Baker (1986;1994) Three dimensions: 
 ambient;  
 design; 
 social 

This typology takes into account the 
social dimension, but does not include 
the facility exterior-exterior design of the 
retail store 

Bitner (1992) Three dimensions: 
 ambient conditions; 
 spatial layout and functionality; 
 signs, symbols, and artifact 

This conceptual framework is a complete 
one. Nevertheless, research on the 
employee side is rare 

Berman and 
Evans 

1995 Four dimensions: 
 exterior; 
 general interior;  
 store layout; 
 interior displays 

This framework does not include human 
component and the ambient factors 
dimension is considered among 

D’Astous 2000 Three dimensions: 
· irritant ambient factors;  
· irritant design factors;  
· irritant social factors 

This framework is inspired by Baker’s 
(1986) typology 

Turley and 
Milliman 

2000 Five dimensions: 
 general exterior; 
 general interior; 
 layout and design; 
 the point of purchase and decoration; 
 human variables 

This framework is built on Berman and 
Evans’s  (1995) typology. It includes the 
human variables. And we believe is a 
complete one. 

Source: Table reproduced by authors [Based on Review of Literature from Kotler (1973-
1974), Baker (1986), Bitner (1992), Berman and Evans (1995), D’Astous (2000),  and Turley 
and Milliman (2000). 
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In the context of the retail store, “atmospherics” refers to aesthetics and ambiance of the 

store. The atmospheric cues such as color, music, lighting, smell, crowding, windows display 

and storefront reflect the store atmosphere and play an important role in shoppers' perception 

and evaluation of the store at large. Ideally, retail stores should be perceived to be pleasant 

and moderately arousing. Stores with pleasant and moderately arousing atmospheres are 

likely to contribute to the overall favorableness of the store and effect buyer behavior in a 

positive way. (Chebat and Sirgy, 2010). 

A study by Caine (2003) showed that 26 percent of consumers are often persuaded by 

window displays to make a purchase; 15 percent of consumers use seasonal and festive 

period for product displays  to reach purchase decisions (Caine, 2003).  

Much as billboards of cigarettes and alcohol use social cues to create a perception of social 

rewards that the consumer will feel desired enough to step into a store and make a purchase 

(Bell & Ternus, 2002; Pegler, 1998). Consumer affect toward a store is mainly described by 

two dimensions viz., pleasure-displeasure i.e. the degree to which the person feels good in the 

environment and arousal-nonarousal i.e. the extent to which a person feels excited or 

stimulated (Baker, Levy, & Grewal, 1992). The holistic view defines store image as the total 

impression a store makes on the minds of its customers. Typically, a semantic differential 

scale such as good/bad, favorable/unfavorable, or like/dislike is used (Yoo, Park, & 

Maclnnis, 1998). 

The concept of an atmosphere is ambiguous and in the same time is a commonly used term 

both in everyday life and in the business context. In spite of several efforts to define this 

concept, the meaning of the term still remains vague, nonetheless, the atmosphere remains 

important and it really counts (ibid). 

The atmospheric stimuli are classified into five basic categories as shown in Figure 2.5.           

This image is adopted to Turley and Milliman (2000) work which was a little-modified 

version of the original illustration used by Bitner (1992) and is used here to show the way 

store atmosphere affect consumer behavior. 

Several factors from this figure are considerable, the physical environment interacts with the 

characteristics of individual to determinate their response. Therefore, an atmosphere that 

produces a certain response in one individuals or group of people at a given point of time 

may produce an absolutely different response in another individual or group. An example in 

this way can be considered this, for young shoppers, an atmosphere that produces a positive 

response, may produce a negative response, for older shoppers.  
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In the same time, the store’s atmosphere influences both the customers and the store’s 

employees, who, in turn, through their interactions, influence each other. 

Figure Number: 2.5: The Influence of Retail Atmospherics: S-O-R Model 
        ATMOSPHERIC STIMULI             ORGANISM             RESPONSE 
          Independent Variables                  Intermediating Variables        Dependent Variables 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Source: Turley and Milliman, 2000 [Adopted S-O-R model of Atmospherics Influence] 
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2.5: STORE IMAGE: 

Store image should be viewed from both the consumer's and the retailer's perspective. 

Consumers' perceptions of stores are determined by the messages and cues they receive from 

the store as well as their perceived importance of store attributes moderated by previous 

experiences. The retailers' perception of their store's image is based on the company's 

personality and identity and consequently, those attributes they perceive as important to their 

customers. These attributes should be managed in their retailing strategy to build and 

maintain patronage (Osman, 1993). This is especially critical for retail internationalization as 

consumers of different countries hold different views on the importance of store image 

attributes and dimensions (Burt & Carralero-Encinas, 2000). Martineau (1958), described 

store image as a store's personality and the way in which the store is defined in the shoppers' 

mind, partly by its functional qualities and psychological attributes. According to Lindquist 

(1974-1975) store image constituted a combination of tangible or functional and intangible or 

psychological factors that consumers perceive to be present in retail stores.                    

Another perspective is that store image is a set of attitudes based on the evaluation of those 

store attributes deemed important by consumers (James, Durand & Dreeves, 1976). Dichter 

(1985) followed a more holistic/gestalt approach stating that store image is "the total 

impression an entity makes on the minds of others".  

Store image definitions have some commonalities, in that they include tangible and intangible 

aspects of perceptual processes together with cognitive and affective dimensions that 

contribute to the formation of store image. Martineau (1958) was the first researcher who 

indicated that store image consists of the following components: layout and architecture, 

symbols and colours, advertising and sales personnel. Lindquist (1974-1975) developed nine 

store image attribute dimensions (Lindquist referred to "groupings"), including merchandise, 

service, clientele, physical facilities, convenience, promotion, store atmosphere, institutional 

factors and post-transaction satisfaction, which incorporated but also expanded Martineau’s 

components. James et al. (1976) derived six dimensions from their study, namely assortment, 

personnel, atmosphere, service, quality and price, supporting Lindquist’s dimensions. 

According to O’Connor (1990), the primary factual elements or attributes determining a 

retailer’s image, include price, variety, assortment within product categories, quality, 

products, service (or lack thereof) and location. Type of customer, shop location, price levels, 

services offered, merchandise mix, advertising and the characteristics of the physical 

facilities are listed by Terblanché (1998) described some of the factors determining store 

image.  
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He observed that the most commonly studied store image dimensions are viz., merchandise, 

service, clientele, physical facilities, promotion, convenience and store atmosphere, which 

closely resemble Lindquist’s proposed dimensions. Sheth and Mittal (2004) stated that "Store 

image, the sum total of perceptions customers have about a store, is determined by these 

merchandise, service, and price factors; it is also determined by atmospherics, advertising, 

and store personnel." Research into store appearance has allowed retailers to create 

positioning strategies and enabled them to differentiate their stores in terms of the products 

and prices or services on offer (Birtwistle and Shearer, 2001). The significant role played by 

store appearance within food retailing is unquestionable and many authors have long 

advocated that a desirable store appearance, facilitated by an effective positioning strategy, 

can be considered a core element of the retail mix and can be integral in influencing store 

choice. Consumer loyalty will be more likely when the consumer perceives the appearance of 

a store to be desirable. A wide belief exists that consumers perceive store appearance to be 

desirable when the store image is congruent with their self-image or the image to which they 

aspire (ibid).  

Estelami and Bergstein (2006) were also of the same opinion that consumers typically form 

an overall impression of a retail store through various information processing mechanisms, 

such as advertising, word-of-mouth, or personal experience.  

The resulting store appearance helps to create consumer expectations that may subsequently 

influence a consumer's assessment of the behaviours and actions of the retailer in future 

transactions. Thang and Tan (2003) further asserted that attributes of store image and 

appearance affect consumers‟ preference for the stores. The stimulus that pertains to store 

attributes includes merchandising, store atmosphere, in-store service, accessibility, 

reputation, promotion, facilities and post-transaction service. Consumers’ preference is based 

on their post-visit ranking of the stores. Memery et al. (2005) noted that store appearance is 

acquired through experience and thus learnt, and found retail store appearance to be the total 

conceptualised or expected reinforcement that a person associates with shopping at a 

particular store. According to Hu and Jasper (2006), the holistic view defines store 

appearance as the total impression a store makes on the minds of its customers. In the past, 

store displays were mainly used for promotional purposes. However, as consumers became 

more sophisticated, retailers have discovered new roles for effective appearances: 

communicating product information and store image, assisting consumers in making 

purchase decisions, and creating an exciting shopping environment.  
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Diversity across stores with respect to their retail strategy, store design and their commitment 

to serving their customers’ needs results in variance in consumer’s store image. Based on 

previous research (Richardson et al., 1994; Richardson et al., 1996), a powerful effect was 

expected from store image on attitude towards the store brand. The concept of retail store 

image first came of interest when Pierre Martineau (1958) described the ‘personality of the 

retail store.’ Since that pronouncement, it has generally been acknowledged that, over time, 

consumers form thoughts and feelings associated with stores, and that these overall 

impressions strongly influence their shopping and patronage behaviours (Porter & Claycomb, 

1997). Many conceptualizations of store image have been advanced in the past (Doyle & 

Fenwick, 1974; Kunkel & Berry, 1968; Marks, 1976). The dominant attitudinal perspective 

that is taken in the literature treats store image as the result of a multi-attribute model (Marks, 

1976; James et al., 1976). Image is expressed as a function of the salient attributes of a 

particular store that are evaluated and weighted against each other. Store image has been 

defined as the complex of a consumer’s perceptions of a store on different (salient) attributes 

(Bloemer & de Ruyter, 1998). This definition is in line with the definition of Houston and 

Nevin (1980). Retail store image is an overall impression of a store as perceived by 

consumers (Keaveney & Hunt, 1992).  

One of the commonly accepted formal definitions of retail store image is an individual’s 

cognitions and emotions that are inferred from perceptions or memory inputs that are 

attached to a particular store and which represent what that store signifies to an individual 

(Baker, Grewal & Parasuraman, 1994; Mazursky & Jacoby, 1986). However, over the years 

different authors have distinguished different store attributes or characteristics that are part of 

the overall image towards the store. Lindquist (1974), in his study on the store image 

literature, had combined models from nineteen studies and came up with nine different 

elements viz., merchandise, service, clientele, physical facilities, comfort, promotion, store 

atmosphere, institutional and post-transaction satisfaction.  

Similarly, Bearden (1977) suggested the characteristics viz., price, quality of the 

merchandise, assortment, atmosphere, location, parking facilities and friendly personnel. 

However, more recently, store image is supposed to be composed of the different elements of 

the retail marketing mix as introduced by Ghosh (1990). These elements identified were viz., 

location, merchandise, store atmosphere, customer service, price, advertising, personal selling 

and sales incentive programs. The concept of store image was used by Martineau (1958) for 

the first time. He defined it as “a store defined in customers’ mind partly based on functional 

attributes and partly based on psychological attributes.”  
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He claimed that store image includes its characteristic attributes and it makes customers feel 

the store different from others. Functional attributes are assortment of commodities, layout, 

location, price value relation, and service that consumers can objectively compare with other 

stores. Psychological attributes are attractiveness and luxuriousness that represent special 

attributes of that store. Since that effort of Martineau, a lot of researcher carried the research 

in this area and focused on specific set of attributes and even related store image with store 

loyalty and store choice. A research by Jinfeng, W. and Zhilong, T. (2009) indicated the 

positive effect of store image dimensions such as convenience, perceived price, physical 

facilities, employee service, and institutional factors on retailer equity dimensions as 

antecedents of retailer equity. Store image affects purchase intentions indirectly, by reducing 

perceived risk and increasing Store brand quality perceptions (Liljander, V. et al. 2009). 

Another study by Yoo-Kyoung Seock (2009) examined the influence of Hispanic consumers’ 

perceived importance of apparel retail store environmental cues and demographic 

characteristics on their apparel store patronage behavior across various retail store formats. 

Out of these three dimensions, Customer Service appeared as a significant determinant in 

Hispanic consumers’ decision to shop at department stores, specialty stores, and mass 

merchant stores. Convenience was significantly, but negatively, related to the use of specialty 

stores.  

Physical Atmosphere appeared as significant determinants of Hispanic consumers’ use of 

Internet websites. A cross-cultural examination of the effects of social perception styles on 

consumers' store image formations was conducted by Haiyan Hu, Cynthia R. Jasper (2007) to 

find out that Chinese students were more significantly affected by the social cues that are 

embedded within the store environment than American students. Retailer reputation is an 

important factor that influences consumer's store patronage (Wei-Ming Ou, Russell Abratt, 

Paul Dion, 2006). They suggested that stores with favorable store image create customer 

satisfaction which in turn leads to store loyalty. Store image can be defined as the way that 

consumers view the store, i.e. their impression or perception of the store. The corporate 

image of the store is defined as a combination of the store as a brand, and the selection of 

store brands and manufacturer brands offered by the store (Grewal et al., 2003b).                    

Prior research has found that store brands contribute to greater store differentiation rather 

than to greater price sensitivity in the market (Sudhir and Talukdar, 2004). Other researchers 

concluded that it is important for retailers to retain a balance between store brands and 

national brands to attract and retain the most profitable customers (Ailawadi and Keller, 

2004).  
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Retailers have used manufacturer brands to generate consumer interest, patronage, and store 

loyalty (Ailawadi and Keller, 2004). They investigated how store image factors and various 

categories of perceived risk associated with product attributes affect consumer evaluations of 

store-branded product (Ailawadi and Keller, 2004). In their study they identified significantly 

influencing consumer preferences that were merchandising, accessibility, reputation, in-store 

service and atmosphere of the stores. Store image in the sense of the store as a brand is 

usually measured as consumers’ perceptions of store performance. This choice is based on 

the notion of value-percept diversity that is customers are likely to be more satisfied with the 

offering as the ability of the offering to provide consumers what they need, want, or desire 

increases relative to the costs incurred. A general assumption in the branding literature is that 

a favorable brand image will have a positive impact on consumers’ behavior towards the 

brand, such as the opportunity to command premium prices, buyers who are more loyal, and 

more positive word-of-mouth. Translated to a retailing context, it is likely that a favorable 

store image increases satisfaction with the store which in turn increases store loyalty (ibid).  

Bearden (1977) mentioned the influence of store image as ‘consumers choose stores they feel 

close to their self image,’ and he tried to find out store attributes that affect store choice and 

loyalty for downtown and suburban shopping centers. Hansen and Deutscher (1977-1978) 

showed that the store image and its attributes make an important role in their choice of retail 

stores in his study on image attributes.  

In their model of the process of store choice, Engel, Blackwell, and Miniard (1990) claimed 

that purchasers’ distinguished acceptable stores from unacceptable stores in the process of 

comparing their evaluation standards with perceived image attributes, and that ‘store image is 

a variable that consumers depend on in their choice of stores.’ James, Durand and Dreves 

(1976) found that image attributes influence consumers’ perception and attitudes and they are 

directly related to sales profits. Schiffman, Dash and Dillion (1977) focused on description of 

image existing in the competing types of retailers and explained that store image attributes 

made an important role in the choice of the store type. Hildebrandt (1988) said, ‘major 

success factor in retail industry is store image and measurement model of store image that 

conceptualize the perception of store image attributes such as price level is used to forecast 

marketing performance as a business success measure.’ And he analyzed the relation between 

store image and store image attributes using casual relationship model and found again that 

store image was a cause variable of store performance. Explaining the store image 

emphasizing design part, Levy and Weitz (1996) claimed, ‘Store tell customers with all 

visible outside factors and real set-up structure of facilities make most of purchase possible.’ 
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Their claim means that purchases are resulted from the stimulus of store image to customers. 

From above, we can say that store image attributes can be an important explanatory variable 

in choice of store. Nevin and Houston (1981) used Huff’s stochastic model in their study on 

the importance of store image as a factor of attracting customers in competitive shopping 

areas. They showed the development and management of favourable store image was one of 

the most important abilities of retailers in the market position. In addition, they emphasized 

the role of store image since store image was considered important in the development of 

marketing strategies to determine shopping areas. Mason, Mayor, and Ezell (1994) argued 

that store image was important to determine to buy whether in downtown shops or in a 

shopping center after consumers decided to purchase. And they added that it was important 

for marketers to know how the consumers felt retail stores to develop marketing strategies of 

retailing to attract them. The particular image that a store conveys might, therefore, be the 

key determining factor when a consumer chooses a store (Varley, 2005). Differentiation 

should be established through focusing resources and attention on establishing retailer brands, 

and by aligning all the activities of the company with the values of a specific market (Lewis 

& Hawksley, 1990; Varley, 2005).  

Differentiation has become the main approach to brand positioning due to strong competition 

and a saturated market. Visser et al. (1996) found that store dimensions are key factors in 

determining shopping behaviour. By developing and maintaining store image dimensions that 

are attractive to the target market, a sustainable competitive advantage can be developed 

(Birtwistle & Shearer, 2001). We can say that store image is an important factor in the choice 

of the store and it can be a cause in the formation of true loyalty. And it can be a major cause 

variable for future performance and success that raises purchases of consumers and profits 

and thus a valuable asset for retail marketing management. Korgaonkar, Lund and Price 

(1985) have reported direct linkages between Store Image and intensity of Store Loyalty. 

Thus, we can conclude that more positive the Store Image the greater is the degree of loyalty. 

2.6: VISUAL MERCHANDISING: 

The interior design within the store can maintain customer interest, encourage customers to 

lower their psychological defenses and easy to make purchasing decisions (Kotler, 1974; 

Walters and White, 1987; Bitner, 1992; Omar, 1999; Davis and Ward, 2003a). Therefore, 

Marketers have recognized that point of visual merchandising in retailing makes a significant 

effect on consumer buying decisions (Schiffman and Kanuk, 2000). Most of the researches 

conducted in supermarket concept in western base countries are referring to different 

superstore system compared to Sri Lankan condition.  
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Though they are labeled as supermarkets, these are only retail outlets providing self-services. 

Kerfoot, Davis, and Ward (2003) found that Visual merchandising is the main element of 

store choice behavior. The study conducted by Sinha and Banerjee (2004), found that in-store 

environment is not important on store choice decisions in evolving market. Shopping is a 

recreational activity and selecting a store is perceived to be high on “entertainment” value. 

(Woodside et al., 1992). As well as some researchers have argued that store choice behavior 

depends on supermarket location and its service level. According to Hartline (2000) the 

behaviors of frontline service employees are critical to customer evaluations of service 

encounter. McIntosh (2007) illustrated that merchandising is more than simply the 

arrangement of products on the shelf. It is an integral component of the business image.          

It should be considered when designing the retail mix. Pleasant shopping atmosphere 

positively affects the shopping time and the money that customers spend in a store as well as 

the emotion of shopping (Kim and Jin, 2001). Sinha and Banerjee (2004) contended that 

convenient stores‟ shoppers attach more importance to merchandise display. These shoppers 

prefer to visit those stores that have depth and width of products. The importance of 

relationship/comfort level with the retailer is stressed with regard to grocery stores.            

The shopper is willing to trade-off the extra travel effort with the experience.  

Krishnan et al. (2002) commented that the availability of consumers' most preferred 

merchandise in an assortment positively influences consumers‟ perceptions of assortment 

size. The attributes of merchandise that were included in the research study were merchandise 

assortment, merchandise style, merchandise price and merchandise quality. Thang and Tan 

(2003) included selection and assortment, styling and fashion as attributes, while Birtwistle et 

al. (1999) included assortment, merchandise quality, and merchandise style. According to 

Collins-Dodd and Lindley (2003), as well as Thang & Tan (2003), merchandise was 

considered the most important factor contributing to consumer store preference. This view 

was supported by Birtwistle and Shearer (2000), Collins-Dodd and Lindley (2003), Sullivan 

et al. (2002), who found that merchandise, had a significant influence on brand perception 

and store choice across consumer segments. Brand and product assortment are part of the 

assortment strategies followed to satisfy consumer needs and influence brand perception. 

Consumers tend to seek stores with a greater assortment of merchandise to satisfy their needs 

(Sullivan et al., 2002). But brand assortment is also a strategy to build a store’s image 

through developing a private brand label (Ailawadi & Keller, 2004). According to Ailawadi 

and Keller (2004), the consumer segment most likely to buy private brand labels are price 

sensitive, of middle income, and educated.  
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This then indicates that merchandise strategies should be formulated on the basis of target 

market demographics, as it influences consumer preference and patronage behaviour. In-store 

displays can be product displays, including point-of-purchase or shelf space, signs, cards or 

wall decorations. They play an important role in any retailers’ strategy, and therefore receive 

significant coverage in the literature (Berman & Evans 1995, Levy & Weitz, 2009) however 

to our knowledge; no study investigates the environmental psychological aspects of interior 

displays. Product displays in a store increase consumer’s sensitivity to promotions and prices 

and decrease brand loyalty (Bawa, Landwehr & Krishna, 1989). Studies showed also that the 

way how a product is displayed has an impact on the effect. For example, yogurts displayed 

by brand lead to customers buying a larger variety of brands then if they are organized by 

flavour (Simonson & Winer, 1992). Product displays increase the probability of unplanned 

purchase, but not of planned purchase. This effect is significantly stronger for product 

categories that are purchased relatively often (Inman, Winer & Ferraro, 2009).                

Attaching signs stating a promotional price in large letters to certain brands increases the 

likelihood of choice. While individuals which are likely to process additional issue-relevant 

information (high-need-for-cognition individuals) would only react if the price displayed 

actually was lower than the standard price, others change behaviour purely because of the 

signage being present (Inman, McAlister & Hoyer, 1990). Furthermore, not only the content 

but also purely the amount of information contained on in-store displays positively influences 

consumer choice. When customers need to decide between two very similar products, they 

would prefer those which contain most information. However, if a product is of superior 

quality to another, it is advisable to provide less information (Patton, 1981). Online shoppers 

can be equally influenced by environmental in-store stimuli (Vrechopoulos et al. 2004, 

Breugelmans, Campo & Gijsbrechts, 2006). Examining effects for ten fast moving consumer 

goods, a study showed that displays can substantially increase brand market share, but that 

their effectiveness largely depends on the type of display, with displays located on the ‘first 

screen’ having the largest effect, followed by aisle displays. Shelf tag displays did not 

influence online buyer’s choice (Breugelmans & Campo, 2011).  

2.7: INSTITUTIONAL FACTORS: 

Corporate identity is a mix of characteristics that organizations possess as an entity (Gylling 

& Lindberg-Repo, 2005). Corporate image is the presentation of this identity and is 

intentionally constructed to elicit certain specific responses and reactions. Morin (2006) 

stated that executives recognized the importance and value of defining their business position 

and corporate identity to reinforce their strategic goals. 
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Further, he also stated that that build and maintain their brands and guide their businesses in 

today's global marketplace. A critical finding is that managing the  corporate identity is the 

key to a company’s success (Gylling & Lindberg-Repo, 2005). Corporate image must provide 

a sense of coherence and support to various parts of the organization with the strength of the 

entire organization's distinguishing attributes. Consistency and congruency between the 

different vehicles that communicate the unique organization's image are crucial to the 

successful communication of a corporate image (Abratt, 1989; Bernstein, 1984; Olins, 1978). 

This ensures clear differentiation from the competition. The various vehicles of outward 

communication of the corporate identity are therefore of particular importance (Markwick & 

Fill, 1997; Stuart, 1999). Design, branding and identity are the expressions of an effective 

positioning strategy (Abratt, 1989; Morin, 2006). Newman and Patel (2004) reported that 

poor levels of performance could result from ineffective positioning and indicate failure with 

regard to the positioning strategy. To maintain the positioning strategy, the communication 

strategy has to be controlled by management. This allows the organization to define how it 

wants to be perceived by the stakeholders. It encompasses distinguishing characteristics and 

unifying attributes (Morin, 2006). There are two main positioning concerns.  

The first is consumer positioning, which concentrates on portraying how the product fulfills 

the consumers' needs and values. The second is competitive positioning; this is the way in 

which the company differentiates its corporate image from that of the competition           

(Assael, 1992). Thus, a retailer seeks to position itself as a separate entity from the other 

retailers, but also to fulfill the specific needs of customers. Retailers should strive to achieve 

both simultaneously. Visser E.M. et. al. (2006) identified and described institutional, store 

reputation and store association attributes and grouped them together as the institutional 

dimension of store image. The institutional dimension plays a significant role in the overall 

impression of the corporate identity. Before an identity or the reputation of the company can 

affect consumer behaviour, the consumer should have experienced some involvement and 

identification with the identity. This is explained through the low involvement theory and 

classical conditioning, which states that repetition, builds awareness, whereupon a particular 

emotion will be associated with the stimulus (Alessandri, 2001). This positive association 

influences consumer behaviour. According to Newman and Patel (2004), identity adds a 

much needed symbolic aspect to shopping, therefore store image imitates the corporate 

identity to encourage the association which customers form, and subsequently uses the 

association to influence patronage behaviour. 
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Huddleston et al. (1990) described reputation as a desirable characteristic that attracts 

consumers. Huddleston et al. (1990) investigated the relationship between retail store 

attributes and the lifestyle characteristics of mature female consumers. They found a 

relationship between lifestyle and store reputation, suggesting that lifestyle influences 

consumer preference for store reputation. An investigation into the perception of preference 

for retail stores based on multi-attributes of store image concluded that a reputable store is 

preferred because better quality and value is assumed (Thang & Tan, 2003). Reputable stores 

are better able to secure consumer affiliation and trust, and thereby build store loyalty and 

encourage repeat purchase. A store can even improve its reputation by carrying a reputable 

in-store brand, which will positively influence the store brand reputation, therefore 

strengthening store loyalty even further (Collins-Dodd & Lindley, 2003). The fact is that 

reputation builds a brand name, and this conveys useful information to consumers in their 

pre-purchase decision-making process (ibid). 

Erdem et al. (1999) studied the relationship between the importance of consumer values and 

the importance of store image attributes. The results indicated that consumers who attached 

high importance to a comfortable life, an exciting life, pleasure and social recognition, would 

also attach high importance to store status, which includes clientele and reputation. 

According to Shostack (1982), the store’s reputation and clientele were the functions of 

retailing and merchandise, thus they cannot be separated. The institutional dimension is 

consequently dependent on the quality and class of service and merchandise. Newman and 

Patel (2004) noted that this relationship works both ways, in that reputation influences the 

quality and price perceptions held by customers. Sales personnel should therefore ‘live the 

brand’ (Wilson et. al.). These authors state that sales personnel’s behaviour will align with 

the values of the corporate identity if internal communication and human resource 

management are aligned with the same values. Corporate reputation influences customers’ 

intention to buy, assures quality and service and influences customer loyalty (ibid).              

This is because customers identify with the corporate identity and expect its values to be 

present in the store image. It is thus apparent in the fiercely competitive marketplace that the 

institutional dimension as a representation of the corporate identity and reputation in store 

image is imperative as it influences consumer store preference. 
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2.8: PHYSICAL FACILITIES: 

According to a survey report of CB Richard Ellis Inc., (CBRE),    almost 98 percent of our 

respondents agreed that cleanliness was an important criterion that helped them decide which 

particular shopping facility to visit; almost 52 percent considered it as an extremely important 

decision factor, the highest amongst all parameters. Close on the heels was safety, with 98 

percent responding affirmatively to security / personal safety as an important factor while 

favouring a shopping destination (Abhinav Joshi et. al., 2016). The physical appearance of a 

firm’s premises can have a positive effect on customer attribution and satisfaction. A study 

evaluating service companies showed that neat, well kept, organised customer service areas 

achieved higher satisfaction ratings by customers after a service failure occurred (Bitner, 

1990). Positive perceptions of the environment of a shopping mall have been shown to have 

some positive effect on the level of excitement, which in turn leads to higher repatronage 

intentions. The decor, layout, music, etc. of a mall are especially important to keep customers 

in a mall once they enter (Wakefield & Baker, 1998). 

In CBRE consumer research report of 2016 the consumers were of the opinion that Indian 

developers need to further customize their offering to suit consumer tastes, moving away 

from the idea that a food court is enough for fulfilling F&B requirements or that providing 

entertainment in the form of a gaming arcade or cinema hall is sufficient (Abhinav Joshi et., 

at., 2016). Facilities refer to the provisions made to ease the shopping process and the 

infrastructure that enhances the consumer's comfort while shopping (Nevin & Houston, 

1980).  

According to Thang and Tan (2003), consumers tend to view a store with good facilities in a 

favourable light. Consumers’ shopping orientations determine their preference for facilities 

(Moye & Kincade, 2002), therefore facilities contribute in differentiating the retailer from its 

competition. Features which could differentiate a store by easing the shopping process are the 

availability of changing rooms, fast checkout facilities and layout (Newman & Patel, 2004). 

These authors postulated that customers’ perceptions and behaviour could be altered through 

any small change made in store image, specifically store entrances, checkouts and queuing. 

However, if inappropriate, these features could also create an unwillingness to remain in a 

store. Lee, Ibrahim and Hsueh-Shan (2005) investigated the importance that male consumers 

place on certain attributes and found a friendly design layout to be one of the few variables 

obtaining high scores, ‘which is not difficult to rationalize given prominence in shaping the 

retail environment and enjoyment level’.  
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Kent (2003) focused on the design behind a store image. This study focused on the design of 

the brand with the retailer environment centered on consumer buying behaviour. He found 

that the interior design as well as the functional elements enhance the brand identity and 

create a strong experience. The focus of design therefore is also on the facilities now, not 

only on merchandise and store fronts. Kent (2007) concentrated on factors such as the ability 

to actually reach products, the significance of floor space and the maximization of sales space 

by arranging a lot of stock in a manner that seems spacious through the use of open aisles. 

Hence, by changing a store’s style of layout, specifically, facilities can create and support the 

brand identity. The space chosen for a store ideally is what will affect the layout and store 

appearance; the decision, for example, cannot solely be based on location. Even though the 

importance of facilities is established, Marianne (2003) reported that fitting rooms and fitting 

room lighting have not received enough attention over the years, due to the fact that 

management perceive these aspects to be less important to customers. Kerfoot, Davies and 

Ward (2003) conducted a study on visual merchandising, and found that the role of lighting 

should not be to merely provide light through brightness or fluorescent lights, but should 

rather aim to be inviting. Their research also brought perceptions regarding fixtures and aisles 

to light. Consumers consistently indicated that glass was the best material for presentation. 

Furthermore, consumers felt that clear aisles increased browsing through the perception of a 

route to follow, whereas a store without a clear aisle made it difficult for consumers to decide 

where to start browsing and hard to move through the store (Kerfoot et al., 2003). 

In other studies where the importance of store image attributes was investigated, facilities did 

not receive very high importance ratings (Bearden, 1977; Hansen & Deutscher, 1977-1978; 

Lee et al., 2005). Facilities form a part of the complete store image presentation, and neglect 

thereof can have a negative impact on the perception of the store as a whole (Kent, 2007). 

2.9: STORE LAYOUT: 

Store layout is an important factor affecting consumer behaviour and a critical determinant 

towards the creation of store image. Well designed layouts are extremely important because 

they strongly influence in-store traffic patterns, shopping atmosphere, shopping behaviour, 

and operational efficiency (Vrechopoulos et al., 2004). When an inconsistency occurs, some 

consumers will abandon that establishment in search of another one which offers fast, 

convenient and better services. Taking a more strategic approach to store layout can reap big 

rewards by boosting sales, increasing customer loyalty and ultimately increasing turnover 

(Clark, 2003).  
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There is an apparent lack of studies analyzing how variables such as traffic flow, location of 

departments, and allocation of merchandise within departments impact the emotional states of 

customers and their behaviour. Most research in this area has dealt with the subject of store 

layout as a means to provide customers space to shop easily (rather related to the concept of 

crowding) or to control traffic flow on the floor (Levy & Weitz, 2009). For example, a 

prominent floor display of a product increases sales significantly irrespective of the type or 

size of retail store (Gagnon & Osterhaus, 1985). Another article reports that the layout of 

merchandise in power aisle has an effect on perceived price levels (Smith & Burns 1996). 

One of the biggest concerns for every store retailer is the store layout. In his research on 

pathway design, Juel Jacobsen (2015) argues that well-established principles of urban retail 

designs are very important for retail managers, in particular for supermarkets and larger retail 

stores. According to Lewison (1994) the store layout influences both shopping atmosphere 

and shopping behaviour of consumers visiting the store. A well designed store layout can 

contribute to a positive shopping atmosphere, which results in the kind of shopping behaviour 

a retailer wants to achieve. However, currently,  lots of stores tend to build on traditional and 

repetitive designs for their store layout, resulting in outdated store layouts (Juel Jacobsen, 

2015). 

One important determinant for a consumers’ comfort experience inside a store is personal 

space. According to the observations of Bitner (1992) and Turley and Miliman (2000), 

personal space can both influence the retail experience as well the actual choices people tend 

to make within a store. In their research on the effect of space experience on purchase 

behaviour, Levav and Zhu (2009) state that the amount of perceived space a consumer has 

influenced the choice the consumer makes inside a store. They conclude that consumers that 

are in spatial confinement are more variety-seeking in their purchases. When this spatial 

confinement is generated by a high density within a store, consumers tend to “reaffirm their 

identity as independent and unique individuals” (Levav and Zhu, 2009; Xu et al., 2012).  

They also state that this results in purchase behaviour in which consumers tend to choose 

more products that they can use to carry out their distinctive identity. Adding to these 

conclusions, the researchers suggested that people who are in a crowded shopping 

environment are more likely to focus on prevention, resulting in safety-related product 

choice. 

In current retailing, there are three common conventional layout types that stores nowadays 

use; freeform, grid and racetrack layout (Vrechopoulos et al., 2004).  
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For retailers, the type of layout chosen is of great importance regarding the image the store 

has on consumers (Baker et al., 1994).  

Store image is an important factor affecting the in-store consumer behaviour (Erdem et al., 

1999). Furthermore, the internal traffic patterns and operational efficiency of the store are 

strongly dependent on a well-designed store layout (Lewison, 1994). Store layout design also 

contributes to consumers’ satisfaction (Cil, 2012), and even can create and alter the wants and 

preferences a consumer has (Simonson, 1999). But most importantly, an efficient store layout 

design both contributes to product sales and store profitability (Cil, 2012). 

To start, all three layout design structures that are mentioned above (freeform, grid and 

racetrack) are discussed as follows:  

· Grid Layout:  

In this type of layout contains long pathways which are placed parallel to each other. 

Retailers are in favour of this layout style because the rectangular arrangement of the shelves 

fits well in the shopping behaviour of consumers, and it facilitates an efficient and fast 

shopping experience. Grid layout form is universally the most preferred layout style by 

supermarket retailers (Levy and Weitz, 2001; Lewison, 1994; Vrechopoulos et al., 2004).  

· Freeform Layout: 

 In contradiction to the grid form, the freeform layout is, as the name already reveals, a layout 

form containing an unstructured arrangement of aisles, shelves, and displays. The freeform 

layout is mostly used by clothing stores (Levy and Weitz, 2001; Lewison, 1994; 

Vrechopoulos et al., 2004). In this design, the emphasis is on increase the ease with which 

shoppers can find products throughout the store, which is illustrated by the fact that most 

freeform stores have low shelves. Another characteristic of this store layout is that consumers 

tend to spend more shopping time in stores using this form. Interestingly for retailers; 

previous studies argue that extended shopping time can be an important factor to determine 

how much consumers will spend whilst being in a store (Anic and Radas, 2006).  

· Racetrack Layout:  

This store layout contains one central main aisle, leading the consumer to the complete store. 

The function of that main aisle is to guide the consumer through as much as possible store 

areas. The store is divided into several departments, each with an own product category. 

Using a racetrack layout form results in an unusual and interesting shopping experience 

(Lewison, 1994; Vrechopoulos et al., 2004). In a study on the efforts a consumer has to 

deliver to find products they want to buy, Titus and Everett (1995) stated that there are both a 

possible positive as well negative aspects of the consumers’ in-store search process.  
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They argue that an in-store navigational challenge in some cases might be very enjoying and 

challenging. Whereas on the other hand, consumers can become easily frustrated due to the 

fact that they are not able to find the products they are looking for, resulting in the effect that 

consumers tend to break down their search effort (ibid).  

In their research on the effect of store layout on online shopping behaviour, Vrechopoulos et 

al. (2004) conclude that consumers visiting a supermarket prefer shopping in a grid layout 

store environment, which can be easily explained by the fact that grid layouts enable efficient 

shopping behaviour. The authors also state that freeform layout is considered as the most 

entertaining kind of layout, which can be easily traced to the challenging effect the freeform 

layout has due to the amount of effort a consumer has to make to find products. 

2.10: AMBIENCE: 

As quoted by d’Astous (2000), an ambient factor is defined as ‘background conditions that 

exist below the level of our immediate awareness’. This includes temperature, humidity, 

ventilation, sound, scent, cleanliness, and brightness, etc. In other words, an ambient factor is 

the element that cannot be seen directly but can be felt by customers. This factor tends to act 

on the subconscious level of customers (Campbell, 1983) and alter customers’ behaviours in 

a way that they are not aware. The linkage between store ambient factor and impulse 

purchase has been reflected by previous works concerning the effect of this factor on 

approach response and impulsive behaviour. For instance, Sherman, Mathur & Smith (1997) 

had found that ambience has a positive impact on the arousal of customers, and arousal has a 

positive impact on the number of items bought, money and time spent in a store.  

Many attentions have been devoted to ‘music’ and ‘scent’ for their role in the shopping 

environment (Chebat & Michon, 2003; Mattila & Wirtz, 2001; Morrin & Chebat, 2005; 

Spangenberg et al., 1996; Yalch & Spangenberg 1990; Youn & Faber, 2000). For impulsive 

buying behaviour, Youn & Faber (2000) have discovered that upbeat music is one of the cues 

that triggered impulse purchase. Morrin & Chebat (2005) have studied the effect of pleasant 

music and scent on the expenditure of consumers with different shopping attitude. The result 

showed that pleasant music increased the expenditure on impulsive buyers while scent works 

well on contemplative shoppers. Besides, Mattila & Wirtz’s (2001) have presented that when 

the combination of music and scent in the store are matched to provide a coherent ambience, 

they have greater impact on consumer’s behaviours than considering each environmental cue 

separately. The cleanliness is one of the important factors determining how customer judge 

the physical characteristics and appearance of store as well as the overall store image (Burt & 

Carralero Encinas,2000; Dabholkar et al.,1996; Stephenson 1969).  
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Baker (1987) had identified environmental cues in a store to be Ambient Factors, Design 

Factors, or Social Factors as given in Table number 2.2. Based on her view, ambient factors, 

such as music, scent or air quality do not motivate purchase decisions when they are simply 

meeting customer expectations. Also, an extreme ambient factor, such as very high or very 

low temperature can lead to avoidance behaviour. There could be exceptions, however, when 

extreme levels may have an impact on consumer behaviour, for example, the scent of fresh 

bread attracting customers to a bakery (Baker, 1987). She defined design factors to be either 

aesthetic or functional: Aesthetic factors are physical cues which customers observe (colour, 

architecture, style, materials etc.) and influence the level of pleasure in the service experience 

(ibid). Functional factors facilitate the behaviour of customers in the servicescape and include 

layout, signage and comfort (Baker, 1987). Social Factors included the influence by human 

presence in the servicescape, which was not completely integrated in the early studies in 

environmental psychology (Baker, Levy & Grewal 1992). The service personnel present in a 

customer environment, it's size, appearance, and behaviour, has been shown to impact on 

consumer behaviour (Baker, Levy & Grewal 1992, Bitner 1990, Turley & Milliman 2000). 

Furthermore, the appearance, behaviour and number of other customers are a crucial human 

facet of the environment (Eroglu & Machleit, 1990; Machleit, Kellaris, & Eroglu, 1994). 

Table Number: 2.2: Components of the Physical Store Environment: 
Ambient Factors Background conditions that 

exist below the level of our 
immediate awareness 

-Air Quality 
- Temperature 
- Humidity 
- Circulation/Ventilation 
Noise (Level/Pitch) 
Scent 
Cleanliness 

Design Factors Stimuli that exist at the 
forefront of our awareness 

-Aesthetic 
-Architecture Colour Style 
-Materials Decor 
-Scale Shape 
-Texture, Pattern 
-Functional 
-Layout 
-Comfort 
-Signage 
-Accessories 

Social Factors People in the Environment 

-Audience (Other Customers) 
-Number, Appearance, 
-Behaviour 
-Service Personnel 
 

Source: Baker, 1987 
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· Cleanliness: 

Cleanliness is the appearance of the retail chain outlet that improves the atmosphere which 

affects the customers feeling towards the outlet. Customers create positive or negative word 

of mouth about retail chain outlet by looking at the cleanliness (Banat & Wandebori, 2012). 

Cleanliness can improve store atmosphere (Gajanayake, Gajanayake & Surangi, 2011). 

Cleanliness of a store creates a positive impression among consumers and makes them stay 

longer in the store. Product display and Cleanliness are very important for the outlet selection 

(Wanninayake & Randiwela, 2007). Cleanliness of the outlets creates an image of comfort 

and luxury in the customer's mind due to which customers stay for more time in retail chain 

outlets and make more purchases (Yun & Good, 2007). 

· Lighting: 

Lighting is used to highlight products. It creates excitement and has a positive impact on 

consumer purchasing behavior. When the lighting used in the retail chain outlets is of good 

color, consumers are inclined to touch products to assess quality (Areni & Kim, 1994). 

Consumer’s choice of store is moderately influenced by the lighting and store layout 

(Wanninayake & Randiwela, 2007). Stores with proper lighting, music, color, scent and 

displays will motivate the customers to visit the store again in the future (Yoo, Park, & 

MacInnis, 1998). The main purpose of using brighter lighting in retail outlets is to grab the 

customers’ attention so that they start purchasing from the outlets due to their comfort. 

· Colour: 

Colour schemes applied in elements of the interior design of environments have been shown 

to have an effect on shopping behaviour (Ellis & Ficek 2001, Babin, Hardesty & Suter 

2003,). Shoppers can be more attracted to a retail display (Bellizzi, Crowley & Hasty 1983), 

were more likely to purchase, be aroused, have a different image of store and merchandise or 

spend more time in the environment (Bellizzi & Kite 1992), depending on the colours 

applied. While some studies showed that lightning factors can influence both store image, 

examination and handling of merchandise (Baker, Levy & Grewal 1992, Summers & Hebert 

2001, Babin et. al (1994), others found no significant effect (Areni & D. Kim 1994). 

Color builds feelings and affects consumer behavior and attitude (Banat & Wandebori, 2012). 

It could stimulate memories, thoughts, and experiences. For instance; “red retail 

environments tend to be generally unpleasant, negative, tense, and less attractive than green 

and blue” (Bellizzi, Crowley, & Hasty, 1983). Color has a great impact on the consumer’s 

perception about the merchandise (ibid).  
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Good color of the retail chain outlet will grab the customers’ attention and create a positive 

perception about the merchandise (Crowley, 1993). Lewison (1994) discussed the store 

environment relative to the five senses that are sight, sound, scent, touch, taste. The store and 

its environment are important because 70 to 80 percent of purchase decisions are made in the 

store while inspecting the merchandise. Retail management should attempt to create a 

motivating, comforting store environment, with exciting store interior and appealing 

merchandise presentation. Lewison describes how a retailer can use sensory appeals, sight, 

sound, scent, touch and taste appeal to effect a favorable store image and a pleasant shopping 

environment. For example, the retailer might use sight appeal to arouse the consumer’s 

attention. The use of sight appeal can be accomplished by creating harmonious, contrasting, 

or clashing visual relationships in the display, layout, or physical arrangement of the store.           

In general, harmonious relationships are seen in quieter, plusher, more formal retail settings, 

while contrasting and clashing relationships are found in more exciting, cheerful, and 

informal stores. 

· Music: 

Music in a shopping environment has attracted much attention (Milliman 1982, Milliman 

1986, Yalch & Spangenberg 1988, Yalch & Spangenberg 1990, Baker, Levy & Grewal 1992, 

Hui, Dube & Chebat 1997, Yalch & Spangenberg 2000, Mattila & Wirtz 2001, Garlin & 

Owen 2006, Broekemier, Marquardt & Gentry 2008). The studies showed that music has an 

impact on sales, time spent in the environment (both perceived and actual), and the state of 

arousal.  

The extent of the effect depends on the type of music, e.g., foreground vs. background music 

(Yalch & Spangenberg 1988, Yalch & Spangenberg 2000), the tempo and volume of music 

(Milliman 1986, Milliman 1982), and the age of the patron (Yalch & Spangenberg 1990). 

Several studies point out that the outcome of ambient music is mediated by its congruity with 

other environmental cues. For example, the genre of music needs to be congruent with a 

restaurant's atmosphere to increase the length of stay and spending (Baker, Levy & Grewal 

1992, Grewal et al. 2003, Vida 2008). Finally, if customers like the music, they tend to 

evaluate the environment more positively (Dube & Morin 2001), perceive waiting time to be 

shorter (Hui, Dube & Chebat 1997, Bailey & Areni 2006), and spend more (Caldwell & 

Hibbert 2002). Music has been observed as a powerful stimulus in shaping retail experience. 

It is widely used for attention, identification, association, and remembrance in retailing.  As a 

key ambient factor in retail environment, music engages, entertains, energizes, refreshes, 

involves, and creates a pleasurable and memorable experience for the shoppers (ibid).  



117 
 

Background music has a direct impact on shopping experience by influencing the purchase 

needs, overall affective evaluations, and service evaluations (Herrington and Capella 1994). 

Music is a dominant atmospheric factor. It is easily visible and its effect can be measured 

with great accuracy. The amount of literature on the effects of music on consumer behaviour 

is relatively limited, but has steadily grown over the last two decades. Bruner (1990) provides 

a review of the literature up to the beginning of the 1990s and continued interest in the topic 

is demonstrated by more recent work by authors such as North and Hargreaves (1996), Areni 

and Kim (1993), and Kellaris and Altsech (1992). The two main domains in which the effects 

of music have been explored are advertising (Gorn, 1982) and service environments (Areni 

and Kim, 1993; Yalch and Spangenberg, 1990; Milliman, 1986;1982). From the relevant and 

specific review of literature the research that focuses on service environments, have 

investigated the effects of music in retail stores or shopping malls. Bruner (1990) notes that 

"Music is not a generic sonic mass, but rather a complex chemistry of controllable elements". 

Music can vary along various dimensions, including timbre, rhythm, and tempo. The effect of 

music on behaviour has been suggested to operate via its effect on cognitive and emotional 

processes. Much of the research that has considered the effects of music on individuals' 

emotional states draws on arousal hypothesis that preference, and thus pleasure for aesthetic 

stimuli such as music, is related to the arousal potential of the stimuli. Highly arousing music 

is defined as loud, erratic, and difficult to predict with a quick tempo, while music with low 

arousal qualities is soft, monotonous, very predictable, and with a slow tempo (Seidman, 

1981). One of the more consistent findings of the research into the effects of particular 

components of music on behaviour, is that music that is more arousing leads to individuals 

spending less time on activities (ibid). Smith and Cunrow (1966) revealed that when loud 

music was played in a supermarket, customers spent less time shopping, and Milliman (1982) 

demonstrated that music tempo affects the speed with which consumers moved around a 

store. Milliman (1986) later showed that the tempo of music in a restaurant affected the time 

that people spent in the restaurant, such that individuals dining under the fast music condition 

spent less time at their tables than individuals dining under the slow tempo condition.          

Similar evidence of the effects of music tempo includes research by Robaley et al. (1985), 

who found that it affected the number of bites taken per minute in a university cafeteria and 

Mcelrea and Standing (1992), who recorded that music tempo influenced the speed with 

which drinks were consumed at a bar.  
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Background music is enticing in luxury category, and tempting in garment stores. It varies 

with the demographics as well. Elder people find decision making difficult, whereas younger 

ones tend to appreciate background music.  

It is cacophony if played too loud. Familiar music, relative to unfamiliar music, may cause 

individuals to spend less time in shopping, but to perceive themselves as spending more time. 

Consumers are more likely to visit new service environments that play music that they like 

(Broekemier, Marquardt, Gentry 2008). Retail managers believe, and observations confirm 

that consumers tend to buy more when they shop for a longer time. If managers seek to 

influence shopping times by creating a familiar atmosphere, the results of this study show 

that they may not get the intended effect. Although individuals reported shopping longer 

when listening to familiar music, they actually shopped longer when listening to unfamiliar 

music. (Yalch and Spangenberg 2000). Music influences a customer’s mood. Slow tempo 

music relaxes the customer and causes them to linger in the store longer, whereas fast tempo 

music may be better for stores and restaurants that need rapid turnover. Music is not just 

about speed or the type of music must match the store (ibid). 

· Scent/Aroma: 

Also, scents and aroma as an interior variable have been examined, albeit with varying 

outcomes (Spangenberg, Crowley & Henderson 1996, Mattila & Wirtz 2001). Several studies 

had confirmed that the mere presence or absence of a scent has a significant influence on 

consumer behaviour, irrespective of the odour. Bone and Ellen (1999) identified 34 studies 

showing statistically significant effects of scent presence on consumers' response. In general 

it can be assumed that pleasantly scented environments lead to approach behaviours while 

unpleasant environments cause avoidance. This reaction may occur without customers even 

being aware of the presence of the smell (Bradford & Desrochers, 2009). The effect appears 

to depend on the specific type of the scent. Firstly, the scent needs to have a perceived 

association with the store-type to gain positive responses. Presence of a pleasant but non 

associated scent may even lead to negative responses (Parsons, 2009). Secondly, the presence 

of mediation variables, such as gender, needs to be considered. For example, one study 

confirmed that in the presence of gender-congruent ambient shoppers perceive to have spent 

more time in the store, bought more items and spent more money on their purchases 

(Spangenberg et al., 2006). 

Mitchell, Kahn and Knasko (1995) examined the effects of scent congruity and incongruity 

on cognitive variables that are involved in the consumer decision making processes.  
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The results revealed that pleasant ambient odor influence consumer decision making, 

congruent odors lead to a greater access to congruent attitudes, autobiographical memories, 

and thoughts regarding prior experience with the product class and product class knowledge. 

Incongruent scents may determine cognitive interference.  

Scent congruity condition resulted in more time spent in decision making and increased 

distribution of decisions across product choice groups in each product category compared 

with scent incongruity. Chebat and Michon (2003) found that ambient scent is used directly 

to build a favorable perception of the mall environment and indirectly for product quality. 

Since odors may affect mall perception, retailers should consider that citrus scent as a 

powerful way of influencing product perception. Perception of the mall environment affects 

shoppers’ arousal very strongly, whereas perception of product quality has very little impact 

although it is significant on emotions (Chebat and Michon, 2003). Michon and Chebat (2004) 

studied the effects of background music and ambient scent on shopper’s perception of service 

quality in a mall atmospheric context. The results show that ambient scent, background music 

has no direct effect on consumers’ perception of service quality, these variables act as 

mediators rather than moderators of service quality. Michon, Chebat and Turley (2005) 

examined the effects of ambient odors on shoppers’ emotions, perceptions of the retail 

environment and perceptions of product quality under various levels of retail density in the 

context of shopping mall. The authors combined moderating effects of ambient scent and 

retail density which are measured on shoppers’ positive affect and on their perception of the 

mall environment. 

Bone and Ellen (1999) defined three dimensions of the odor which are considered to be 

important: the presence (or absence) of smell; pleasantness of smell and the congruity of 

smell with the object studied. The authors reveal that smell influence respondents in relation 

to: elaboration, as defined from both discursive and image processing perspectives; effective 

and evaluative response; purchase and repeat visit intention; behavior in terms such as time 

spent and decision making. Bone and Ellen (1999) suggest that researchers have to examine 

whether odor effects on affective and behavioral outcomes are direct or are partially or fully 

mediated by mood state, cognition and other variables. Ward, Davis and Kooijman, (2003a) 

examined the linkage between the research conducted in various field of scholarship and its 

potential application in retailing. The authors consider that ambient smell is a stimulus which 

leads consumers to develop a holistic impression of the store which can be considered its 

atmosphere which links to the notion of retail identity, retail image and consumer behavioral 

responses in terms of approach and avoidance behavior (Ward, Davis and Kooijman, 2003a). 
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The holistic impression of a store helps retailers to develop a clear, consistent and coherent 

brand identity that is communicated and vested in the store itself, and the understanding on 

the importance of the use of smell in this process it is very important (Ward, Davis and 

Kooijman, 2003a). 

Marketers interested in using scents rely on two physiological conditions which strongly 

impact the cognitive psychologically based premises of associative learning and emotional 

processing. First, smell is one of our most primal and deeply rooted senses and functions as 

our chemical alert system. It is hardwired to perceive whether the molecules around our 

bodies are beneficial or dangerous, a determination of fundamental importance to the survival 

of all forms of life (Zaltman, 2003). When a person smells something, the odor receptors 

produce an immediate, instinctive reaction (Zaltman 2003; Vlahos 2007). “With all of the 

other senses, you think before you respond, but with scent, your brain responds before you 

think,” (Vlahos 2007). Thus the sense of smell is of interest to marketers because of its 

potential to create uncensored reactions to marketing stimuli. Second, the sense of smell is 

considered to be the most closely related to emotional reactions. The olfactory bulb is directly 

connected to the limbic system in the brain, which is the system related to immediate emotion 

in humans (Wilkie, 1995). 75 percent of emotions are generated by smell (Bell and Bell 

2007). Consequently, smell represents a direct line to feelings of happiness and hunger and is 

a sensory bandwidth that cannot be turned off (Wilkie, 1995; Vlahos 2007). Thus, from a 

marketer’s perspective, smell has an instantaneous good or bad effect.  

Scent Presence or absence of scent in the retail chain outlets has noticeable impact on the 

consumer purchase intention. Scent is a pleasant fragrance that influences customer mood 

and emotions which make the customers stay more time and feel excited (Banat & 

Wandebori, 2012). Right use of scents improves evaluations of products that are unfamiliar 

or not well liked (Morrin & Ratneshwar, 2000). Scent has a major effect on how consumer 

evaluates the merchandise (Spangenberg, Sprott, Grohmann, & Tracy, 2006) Customers 

spend more time in shopping when the environment contains good music and scent (Yalch, 

Richard, Eric, & Spangenberg, 2000). Selection of one scent should be preferred over 

multiple scents. Shoppers spend more money at the outlets with single scent compared to 

those consumers who are exposed to multiple fragrances (Haberland, 2010). The selection of 

scent must consider the targeted gender to make theme pleasing, so that customers spend 

more time and money at a retail outlet to purchase goods (Spangenberg et al., 2006). 
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· Temperature/Air-conditioning: 

Ambient temperature level was found to influence interpersonal attraction of people (Griffitt, 

1970). However, other studies had found no measurable effect of temperature levels on desire 

to stay in a shopping mall (Wakefield & Baker, 1998). It seems likely that while acceptable 

levels of temperature go unnoticed by customers, too high or low levels increase the 

probability of avoidance behaviour (Baker, 1987).  

Temperature at retail outlet is among those atmospheric variables that greatly impact the 

consumer purchase intention. Extreme temperature—very low or very high—creates negative 

feelings among customers; it leads to dissatisfaction among the customers and consequently, 

customers spend less time in outlet and produce negative word of mouth (Lam, 2001). 

2.11: ACCESSIBILITY: 

The location research is also considered a useful tool in examining other economic 

phenomena, such as mergers of several retail chains.  

An interesting example of such work focuses on possible application of the spatial analysis to 

the merger problem and introduces a framework for improving the process of merge in retail 

area. The store location techniques used in the latest time suggest that there is a considerable 

shift towards more sophisticated models (Clarkson et. al., 1996). There are several major 

directions in the literature on the store location, which are depicted in competitive location 

literature and store choice literature (Colome and Serra, 2003). They developed a notion of 

partial coverage, which is defined as a function of the distance of the demand point to the 

facility. In the model the demand point can be fully covered within the minimum critical 

distance, partially covered up to a maximum critical distance, and not covered outside of the 

maximum critical distance. Based on the revised model the author makes a computation and 

compare the results with the results of the general model, which demonstrates that including 

the partial coverage has significant affects on the solution of the problem. Here the authors 

develop a generalized maximal cover location problem (GMCLP) by introducing a multiple 

sets of coverage levels for each demand point, where the coverage level is a decreasing 

function of the distance to the closest facility. Nowadays, retail location area experiences a 

trend of encompassing the store choice attributes in the competitive location models.          

One of the successful examples is the work of Colomé Serra (2003) who presented a new 

approach for determination which store attributes should be included in the new Market 

Capture Model and how they ought to be reflected using the Multiplicative Competitive 

Interaction model, as the latest stands to reason that any retail location model should take into 

account the processes underlying consumers’ choice of store.  



122 
 

81 percent of Indian consumers agree that the overall experience when visiting a shopping 

destination is most critical, rather than only the choice of shops (Abhinav Joshi et., at., 2016). 

Access convenience concerns the speed and ease with which consumers can reach a retailer. 

It considers attributes such as accessible location, parking availability, store hours, proximity 

to other stores, and telephone and internet access. The speed and ease that consumers can 

make contact with retailers powerfully influence their retail choices.  

Empirical evidence shows that easy accessibility has a high correlation with the choice of a 

shopping center (Bellenger et al., 1977). In addition to a convenient location, other 

convenience incentives provided by retailers, such as longer operating hours or ample 

parking, can draw patrons to a store (Hansen and Deutscher, 1977-78). This is consistent with 

another study that finds that the main reason for consumers not patronizing a c-store was 

inconvenient location (Lassk, 2000).  

Search convenience is the speed and ease with which consumers identify and select products 

they wish to buy. This dimension considers helping consumers find the right  products 

through focused merchandising, intelligent store design and layout, knowledgeable sales 

persons, customer interactive systems, and visual merchandising practices, especially product 

displays, packaging, and signage. One study found that when shopping at convenience stores, 

customers want courteous and helpful clerks, but not too friendly so that they don’t engage in 

extended conversations (Sutton and Rafaeli, 1988). Other literature suggested that 

consumer’s evaluation of the store atmosphere also affects their perceptions of value and 

their store patronage intentions (Hui, M.K. & Bateson, J.E.G., 1991). 

Possession convenience is the speed and ease with which consumers can obtain desired 

products. It results from a retailer’s strong in-stock position, timely production or timely 

delivery. One stop shopping offers consumers possession convenience by bringing together a 

vast variety of goods and services in one store. The literature supports this and several studies 

have found that merchandise assortment is positively related to retail store choice (Arnold et 

al., 1983; Oppewal and Koelemeijer, 1999; Louviere and Gaeth, 1987), and is found in some 

cases even more important than price for store choice (Stassen et al., 1999). Transaction 

convenience refers to the speed and ease with which consumers can effect or amend 

transactions. Once the consumers selects a store, and selects the products they want to 

purchase, they still must participate in a transaction to complete the purchase. Transaction 

convenience concerns how quickly and easy it is to do the business with a firm, and considers 

attributes such as different payment methods, quick service, well trained employees, and well 

designed service systems.  
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Time savings elements for consumers such as fast checkouts are also found to influence their 

retail choice (ibid). Convenience is a vital part of society at present. With expanding internet 

facilities and individuals spending more time at work and less time at home, time spent on 

shopping is an expensive resource. Chowdhary (1999) noted that convenience is a 

specifically desirable characteristic for older consumers. Hyllegard et al. (2005), however, 

found that convenience was less important to consumers aged 56 to 88, but very important to 

the age groups between 18 and 55.  

They furthermore established that the preference for convenience differed across nationalities 

(Spanish, European and American consumers). They, however, did not find any gender 

differences in terms of preference. In a study by Kim and Jin (2001) convenience was cited as 

a reason for consumers preferring multi-national discount stores over national stores. Store 

hours comprise another aspect of convenience. Hyllegard et al. (2005) found that store hours 

are less important to older consumers because older consumers have more time to shop.  

They concluded that store hours and convenience have the strongest influence on patronage 

behaviour across nationalities. Retail stores focusing on younger markets should, therefore, 

incorporate a focus on convenience and extended shopping hours. This greater concern 

identified in the younger market could be due to changing lifestyles and busy social lives 

(Hyllegard et al., 2005) A vital part of convenience is site selection/ location planning, 

because it influences parking, location and transportation. This is a significant decision 

because it cannot be altered once made. Location, transportation and traveling time influence 

the consumer market patronizing the store and, inevitably, sales (Wood & Browne, 2007). 

Thang and Tan (2003), for instance, noted that retailers are chosen on the basis of 

accessibility, ease of transportation and time duration of travel. They found that accessibility 

of a store is rated second to merchandising and that even stores located on the same street still 

engendered varying perceptions with regard to accessibility. The smallest distance can, 

however, influence a store’s success or failure (Wood & Browne, 2007). The importance of 

traveling distance in influencing intention to remain loyal to a store was noted by Miranda et 

al. (2004). Newman and Patel (2004) reported that, by focusing on features which influence 

the ease of shopping, retailers are able to differentiate themselves from the competition.           

Koo (2003), on the other hand, investigated the inter-relationships among store images, store 

satisfaction, and store loyalty among Korean discount retail patrons, and found that 

convenience has a direct and indirect impact on store loyalty, but not on store satisfaction.  
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This is contradicted by Chang and Tu (2005), who found that convenience, has a direct 

relationship with customer satisfaction and customer loyalty, as well as an indirect 

relationship with customer loyalty through customer satisfaction. Retailers should, therefore, 

consider convenience and its sub-dimensions carefully as this can help build a consumer base 

and consumer loyalty (John, M.D Bryant, B.E., 1980). 

2.12: SALES PROMOTION SCHEMES: 

Many studies had focused on the effects of promotion on brand switching, purchase quantity, 

and stockpiling and have documented that promotion makes consumers switch brands and 

purchase earlier or more.  

The consumers’ consumption decision has long been ignored, and it remains unclear how 

promotion affects consumption (Blattberg et al. 1995). Emerging literature in behavioural and 

economic theory has provided supporting evidence that consumption for some product 

categories responds to promotion. Using an experimental approach, Wansink, Brian (1996) 

established that significant holding costs pressure consumers to consume more of the product.  

Wansink and Deshpande (1994) showed that when the product is perceived as widely 

substitutable, consumers will consume more of it in place of its close substitutes. They also 

show that higher perishability increases consumption rates. Adopting scarcity theory, Folkes 

et al. (1993) showed that consumers curb consumption of products when supply is limited 

because they perceive smaller quantities as more valuable. Chandon and Wansink (2002) 

showed that stockpiling increases consumption of high convenience products  more than that 

of low-convenience products. In an analytical study, Assuncao and Meyer (1993) showed that 

consumption is an endogenous decision variable driven by promotion and promotion-induced 

stockpiling resulting from forward-looking behaviour. There are some recent empirical 

papers addressing the promotion effect on consumer stockpiling behaviour under price or 

promotion uncertainty. Erdem and Keane (1996) and Gonul and Srinivasan (1996) 

established that consumers are forward looking. Erdem et al. (2003) explicitly modeled 

consumers’ expectations about future prices with an exogenous consumption rate. In their 

model, consumers form future price expectations and decide when, what, and how much to 

buy. Sun et al. (2003) demonstrated that ignoring forward looking behaviour leads to an over 

estimation of promotion elasticity. Blattberg, Eppen, and Liebermann (1981), Gupta (1988), 

Neslin, Henderson, and Quelch (1985), Shoemaker (1979), Ward and Davis (1978), and 

Wilson, Newman, and Hastak (1979) found evidence that promotions are associated with 

purchase acceleration in terms of an increase in quantity purchased and, to a lesser extent, 

decreased inter purchase timing.  
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Researchers studying the brand choice decision-for example, Guadagni and Little (1983) and 

Gupta (1988) had found promotions to be associated with brand switching. Montgomery 

(1971), Schneider, 1990 and Kirshnan et. al. 1995), and Webster (1965) found that 

promotion-prone households were associated with lower levels of brand loyalty.  

There are other variables that may be used to describe purchase strategies, examples are 

whether the household purchases a major or minor (share) national brand, store brand, or 

generic, or whether it is store-loyal or not. McAlister (1983) and Neslin and Shoemaker 

(1983) used certain segments derived from those of Blattberg, (1990) but added a purchase 

acceleration variable to study the profitability of product promotions.  

Non-price promotions such as sweepstakes, frequent user clubs, and premiums add 

excitement and value to brands and may encourage brand loyalty (e.g., Aaker 1991; Shea, 

1996). In addition, consumers like promotions. They provide utilitarian benefits such as 

monetary savings, added value, increased quality, and convenience, as well as hedonic 

benefits such as entertainment, exploration, and self-expression (Chandon, Laurent, and 

Wansink, 2002).  

A large body of literature had examined consumer response to sales promotions, most notably 

coupons (Sawyer and Dickson, 1984; Bawa and Shoemaker, 1987 and 1989; Gupta, 1988; 

Kirshnan, 1995; Leone and Srinivasan, 1996). Despite this, important gaps remain to be 

studied. It is generally agreed that sales promotions are difficult to standardize because of 

legal, economic, and cultural differences (e.g., Foxman, Tansuhaj, and Wong, 1988; Kashani 

and Quelch, 1990; Huff and Alden, 1998). Multinational firms should therefore understand 

how consumer response to sales promotions differs between countries or states or province. 

Integrated Marketing Communications (IMC) focused on building a clear position and image 

through integrated marketing, with advertising being an important channel (Kliatchko, 2005). 

Sales incentives, displays, and advertising are attributes of promotion. The goal of IMC is to 

build a stronger brand and increase sales through the influence of consumers. Promotions are 

a precondition of brand recognition and enhancement, which influenced sales (Ratnatunga & 

Ewing, 2005). One of the major changes in marketing includes new technology in which 

advertising is consumer focused to nurture customer satisfaction and loyalty (Kliatchko, 

2005). The promotions dimension is, therefore, a significant tool in the IMC process because 

of its proximity to consumers and its direct influence on consumer behaviour. Although 

promotion is viewed as a positive stimulus by management, a study of patronage motives and 

product purchase patterns found that special events/exhibits and promotions were among the 

least mentioned motives for product purchase.  
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They were therefore indicated as less important than other store image attributes (ibid).          

This is in contrast to other research. Paulins and Geistfeld (2003) reported a distinct 

difference between highly educated and less educated consumers in the response to 

advertising. The fact that educated consumers are more selective makes them more difficult 

to entice through advertising.  

Thang and Tan (2003) found that promotions have a significant influence on consumer 

preference. Consumers have to be constantly attracted by advertising to stimulate interest and 

create store awareness. But consumers are exposed to a large amount of information and 

advertising messages; therefore an integrated and consistent marketing communication 

strategy is critical for strengthening the message which marketers strive to send.  

A strong communication strategy is vital in competing in the marketplace and in managing 

the corporate identity, while promotions provide the key in conveying information to 

consumers (Markwick & Fill, 1997). Samli and Lincoln (1999) assessed the influence of 

actually promoting store image attributes. They found that consumers who had seen the 

relevant advertisements gave higher image scores than the consumers who did not see the 

advertisements.  

Du Frene, Engelland, Lehman and Pearson (2005) found that consumer-centric advertising 

through interactive e-mailing changed consumers’ attitudes towards the brand, which, in turn, 

affected intention to purchase. According to Sen, Block and Chandran (2002), displays do not 

hold high incentive value for consumers, but rather act to make customers aware of the 

possible purchase and usage of the merchandise. Window displays, for example, relay 

information before a client enters a store and contribute to store entry and product purchase. 

It is evident that the expenditure on promotions should be viewed as a contributing factor to 

building store image and subsequent profit. The key for smaller shopping centers is to create 

a buzz by connecting with the local community. This could be achieved by holding small 

scale performances, farmer's markets, and liaising with institutions or social groups in the 

neighborhood to design and host activities suited to their defined catchment (Abhinav Joshi 

et., at., 2016).  

2.13: RANGE OF PRODUCTS: 

According to CBRE consumer research report of 2016 the Indian consumer was of the view 

that prime shopping centers in India, along with aiming to attract exclusive or popular brands, 

should also focus on brands which have a reputation for providing an experiential in-store 

experience, thereby assuring more physical visits to the store; and in turn, to the mall 

(Abhinav Joshi et., at., 2016). 
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Kotler and Armstrong (2001) defined merchandise as the products and services or lines that a 

retailer offers to the target market. In other words, merchandise is the product or service 

meant for sale and that is capable of giving satisfaction to the consumer. 

Cox and Brittain (1993) stated that while some retailers adopt specialized merchandise policy 

like in the case of those dealing with specialty goods, others operate a scrambled merchandise 

policy that offers a wide range and variety of product lines. Examples are those retailers that 

carry convenience and shopping goods such as supermarkets, superstores, and multiple shops. 

Merchandise assortment is defined by Bovie and Thill (1992) as the unique mix of products 

offered by a retailer. It includes the breadth and depth in which these lines are stocked.  

Similarly, Kotler and Keller (2005) defined product mix or product assortment as a set of all 

products and items a particular seller offers for sale and this consists of various product lines 

(ibid). 

Not only does the retailer stock goods that meet customer requirements, he must also 

consider products that can trigger purchase whenever the customer enters the store. Hodge 

(2004) carried out a study to ascertain the type of product that can easily drive impulse 

buying in the store and discovered that low marginal products, short life-span products, light 

or easily carried items, and easily stored products are commonly purchased spontaneously by 

customers. Merchandise display is another important element of the retail store. Merchandise 

in the retail store should be positioned in particular ways to aid customer selection and 

stimulate sales. Merchandise displays are special presentations of a store’s products used to 

attract and entice the buying public (ibid). 

Cox and Brittain (1993) observed that a good display continues to catch the customer’s eyes 

the moment he enters the store. He studied that a stimulating and attractive in-store display of 

products can bring about high stock turnover and economical space management. The store 

layout and merchandise display involve planning the internal arrangement of different 

sections according to merchandise variety and assortment. By so doing, the retailer is able to 

manage available space, and give customers adequate space to move round the store without 

any traffic jam. When items in store are strategically located, they draw the customer into the 

store and facilitate purchase of impulse and complimentary goods. Rook (1987) observed that 

impulse buying occurs when a consumer experiences a sudden, often powerful and persistent 

urge to buy something immediately. Furthermore, Miller (2002) described impulse buying as 

a situation where most purchase decisions are made in-store without a prior plan before 

entering the store. In this study, therefore, impulse buying shall be defined in relation to 

product and store features.  
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Thus, impulse buying is defined as a buying action that occurs when the consumer is exposed 

to an attractively presented or conveniently located product in a store.  

Ghag (2013) opined that to influence customer buying behaviour, the store design should 

attract customers, enable them to locate merchandise, keep them in the store for a long time, 

motivate them to make unplanned or impulse purchase and provide them with a satisfying 

customer experience. 

Khan (2014) suggested that knowing the customer in an out will help tremendously when 

creating an effective display of range of products in the retail store.  

According to his research study it is not only being familiar with demographic data like age, 

income and educational level, but digging a little deeper into psychographics and behaviours 

or their lifestyle. Khan further stated that the retail space should be the most productive and 

most efficient salesperson and that maximizing revenue involves employing the art and 

science of visual merchandising. Since a good merchandise display is a product of a good 

store layout, it should be done in such a way as to allow merchandise to be displayed without 

obstructing the movement of the customers along the store shelves. Consumer choice models 

often assume that customers are perfectly knowledgeable about their preferences and the 

product offerings. Therefore, consumers are always better off when they choose from a 

broader set of products. However, empirical studies show that consumer choice is affected by 

their perception of the variety level rather than the real variety level (ibid).  

This perception can be uninfluenced by the space devoted to a category, the presence or 

absence of a favorite item, or the arrangement of the assortment (Simonson, 1999). Hoch et 

al. (1999) define  a measure of the dissimilarity between product pairs as the count of 

attributes on which a product pair differs. They show that this measure is critical to the 

perception of variety of an assortment and that consumers are more satisfied with stores 

carrying those assortments perceived as offering high variety.  

Van Herpen and Pieters (2002) find the impact of two attribute-based measures that 

significantly impact the perception of variety. These measures are entropy that is whether all 

products have the same color or different colors and dissociation between attributes that is 

whether color and fabric choice across products are uncorrelated. The perception of variety at 

a store is especially important for variety-seeking consumers. Variety seeking consumers tend 

to switch away from the product consumed on the last occasion. Variety seeking literature 

demonstrated that consumers adopt this behavior when purchasing food or choosing among 

hedonic products such as restaurants and music (ibid).  
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The assortment serves an important function in retailing linking supply with demand by 

providing a selective range of merchandise for consumers to purchase. As a key element of 

the retail marketing mix, merchandise is the primary reason for a consumer to visit a store, 

browse or purchase.  

Within the retail mix, the assortment operationalises the retailer’s strategy becoming a 

strategic positioning tool to attract and retain core customers (Grewal et al., 1999). 

Furthermore it is used as a classifier of store formats, creating a “dynamic dimension of 

retailing” (Brown, 1990), as shifting patterns of assortment shape retail evolutionary theory 

(Hollander, 1966). 

As shelf space in traditional retail stores is limited, the major assortment issues faced by a 

retailer include what products, and how many of each, should be on the shelves in the stores. 

In a classical economic sense, the assortment decision is easy, as the rational retailer should 

choose the combination of products that yield the biggest profit in the long run.                 

More products mean more flexibility and it gives the decision maker a sense of empowerment 

(Boatwright and Nunes 2001; Kahn and Lehmann 1991; Koopmans, 1964; Kreps 1979). 

Store image and satisfaction with the store is affected by the perceived store assortment 

(ibid). The customer’s perception towards the product quality and assortment are positively 

related to the patronage of a store (Darley and Jeen-Su, 1993; Craig et al. 1984; Koelemeijer 

and Oppewal, 1999). In Greece a study performed on store choice suggested that product 

assortment and quality are the key drivers of customer’s choice (Baltas and 

Papastathopoulou, 2003). 

Product assortment has affected shopping behaviour and patronage patterns (Brown, 1990).  

It is said that assortment has the greatest effect at grocery stores, with positive and high 

impact on patronage and spending. Assortment can be described as the ability of the retailer 

to offer an assortment of products by providing the consumer with variety, uniqueness, and 

quality (Verhoef et. al., 2009). Consumers desire flexibility in their choices and demand an 

array of products to choose from in order to meet their ever changing goals, needs, and social 

situations. Retailers are hesitant to adopt efficient assortment because of concerns that 

reducing the number of units they carry will lower consumer assortment, perceptions and, 

consequently, will reduce the consumer’s will to shop at their store. The results of the study 

suggest that retailers can make moderate reductions to the number of items offered without 

negatively affecting assortment perceptions. In regard to consumer preference for assortment, 

it is seen that consumers generally prefer larger assortments to smaller assortments because 

of the greater choice benefits available from larger assortments.  
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Hence retailers often create assortments offering numerous options (Broniarczyk, Hoyer and 

McAlister, 1998). Conflict exists regarding the effect of larger assortments and how it 

influences consumer preferences. It is said that a large assortment requires consumers to 

evaluate many options which can cause consumers to experience frustration and conflict that 

may actually detract from the attractiveness of the assortment (Chernev, 2003).  

Retailers frequently attempt to attract shoppers by offering large product assortments. 

Although large assortments benefit consumers by providing many choices, it also challenges 

consumers to think more while making purchase decisions. Therefore, when retailers offer 

extensive product assortments it may diminish the assortment’s attractiveness (Boyd and 

Bahn, 2009). 

2.14: BEHAVIOUR OF SALES STAFF: 

In addition, consumers also enjoy talking to salespeople, and seek a social experience outside 

their home, thus this may drive some shoppers to stores in which they find friendly 

salespeople (Tauber, 1972). In fact, one study found that there is a positive correlation 

between consumer’s perceived warmth of the service clerk and perceived quality and loyalty 

to the store (Lemmink and Mattsson, 1998). Service is a crucial element of a brand; this 

includes staff-customer interaction (sales) (Newman & Patel, 2004). As shown above, sales 

personnel are responsible for the social interaction with customers through this interplay 

between service and sales personnel. Service builds customer relationships and leads to 

positive-word-of-mouth and customer loyalty (Newman & Patel, 2004). Customers’ 

perception of social cues, which includes service, improves their perception of merchandise 

(Hu & Jasper, 2006; Newman & Patel, 2004). Teller, Kotzab and Grant (2006) found that 

sales personnel service greatly affect store choice, even more than modern services, such as 

home delivery. Service by sales personnel through knowledge and courteousness is 

emphasized by Berman and Evans (1995). Good service, therefore, contributes toward 

forming a positive store image.  

Thang and Tan (2003) concluded that stores that provide good service leave shoppers with a 

more favourable perception which promotes repeat visits and has a positive impact on 

consumer purchase behaviour. Miranda et al. (2004) underscored this by concluding that 

intention to remain loyal to a store is influenced by several factors, including service. Hellier 

et al., (2003) also showed that customers’ repurchase intention is influenced by service. 

While the repurchase intention is thus influenced by service quality, Wirtz et al. (2007) stated 

that the effect of service on consumer behaviour is moderated by emotional arousal.  
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Huddleston et al. (1990) found that mature female consumers’ lifestyle characteristics 

influence their preferences for services. In contrast, Oates et al. (1996) showed that the 

perception of the importance of the service dimension is not notably different among elderly 

consumer segments on the basis of lifestyle. Research results, however, highlight the fact that 

management should take note of the impact that service can have on consumer behaviour and 

that the preference for service is influenced by independent consumer variables. 

Building interpersonal relationships with customers can provide the edge in creating store 

loyalty when competing in a fairly homogeneous market. Sales personnel play an important 

role in creating the social cues in a store that are found to improve evaluations of store image 

(Hu & Jasper, 2006). The interaction with customers through sales personnel is central to 

consumer-focused communication (Knee, 2002).  

Koo (2003) noted that Korean consumers first need to form a favourable store image on        

non-physical characteristics to promote a positive attitude towards the store. This emphasizes 

the need to improve sales personnel service. Lee et al. (2005), however, did not find a 

significant relationship between sales personnel and store loyalty or store satisfaction.        

Oates et al. (1996) argued that consumer segments based on lifestyle differ with regard to the 

importance that they attach to sales personnel. This could be attributed to differences related 

to value. Baker et al. (2002) investigated the influence of store environmental cues on 

customers’ perceived merchandise value and patronage intention. They concluded that sales 

personnel influenced the perceptions of interpersonal service quality, which, in turn, 

influenced patronage intention, thus underscoring the importance of sales personnel in 

building store image. The sales personnel’s product knowledge is a key store image attribute 

in male shopping behaviour, according to Lee et al. (2005). The personal appearance of sales 

personnel influences the customers’ perception of a store. If  for example, the personnel is 

described as obese, regardless of sex or age, the store is perceived as having a poorer image 

and being less successful (Klassen, Clayson & Jasper, 1996).  

Not only do sales personnel have an effect on how the store is viewed, but the perceptions of 

the retail environment can influence customers’ beliefs about the people who work in such an 

environment. Arun and Stafford (2000) for instance found that sales personnel are regarded 

as having more credibility in the prestige store ambience and less in the discount store 

ambience. Retail personnel’s number, appearance and behaviour impacts consumer’s 

perception of a firm and therefore influences behaviour (Bitner 1992, Turley & Milliman 

2000).  
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For example, when service failures occur, employees dressed in unprofessional attire have 

been shown to negatively influence a customer’s attribution and satisfaction (Bitner 1990). 

The number and friendliness of employees have a positive impact on levels of pleasure and 

arousal, which in turn impacts willingness to buy (Baker, Levy & Grewal 1992). Stores with 

more sales personnel on the shop floor greeting customers were perceived as providing a 

higher service quality then stores with less staff not offering a greeting (Baker, Grewal & 

Parasuraman 1994, Huntton & Richardson 1995).  

The effect of other customers’ presence has been widely discussed (Machleit, Eroglu & 

Mantel 2000, Machleit & Mantel 2001). An individual’s assessment of the presence of others 

in a limited space will be referred to as the perception of crowding. It is important to 

differentiate this from density, i.e. the actual number of other shoppers presents (Harrell & 

Hutt, 1976).  

The perception of crowding can be either human crowding (a closed confined feeling 

experience from high human density) or spatial crowding that is feelings of restricted 

physical body movements due to high spatial density (Harrell, Hutt & Anderson 1980, 

Machleit, Kellaris & Eroglu, 1994). The feelings associated by the proximity of others can be 

related to both presence of people but is also to questions of store layout. Another positive 

effect of density on pleasure can be derived from manning theory, which states that every 

setting requires an optimal number of occupants to function effectively (Wicker, 1979).        

If the density is lower than ideal, increasing the level of crowding will cause the retail 

functions to work more effectively, leading to increased pleasure levels with the consumer. 

For example an Apple Store may create a sense of an excitement when customers have to 

wait in line to get in (Wakefield & Blodgett, 1994). It has been suggested that the relationship 

between crowding and emotions could in fact be inverse v-shaped, with emotional reactions 

to the presence of others turning to negative when the social size exceeds an individual’s 

level of comfort (Argo, Dahl & Manchanda, 2005).  

A study conducted in an extended service setting showed that while crowding reduces levels 

of satisfaction when the objective is of a utilitarian nature, it may increase satisfaction in 

extended hedonic service settings (Noone & Mattila, 2009).  

Further, purchase decision-making has become complex due to the inseparability of product 

and services offered in retail outlets. As such, understanding the role played by these store 

attributes is an important subject matter as based on these studies the retailers’ will be able to 

create an optimum configuration of various store attributes which are integrated with 

shoppers’ perceptions.  
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It should be noted that shoppers’ do have their own pre-defined orientations which shape 

their overall behaviour while they choose retail stores for shopping. The contribution of other 

authors in this area of influence of Store Attributes on Store Patronage is duly given in a 

Summarized Tabular form at the end of this chapter in Annexure- I.  

2.15: SHOPPERS’ SATISFACTION: 

In this section, an attempt has been made to highlight the brief review of literature on 

shoppers’ satisfaction from the retail store. 

One of the aims of establishing a particular store image is to meet customers’ needs and to 

create a positive customer experience. Creating customer satisfaction may lead to the       

long-term goal of future profits and sustained business viability. Customer satisfaction 

increases repeat purchase behaviour and the purchase of other products at the same store          

(Chang & Tu, 2005).  

According to Chen-Yu and Hong (2002), consumers spent their funds in such a way as to 

maximize satisfaction, which is also the desired outcome of a marketing strategy. Satisfaction 

not only reinforces the resolution or intent to repurchase, but also store loyalty (Patterson & 

Spreng, 1997; Bloemer, Kasper, & Lemmink, 1990; Kincade, Redwine & Hancock, 1992). 

The definition of customer satisfaction is based on the disconfirmation paradigm; satisfaction 

is derived through the matching of expectations. The chosen alternative meets or exceeds 

expectations (ibid). Customer satisfaction is a response to expectation, product performance 

after purchase, product experience, or the shopping experience. The response is a reaction 

from the evaluation of standards; between pre-purchase expectations, wants or ideals and the 

actually shopping- and/ or product experience (Bloemer & De Ruyter, 1998; Grace, 2005; 

Howard & Sheth, 1969). According to Kim and Jin (2001), customers’ satisfaction and the 

intention to repurchase resulted from the customers’ emotional experience during the 

purchase stage and, hence, from the appraisal of the store’s image.  

Atmospheric variables influence customers’ satisfaction regardless of shopping orientation; 

some variables do, however, contribute to satisfaction for specific consumer segments 

(McKinney, 2004). Customers’ satisfaction or dissatisfaction and intention to repurchase are 

therefore indicators of the customers’ perception of the store, which, in turn, is created by 

store image. Customers’ satisfaction or dissatisfaction is prevalent not only in the 

consumption stage but also while purchasing, thus emphasizing the importance of store 

image. The greater the satisfaction of the customer during purchasing, the greater the 

intention to repeat purchase (Chen-Yu & Hong, 2002).  
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Baker et al. (2002) affirmed that consumers evaluate store image dimensions as reliable 

information cues about product attributes, price, quality, value and overall shopping 

experience. 

Dick and Basu (1994) combined both behavioural and attitudinal approaches and then 

defined tore loyalty as favorable attitude and repetitive purchase of consumers so that the 

concept can be comprehensively understood and they argue that their concept was desirable 

since both components could be measured. Either favorable attitude or repetitive purchase 

alone cannot be necessary and sufficient conditions of index of store loyalty and the both 

must be considered together in the light of consumers. Czepiel and Kingstrom (1983) had 

argued strongly for loyalty to be treated as a psychological construct. Further, in an 

interesting development, Oliver (1999) extends the notion of incorporating repeat purchase 

with loyalty by suggesting that psychological strategies are needed to achieve ultimate 

loyalty. In the following sections, the literature is reviewed to synthesize the attitudinal 

components of previous loyalty conceptualizations.  

Excluding repeat purchase, four dimensions of loyalty can be distinguished in the services 

literature. These dimensions are viz., positive word-of-mouth; a resistance to switch; 

identifying with the service; and a preference for a particular service provider. Positive  

word-of-mouth is a common approach to loyalty conceptualization. Loyal customers become 

an advocate for the service (ibid). Four variations of the advocacy concept can be identified 

viz., providing positive word-of-mouth (Zeithaml et al., 1996; Andreassen and Lindestad, 

1998); recommended the service to others (Stum and Thiry, 1991); encouraging others to use 

the service (Kingstrom, 1983; Bettencourt and Brown, 1997); defending the service 

provider's virtues has been proposed by Kingstrom (1983). In summary, loyalty is regarded as 

a construct that is distinct from repurchase behaviour. Loyalty is defined here as the enduring 

psychological attachment of a customer to a particular service provider. Attachment is 

reflected through viz., advocacy of the service to others; tendency to resist switching to 

alternate service providers; identification with the service provider; and having a relative 

preference for the service ahead of other competitors. Store loyalty refers to repeat purchase 

behaviour. Repeat purchase behaviour is evidenced by purchases made at the same retailer 

for similar products (Osman, 1993). Bloemer and De Ruyter (1998) developed a more 

specific definition namely, ‘The biased behavioural response, expressed over time, by some 

decision-making unit with respect to one store out of a set of stores, which is a function of 

psychological processes resulting in commitment’.  
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A person becomes committed to a store and therefore becomes loyal; store commitment is 

thus a necessary condition for store loyalty (Bloemer & De Ruyter, 1998). Managers face the 

challenge to build store loyalty and commitment, it is critical in a marketplace where there is 

a choice between numerous stores with similar products (Bloemer & De Ruyter, 1998; 

Miranda et al., 2005; Osman, 1993).  

The ideal situation is to have a long-term loyal customer who is reluctant to change stores due 

to an emotional bond with the store. A short-term loyal customer feels less of a bond and will 

change stores when a seemingly better option is available (Chang & Tu, 2005). Therefore, if 

store loyalty is more an indication of repeat visiting possibility than the wanting of a specific 

product from a specific retailer, as pointed out by Bowen and Shoemaker (1998), it is still a 

crucial customer characteristic in the competitive environment of apparel retail.                      

It is important for retailers to seek information on the shopping experience when planning to 

build store loyalty with augmented services (Miranda et al., 2005). If retailers manage the 

perception of store image, they can isolate consumers from their competitors by building 

store loyalty (Osman, 1993).  

In Kunkel and Berry’s (1968) broad definition of store image as ‘the total conceptualized or 

expected reinforcement that a person associates with shopping at a particular store’, the word 

reinforcement is especially significant. The learning process occurs through reinforcement 

and motivates repeat behaviour, primarily through positive feedback. It is significant because 

it is the key to a loyal customer and ensures repeat purchase behaviour. Bloemer and De 

Ruyter (1968) investigated the relationship between store image, customer satisfaction and 

store loyalty. They found that store image perception is directly related to store loyalty, but 

rather an indirect positive effect on store loyalty through consumer satisfaction.               

Singson (1975) focused on the store image attributes and finds that price and quality are the 

most important store image attributes affecting store loyalty and assortment follows them. 

The study revealed that the store image measured by store atmosphere, product, price, and 

promotion is correlated with store loyalty. 

Prof. Brijesh et. al. (2015) studied seven factors specially focused on satisfaction level of 

customers by overall shopping experience.The study results imply that there is need of 

improvement of entertainment facilities; change the pattern of mall and other internal retail 

stores. Shoppers are satisfied with their shopping trip in the mall but there is need to 

improvement a lot so customer can enjoy the shopping with their friends (Prof. Brijesh et. al., 

2015). 
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Akansha Khanna (2015) conducted study aimed at increasing understanding of Indian 

customers’ brand choice for global and domestic brands. Sample of 2000 respondents of 

Delhi/NCR, Bangalore and Chandigarh was considered for the study. This study developed 

apparel buying behaviour model on the basis of 5 dimensions namely Store attributes, 

Product attributes, Reference Groups, Promotional factors and Consumer characteristics.            

The study suggested causal linkages among these dimensions existed and influenced the 

buyers purchase behavior. This study contributed to academia by providing a conceptual 

framework to understand apparel buying behaviour of young Indian customers which can be 

used by practioners to improve their retail strategies and increase their retail sales (Akansha 

Khanna, 2015). 

Sun, T. R., & Yazdanifard, R. (2015) studied the influence of physical store factors on the 

customer’s buying intention. Study identified Store environment, impulsive buying, store 

layout and attitude of sales personnel as the important factors that determine the buying 

intension (Sun, T. R., & Yazdanifard, R., 2015). 

2.16: SHOPPERS’ PATRONAGE: 

The researcher has made an attempt to discuss in brief the relevant literature on Consumer 

Patronage.  

Lumpkin (1985) studied that shoppers’ do use store attributes as indicators to decide that 

from which stores to buy from (Lumpkin, 1985). 

In general, only some researchers have focused on which of those environmental dimensions 

are important in choosing a retail store and how the physical environment affects patronage 

behavior in an Indian scenario.  

Thus in this research study an attempt has been made to study the linkages between the 

selected store attributes and patronage behaviour of selected shoppers’ in the state of Gujarat.  

According to Engel, Blackwell, and Miniard (1990) environmental dimensions such as air 

quality, lighting layout, carpeting, and aisle width and placement are physical store attributes 

used to project store image and influence store choice (Engel, Blackwell, and Miniard ,1990).  

Robinson (1986) studied that the retailers must provide a social setting that will allow 

consumers to shop for their needs and wants in a comfortable way. This can lead to a win-win 

relationship as shoppers’ will choose the retail store for shopping that gives them the best 

quality products, ambience, supportive and caring sales staff. According to Bitner (1992), the 

physical environment creates an image in the minds of the shoppers and influences individual 

behavior.  
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The physicality of the retail store will be of prime importance to the shoppers’ as they 

associate the physical environment of the store with fun and recreation. The positivity in the 

retail store is based on the store attributes which act as a cue for the shopper regarding the 

quality of the products being sold in the retail store. The shopping environment must reflect 

the needs and preferences of customers and service employees (Bitner, 1992). 

Hollman (1982) stated that consumers shop those stores that provide the proper environment. 

The physical environment creates an image of a retail store and its services. The environment 

may have an impact on customer satisfaction, which may eventually affect store patronage. 

Various research studies are indicative of the fact that if consumers do not enjoy shopping 

with a particular retailer, they shift to another store for all their future purchases (Hollman, 

1982). The reasons for having a favorable attitude for only selected retail destinations relates 

with prices, purchasing convenience, services offered, merchandise quality and behaviour of 

the sales staff.  The nearness to the retail store from the office or residence and the 

convenience to visit are also motivational factors for shoppers’ to choose only a particular 

retail store (ibid). 

According to Lumpkin (1985), consumers shop for enjoyment, socialization, as well as for 

economic reasons. Pessemier (1980) identified four factors that influence patronage behavior. 

These factors include customer characteristics; store characteristics; competitive 

environment; and socio-economic environment.  

Lumpkin and Greenberg (1982) researched the apparel shopping patterns of 2,854 elderly 

consumers. The results of this study indicated that department stores and specialty stores 

were patronized by the elderly more often than discount stores (Lumpkin and Greenberg, 

1982). Shim and Mahoney (1992) used groupings to develop a profile of elderly mail-order 

catalog users of fashion products. The sample included 872 respondents age 55 years or older 

(Shim and Mahoney, 1992).  Bellenger et al (1980) studied lifestyle segmentation and retail 

patronage. This study involved three types of retail stores: department stores, discount stores, 

and chain grocery stores, all of which had multiple locations. Findings indicated that lifestyle 

measurements did not relate to patronage behavior for all locations and types of stores. 

Bellenger et al. (1980) suggested that lifestyle might relate to patronage behavior for a single 

store in a given location. In addition to lifestyle measurements, consumers may also be 

classified according to their shopping orientations (ibid). 

Monroe and Guilttinan (1975) stated that patronage preference is characterized and 

determined by retailer attributes, store image, store loyalty, shopping orientation, consumer 

satisfaction and dissatisfaction.  
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Among these determinants of patronage preference, shopping orientation is an important 

variable predicting patronage behavior. Furthermore, previously research has shown that 

consumers with different shopping orientations place emphasis on different store and brand 

preferences (Swinyard & Rinne, 1995). Customer patronage intention is combination of 

attitude, normative beliefs and motivations that will influence purchasing behaviour 

(Burnkrant & Page, 1982; Fishbein & Ajzen, 1975). Kotler (1973-1974) stated that store 

atmosphere will affect store image and patronage intention. According to Baker et al. (2002); 

Macintosh and Lockshin (1997), willingness of customers to shop longer in store, deliver 

good word-of-mouth of the store, buy more in the future and repurchase made up patronage 

intention in retailing industry. According to Donovan and Rossiter (1982), retailers have to 

fully understand the patronage intention of their target customers in order to forecast 

behaviour of their customers in the future. Grewal, Rajdeep, Thomas, and Anthony (2003b) 

mentioned that retailers might influence consumer patronage decisions through several 

factors such as by having a desirable assortment of products, place and time that customer 

required and preferable price level. Store image is considered an important factor influencing 

store choice and patronage behaviour and has received increased attention from practitioners 

and academics (Berry, 1969). Store image influences the way in which consumers evaluate 

and choose a store (Kleinhans, 2003). Patronage behaviour is associated with acts a consumer 

performs for the purpose of making a purchase from a store. The identity of a store, presented 

in the store image, communicates useful information to consumers that they utilize during 

pre-purchase decision-making (ibid). Store image cues therefore influence consumers’ 

decision-making processes, which result in store choice (Baker et al., 2002). Store image and 

store positioning also greatly predict store choice and, ultimately, retail success (Baker et al., 

2002). Knowledge about the influence of store image perception on patronage behaviour may 

empower retailers to design their stores according to the desired store image that could lead 

to consequent store choice (Kleinhans, 2003). The relationship between store image and 

patronage behaviour has been examined by numerous researchers. Results indicate that a 

customer’s perception of a store influences store patronage.  Moye and Giddings (2002), as 

well as Moye and Kincade (2002), investigated the effect of shopping orientation on 

consumers’ perception of store image and the resulting patronage behaviour.  

Both studies confirmed that shopping orientation indirectly influenced store choice through 

store image. Several researchers also found that the importance that consumers place on store 

image attributes influenced patronage behaviour (Shim & Bickle, 1994; Shim & Kotsiopulos, 

1993; Baker et al., 2002).  
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Donovan and Rossiter (1982) suggested that consumer behaviour is mostly due to emotional 

response brought about by the store environment. In this scenario, it is then astute to not only 

assume, but to know that the consumer's affective state (mood) affects judgment or 

information processing (Bakamitsos & Siomkos, 2005). A person's mood can act as an object 

or as a tool. When affective state is an object, it acts as a heuristic cue and therefore bases 

judgment on heuristic cues and not on information. A consumer’s mood therefore affects how 

the consumer evaluates, and a positive mood is more likely to lead to a positive evaluation 

and thus store choice (ibid). The probability that a consumer will shop at a given store 

increases as the individual's perceptions of the store become more positive. In general, 

consumers patronize stores whose image is congruent with their self-perceptions and 

unconscious needs. Thus, store specific attitudes (e.g. store image) and general attitudes 

toward the type of store influence shopping behaviour (e.g. shopping frequency) (Darley & 

Lim, 1999). Birtwistle and Shearer (2001) proposed five reasons why consumers choose a 

particular store, namely stock held, price ranges, quality of products, fashionability of goods 

and style of clothing. Four of these fall directly under the dimension of merchandise, which 

contributed to the forming of a store image (Lindquist, 1974-1975) Therefore it indicates that 

store image attributes influence patronage behaviour. 

Grishma Padhye and B V Sangvikar (2016) studied 18 attributes and derived three cluster 

solution of enthralled, casual, and apathetic supermarket customers using hierarchical and 

non hierarchical cluster analysis. A chi-square test of independence revealed that the three 

clusters differ significantly with respect to age, working status, education, income, and 

distance traveled to the store. The enthralled customers comprise younger, working 

consumers with higher educational qualifications and higher incomes and traveling shorter 

distances to the supermarket. One-way ANOVA test showed that the three clusters vary 

significantly with respect to repatronage intentions. Enthralled customers showed higher 

repatronage intentions than the casual customers, who in turn show higher repatronage 

intentions than apathetic customers (Grishma Padhye and B V Sangvikar (2016).  

Mlambo Sephath and Marufu Barbra (2015) made an attempt to gain some insight the levels 

of awareness of environmental issues among an elite segment of Zimbabwean consumers.          

It also sought to find out how demographic characteristics viz., age, gender, income, marital 

status, and education and household size that influenced patronage and shopping behaviour. 

The results showed that the targeted group has exhibited a greater concern and awareness of 

health and the environment.  



140 
 

The research also found out that shoppers were attracted by low competitive prices, staff 

attitude towards customers, ambiance, quality of products, variety and parking space 

(Mlambo Sephath and Marufu Barbra, 2015). 

Anoop Kumar Gupta and A.V. Shukla (2015) explored whether demographic variables, such 

as gender, occupation and age, affect store choice behaviour for consumer durable goods. 

Data were collected using structured questionnaire from 177 respondents in the National 

Capital Territory of Delhi. Discriminant analysis of the collected data was done to understand 

if customers could be grouped on the basis of their characteristics of gender, occupation and 

age for store choice behaviour. Results indicated that gender and occupation do not make 

significant differences, whereas age had a significant effect on store choice behaviour for 

consumer durable goods. Possible implication for retailer’s strategy is that the market can be 

segmented on the basis of age groups. It is also revealed that shoppers of distinct age groups 

have different preferences for online stores and that they rely on the Internet to gather 

information about retail stores (Anoop Kumar Gupta and A.V. Shukla, 2015). 

Grishma Padhye and B V Sangvikar (2016) attempted to develop customer segments based 

on how they rate the supermarket attributes and then seeks to understand the demographic 

characteristics, namely, age, gender, marital status, working status, and household size, and 

shopping outcome of patronage behavior of the resulting customer segments.  

This study significantly contributed to the literature by developing three customer segments, 

namely, enthralled, casual, and apathetic, for existing supermarket customers on the basis of 

their ratings of supermarket attributes. Further, it determined that these three segments have 

different repatronage intentions with respect to supermarkets. Enthralled have a high 

repatronage intention as compared to casual and apathetic customers (Grishma Padhye and B 

V Sangvikar, 2016). 

Ramulu Bhukya and Sapna Singh (2016) conducted a research study aimed at analyzing the 

factors affecting shoppers’ brand preference towards choosing retail stores. The factors 

considered for this includes store ambience, store location, store layout, parking facility and 

salespersons’ service quality. The findings of this study revealed that consumers preferred 

retail stores which have good store ambience, well-designed store layout, ample parking 

space, salespersons’ service quality and is located nearby. Among these five factors, store 

location and parking facility play a pivotal role in preference for a particular retail store. 

Hence, store managers should focus on these five factors to increase the preference for their 

stores among consumers (Ramulu Bhukya and Sapna Singh, 2016). 
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The reseacher has also made an attempt to provide a summarized review of major 

contributors’ literature relevant to the area of influence of store attributes on store patronage; 

customer expectations of store attributes; operational constructs of store attribute dimensions; 

and summary of classification of shopping orientations has been presented in the tabular form 

in the annexure number I to IV at the end of the chapter. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



142 
 

SELECTED REFERENCES: 

1. Aaker, D. (1991); “Managing Brand Equity: Capitalizing on the value of a Brand 

Name”; The Free Press Journal, New York, NY.  

2. Aamir Hasan and Subash Mishra (2015); “Key Drivers Influencing Shopping Behavior 

in Retail Store”; The IUP Journal of Marketing Management, Vol. XIV, No. 3, 2015, 

PP. 7-36. 

3. Abhinav Joshi et., at., (2015); “APAC Consumer Survey 2015 India- How We like to 

Shop”; CBRE Global Research Report of 2015; 

https://researchgateway.cbre.com/Layouts/ GKCSearch / DownloadHelper.ashx, 

Accessed on 31/05/2017. 

4. Abhinav Joshi et., at., (2016); “Reinventing shopping malls: Global Lessons for India”; 

CBRE Global Research Report  of  2016, https://researchgateway.cbre.com/Layouts/ 

GKCSearch /DownloadHelper. ashx, Accessed on 31/05/2017. 

5. Abratt, R. (1989); “A new approach to the corporate image management process”; 

Journal of Marketing Management, Vol. 5 No. 1, PP. 63-76.  

6. Aggarwal, V. (2008); “The Era of Retail Revolution: Contribution to Economy in 

Research in Management and Technology”; Deep Publications Pvt. Ltd., PP. 429-442. 

7. Ailawadi, K.L. and Keller, K.L. (2004); “Understanding retail branding: conceptual 

insights and research priorities”; Journal of Retailing, Vol. 80, PP. 331-42.  

8. Akansha Khanna (2015); “Customers’ Perception and Evaluation of Branded Apparel”: 

Global Journal of Enterprise Information System, Vol 7, Issue 3, July-September 2015, 

PP. 80-85. 

9. Alessandri, S.W. (2001); “Modeling corporate identity: A concept explication and 

theoretical explanation”; Corporate Communication: An International Journal, Vol. 6 

No. 4, PP. 173-182.  

10. Andreassen, T.W. and Lindestad, B. (1998); “Customer loyalty and complex services”; 

International Journal of Service Industry Management, Vol. 9 No. 1, PP. 7-23.  

11. Anic, I.D., and S. Radas. (2006); “The impact of situational factors on purchasing 

outcomes in the Croatian hypermarket retailer”; Journal of Retail Management, Vol. 57, 

PP. 730–752. 

12. Anoop Kumar Gupta and A.V. Shukla (2015); “Store Choice Behaviour for Consumer 

Durables in NCT-Delhi: Effect of Shopper’s Demographics”; Paradigm, Sage 

Publications, 2015, Vol. 19(2), PP. 152–169. 



143 
 

13. Areni, C. S. and Kim, D. (1993); "The Influence of Background Music on Shopping 

Behaviour: Classical vs. Top 40 Music in a Wine Store"; Journal of Advances in 

Consumer Research, Vol. 20, PP.336-340. 

14. Areni, C. S., & Kim, D. (1994); “The influence of in-store lighting on consumers 

examination of merchandise in a wine store”; International Journal of Research in 

Marketing, Vol. No. 11, PP. 117-125.  

15. Areni, C.S. & Kim, D. (1994); “The Influence of in-store lighting on consumers’ 

examination of merchandise in a wine store” ; International Journal of Research in 

Marketing, Vol. 11, No. 2, PP. 117.  

16. Argo, J.J., Dahl, D.W. & Manchanda, R.V. (2005); “The influence of a mere social 

presence in a retail context”; Journal of Consumer Research, vol. 32, no. 2, PP. 207-

212. 

17. Arnold, S. J., Oum, T. H., and Tigert, D. J. (1983); "Determinant Attributes in Retail 

Patronage: Seasonal, Temporal, Regional, and International Comparisons"; Journal of 

Marketing Research, Vol. 20, PP.149-57. 

18. Arora, R. (1985); “Involvement: Its Measurement for Retail Store Research”; Journal of 

the Academy of Marketing Science 13, PP. 229–41. 

19. Arshad, S.A. and Hisam, M.W. (2008); “Issues in Retailing, Research in Management 

and Technology”; Edited book by Aneet and Ramanjeet Singh Deep and Deep 

Publications Pvt. Ltd., PP.109-118. 

20. Arun, S. & Stafford, T.F. (2000); ‘The effect of retail atmospherics on customers’ 

perception of salespeople and customer persuasion: An empirical investigation”; 

Journal of Business Research, Vol. 49 No. 2, PP. 183-191. 

21. Assael, H. (1992); “Consumer behaviour and marketing action” (4th Edition); Boston: 

PWS, Kent Publishing.  

22. Assuncao, Joao L., Robert Meyer (1993); “The rational effect of price promotions on 

sales and consumption”, PP. 517–535.  

23. Babin, B.J., Darden, W.R. & Griffin, M. (1994); “Work and/or fun: measuring hedonic 

and utilitarian shopping”; Journal of Consumer Research, Vol. 20, No. 4,  PP. 644-656 

24. Babin, B.J., Hardesty, D.M. & Suter, T.A. (2003); “Color and shopping intentions – the 

intervening effect of price fairness and perceived affect”; Journal of Business Research, 

Vol. 56, No. 7, PP.541-551. 



144 
 

25. Bailey, N. & Areni, C.S. (2006); “When a few minutes sound like a lifetime: does 

atmospheric music expand or contract perceived time?”; Journal of Retailing, vol. 82, 

No. 3, PP.189-202.  

26. Bakamitsos, G.A. & Siomkos, G.J. (2005); “Context effects in marketing practice: the 

case of mood”; Journal of Consumer Behaviour, Vol. 3 No. 4, PP. 304-314.  

27. Baker, J. (1987); “The role of the environment in marketing services: the consumer 

perspective: Integrating for Competitive Advantage”; American Marketing Association, 

PP. 79-84. 

28. Baker, J. A., Parasuraman, A., Grewal, D., and Voss, G. B. (2002); "The Influence of 

Multiple Store Environment Cues on Perceived Merchandise Value and Patronage 

Intentions"; Journal of Marketing, Vol. 66 (2), PP. 120-41. 

29. Baker, J., Grewal, D. & Parasuraman, A. (1994); “The influence of store environment 

on quality inferences and store image”; Journal of the Academy of Marketing Science, 

Vol. 22, No. 4, PP. 328-339. 

30. Baker, J., Levy, M., & Grewal, D. (1992); “An experimental approach to making retail 

store environmental decisions”; Journal of Retailing, 68(4), PP. 445-60. 

31. Baltas, G., and Papastathopoulou, P. (2003); “Shopper Characteristics, Product and 

Store Choice Criteria: A Survey in the Greek Grocery Sector”; International Journal of 

Retail & Distribution Management, Vol. 31(10), PP. 498-507. 

32. Banat, A., & Wandebori, H. S. T. (2012); “Store Design and Store Atmosphere Effect 

on Customer Sales per Visit”; Journal of Economics, Management and Behavioral 

Sciences, PP. 70-78. 

33. Bawa, K. and Shoemaker, R.W. (1987); “The effects of a direct mail coupon on brand 

choice behavior”; Journal of Marketing Research, Vol. 24, PP. 370-76.  

34. Bawa, K., Landwehr, J.T. & Krishna, A.A. (1989); “Consumer response to retailers’ 

marketing environments: an analysis of coffee purchase data”; Journal of Retailing, 

Vol. 65, No. 4, PP.471-495. 

35. Bearden, W.O. (1977); “Determinant Attributes of Store Patronage: Downtown versus 

Outlying Shopping Areas”; Journal of Retailing. Vol.53, PP. 15-22. 

36. Beatty, S. E., & Ferrell, M. E. (1998); “Impulse buying: Modeling its precursors”; 

Journal of Retailing, 74(2), PP. 169-191. 

37. Belch, M., Krentler, K.A. and Willis-Flurry, L.A. (2005); “Teen internet mavens: 

influence in decision making”; Journal of Business Research, Vol. 58 No. 5, PP. 569-

75.  



145 
 

38. Bell, J., & Ternus, K. (2002); “Silent selling”; New York, Fairchild Publications. 

39. Bell, S. and C.P. Bell (2007); “Future Sense: Defining Brands through Scent”;  The 

Journal of the Marketing Society.  

40. Bellenger, D N and Korgaonkar, P (1980); “Profiling the Recreational Shopper”; 

Journal of Retailing, Vol. 56, No 3, PP. 77-92. 

41. Bellenger, D. N., Robertson, D. H., and Greenberg, B. A. (1977); "Shopping Center 

Patronage Motives"; Journal of Retailing, Vol. 53 (2), PP.29-38. 

42. Bellizzi, J., & Kite, R. (1992); “Environmental color, consumer feelings, and purchase 

likelihood”; Journal of Psychology & Marketing”, 9(5), PP. 347-63.  

43. Bellizzi, J., Crowley, A., & Hasty, R. (1983); “The effects of color in store design”; 

Journal of Retailing, 59(1), PP. 21-45. 

44. Benito, O.G., Reyes, C.A.B., Gallego, P.A.M. (2007); “Isolating the geo-demographic 

characterization of retail format choice from the effects of spatial convenience”; 

Marketing Letters, 18(1/2), PP. 45-59. 

45. Berman, B. & Evans, J.R. (1995); “Retail Management: A Strategic Approach”;                       

(6th Edition); New York: Macmillan.  

46. Bernstein, D. (1984); “Company image and reality: A critique of corporate 

communications”; Journal of Retailing, Vol. 45 No.1, PP. 22-30.  

47. Berry, L.L. (1969); “The components of department store image: A theoretical and 

empirical analysis”; Journal of Retailing, Vol. 45 No.1, PP. 3-19.  

48. Bettencourt, L.A. and Brown, S.W. (1997); “Contact employees: relationships among 

workplace fairness, job satisfaction and pro-social service behaviours” ; Journal of 

Retailing, Vol. 73, No. 1, PP. 36-61.  

49. Bhardwaj, R.K., and Makkar, U. (2007); “Retail Revolution- Emerging Challenges and 

Issues”; Journal of IMS Group, 4(2), PP. 9-12. 

50. Birtwistle, G. & Shearer, L. (2001); “Consumer perception of five UK fashion 

retailers”; Journal of Fashion Marketing and Management, Vol. 5 No. 1, PP. 9-18. 

51. Birtwistle, G., Clarke, I. & Freathy, P. (1999); “Customer segmentation in fashion 

retailing: A conjoint study”; Journal of Fashion Marketing and Management, Vol.3 No. 

3, PP. 245-254.  

52. Birtwistle, Grete, Ian Clarke, and Paul Freathy (1999); “Store image in the UK fashion 

sector: consumer versus retailer perceptions”; The International Review of Retail, 

Distribution and Consumer Research, 9 (1), PP.1-16. 



146 
 

53. Bitner, M.J. (1990); “Evaluating service encounters: the effects of physical 

surroundings and employee responses”; Journal of Marketing, vol. 54, no. 2, PP.69-82. 

54. Bitner, M.J. (1992); “Services capes: the impact of physical surroundings on customers 

and employees”; Journal of Marketing, Vol.56, PP.57-71. 

55. Blatlberg, Robert C. and Scott A, Neslin (1990); “Sales Promotion: Concepts, Methods, 

and Strategies”; Engiewood Cliffs, NJ, Prentice Hall.  

56. Blattberg, Robert C., Briesch, Richard, and Fox, Edward J. (1995); “How Promotions 

Work” ; Marketing Science, Vol. 14, Issue 3, Part 2.  

57. Blattberg, Robert, Gary Eppen and Joshua Liebermann (1981); "A Theoretical and 

Empirical Evaluation of Price Deals in Consumer Non-durables”; Journal of Marketing, 

45 (winter), PP. 116-129.  

58. Bloch, P. H., Ridgway, N. M. and Dawson, S. A. (1994); “The Shopping Mall as 

Consumer Habitat”; Journal of Retailing 70(1), PP. 23–42. 

59. Bloemer, J. & De Ruyter, K. (1998); “On the relationship between store image, store 

satisfaction and store loyalty”; European Journal of Marketing, Vol. 32 No. 5/6, PP.          

499-513.  

60. Bloemer, J., Kasper, H. & Lemmink, J. (1990); “The relationship between overall 

dealer satisfaction, satisfaction with attributes of dealer service, intended dealer loyalty 

and intended brand loyalty: a Dutch automobile case”; Journal of Consumer 

Satisfaction, Dissatisfaction and Complaining Behaviour, Vol. 3, PP. 42-47.  

61. Boatwright, P., and Nunes, J.C. (2001); “Reducing Assortment: An Attribute Based 

Approach”; Journal of Marketing, Vol. 65, PP. 50-63. 

62. Bone, P.F. & Ellen, P.S. (1999); “Scents in the marketplace: explaining a fraction of 

olfaction”; Journal of Retailing, Vol. 75, No. 2, PP.243. 

63. Bone, P.F. (1991); "Identifying mature segments"; The Journal of Services Marketing,            

Vol. 5 Winter, PP. 47-60.  

64. Bovee, C. L., & Thill, J. V. (1992); “Marketing”; USA; McGraw-Hill, Inc. 

65. Bowen, J.T. & Shoemaker, S. (1998); “Loyalty: A strategic commitment”; Cornell hotel 

and Restaurant Administration Quarterly, Vol. 39 No. 1, PP. 12-25.  

66. Boyd, D. E., & Bahn, K. D. (2009); “When do large product assortments benefit 

consumers? An information-processing perspective”; Journal of Retailing, Vol. 85(3), 

PP. 288–297. 



147 
 

67. Bradford, K.D. & Desrochers, D.M. (2009); “The use of scents to influence consumers: 

the sense of using scents to make cents”; Journal of Business Ethics, Vol. 90, No. 02,           

PP.141- 153. 

68. Breugelmans, E. & Campo, K. (2011); “Effectiveness of in-store displays in a virtual 

store environment”; Journal of Retailing, Vol. 87, No. 1, PP.75-89. 

69. Breugelmans, E., Campo, K. & Gijsbrechts, E. (2006); “Shelf sequence and proximity 

effects on online grocery choices”; Marketing Letters, Vol. 18, No. 1-2, PP.117-133. 

70. Broekemier G., Marquardt, R., and Gentry, J. (2008); “An exploration of happy/sad 

and liked/disliked music effects on shopping intentions in women’s clothing store 

service setting”; Journal of Service Marketing, Vol. No, 22, PP. 59-67. 

71. Broniarczyk, Susan M., Wayne D. Hoyer, and Leigh McAlister (1998); “Consumers’ 

Perceptions of the Assortment Offered in a Grocery Category: The Impact of Item 

Reduction”; Journal of Marketing Research, Vol. 35, PP. 166-176. 

72. Brown, S and Reid, R (1955); “Psychological Aspects of Shopping: A Supplement to 

the New Consumer”; Chicago Tribune, Chicago Tribune Research Division. 

73. Brown, S. (1990); “The wheel of retailing: Past and future”; Journal of Retailing, Vol. 

66 (2), PP.143-149. 

74. Bruner II, G. C. (1990); "Music, Mood, and Marketing”; Journal of Marketing, Vol.54, 

PP. 94-104.  

75. Burnkrant, R. E., & Page, J. T. J. (1982); “An examination of the convergent, 

discriminant and predictive validity of Fishbein’s behavioral intention model”; Journal 

of Marketing Research, 19(4), PP. 550-561.   

76. Burt, S., & Carralero-Encinas, J. (2000); “The role of store image in retail 

internationalisation”; International Marketing Review, 17(4/5), PP.433-444. 

77. Buttle, F. & Coates, M. (1984); “Shopping motives”; The Service Industries Journal; 

4(1), PP. 71-82. 

78. Caine, R. (2003); “Store design”; Design Week, 17, PP. 31-33. 

79. Caldwell, C. & Hibbert, S.A. (2002); “The influence of music tempo and musical 

preference on restaurant patrons behavior”; Psychology and Marketing, Vol. 19, No. 11, 

PP .895-917. 

80. Campbell, J. M. (1983); “Ambient Stressors. Environment and Behaviour”, 15(3), PP.           

355-380. 

 



148 
 

81. Carpenter, J.M., Moore, M., (2006); “Consumer demographics, store attributes, and 

retail format choice in the US grocery market”; International Journal of Retail and 

Distribution Management 34 (6), PP. 434–452. 

82. Cash, R. Patrick, and Harold H. Frankel (1986); “Improving Apparel Shop Profits” , 

New York: NRMA.  

83. Chandon, Pierre, Brian Wansink (2002); “When are stockpiled products consumed 

faster? A convenience-salience framework of post purchase consumption incidence and 

quantity”. Journal of Marketing Research Vol. 39 PP. 321–335.  

84. Chang, C., & Tu, C. (2005); “Exploring store image, customer satisfaction and 

customer loyalty relationship: Evidence from Taiwanese hypermarket industry”; The 

Journal of American Academy of Business, Cambridge, Vol. 7 No. 2, PP. 197-202. 

85. Chebat, J., & Michon, R. (2003); “Impact of ambient odors on mall shoppers' emotions, 

cognition, and spending: A test of competitive causal theories”; Journal of Business 

Research, 56(7), PP. 529-539.  

86. Chebat, Jean, C., Sirgy, Joseph, M. Grzeskowiak, Stephan (2010); “How can shopping 

mall management best capture mall image?”; Journal of Business Research, Vol. 63, 

PP. 735–740. 

87. Chen-Yu, J. & Hong, K-H. (2002); “Antecedents and consequences of consumer 

satisfaction/dissatisfaction with the performance of apparel products and after 

consumption: A comparison of male and female South Korean consumers”; 

International Journal of Consumer Studies, Vol. 26 No. 2, PP. 117-127.  

88. Chernev (2003); “When More is Less and Less is More: The Role of Ideal Point 

Availability and Assortment in Consumer Choice”; Journal of Consumer Research, Vol. 

30, PP.170-183. 

89. Chowdhary, U. (1999); “Retail store attributes, fashion leadership and older 

consumers’’; Journal of Fashion Marketing and Management, Vol. 3 No.2, PP. 126-

132.  

90. Christina S. Simmers and Nancy K. Keith (2015); “Measuring Retail Store Service 

Quality: The Disparity Between the Retail Service Quality Scale (RSQS) And 

Comment Cards”; International Academy of Marketing Studies Journal, Vol. 19, No. 2, 

PP. 117- 126. 

91. Cil, I. (2012); “Consumption universes based supermarket layout through association 

rule mining and multidimensional scaling”; Journal of  Expert Systems with 

Applications, Vol. 39(10), PP. 8611-8625. 



149 
 

92. Clark, L. (2003); “Going for growth”; Chemist & Druggist, 15 (March), PP. 42. 

93. Clarkson, R.M., Clarke-Hill, C.M. & Robinson, T. (1996); “UK supermarket location 

assessment”; International Journal of Retail & Distribution Management. Volume 24 

Number 6, PP. 22-33. 

94. Coleman, Richard P (1961); “The Significance of Social Stratification in Selling, in 

Marketing A Mature Discipline”; Journal of American Marketing Association, PP. 171-

184.  

95. Collins-Dodd, C. & Lindley, T. (2003); “Store brands and retail differentiation: the 

influence of store image and store brand attitude on store own brand perception”;  

Journal of Retailing and Consumer Services, Vol. 10, PP.345-352.  

96. Colomé, D. Serra (2003); “Supermarket Key Attributes and Location Decisions:                         

A Comparative Study between British and Spanish Consumers”; Working Paper Series. 

97. Cooper H, (2010); “Research Synthesis and Meta- Analysis- A Step by Step 

Approach”; Los Angeles; Sage Publications.  

98. Cox, R., & Brittain, P. (1993); “Retail management”; London-Pitman Publishing, 2nd 

ed. 

99. Craig, S., Ghosh, A., and McLafferty, S. (1984); “Models of Retail Location Process: A 

Review”; Journal of Retailing, Vol. 60(1), PP.5-36. 

100. Cristina Calvo-Porral, Jean-Pierre Lévy-Mangin, (2017) "Specialty food retailing: 

examining the role of products’ perceived quality", British Food Journal, Vol. 119 

Issue: 7, pp.1511-1524, https:// doi.org/10.1108/BFJ-11-2016-0567. 

101. Crowley, A. E. (1993); “The two-dimensional impact of color on shopping”; Marketing 

letters, Vol. No. 4(1), PP. 59-69.  

102. CZepiel and Kingstrom, P.O. (1983); “Patient ties to ambulatory care providers: the 

concept of provider loyalty”; Journal of Health Care Marketing, Vol. 3 No. 2, PP. 27-

34.  

103. Dabholkar, P. A., Thorpe, D. I., & Rentz, J. O (1996); “A Measure of Service Quality 

for Retail Stores: Scale Development and Validation; Academy of Marketing Science 

Journal, 24(1), PP. 3-16. 

104. Dalwadi, R., Rathod H.S. and Patel, A. (2010); “Key Retail Store Attributes 

Determining Consumers’ Perception in the Retail Stores Located in Ahmedabad 

(Gujarat)”; SIES Journal of Management, Vol. 7, No 1, PP. 20-34. 

105. Darden, W. R. and Reynolds, F. D. (1971); “Shopping Orientations and Product Usage 

Rates”; Journal of Marketing Research 8(November), PP. 505–508. 



150 
 

106. Darden, W. R., & Dorsch, M. J. (1980); “An action strategy approach to examining 

shopping behaviour” ; Journal of Business Research, 21, PP. 289–308. 

107. Darden, William and Dub Ashton (1974-1975); “Psychographic profiles of patronage 

preference groups; Journal of Retailing, 50, PP. 99-112. 

108. Darley, W. K. and Lim, J.-S. (1993); "Store-Choice Behavior for Pre-Owned 

Merchandise”; Journal of Business Research, Vol. PP. 27-31. 

109. Darley, W.K. & Lim, J-S. (1999); “Effects of store image and attitude toward second 

hand stores on shopping frequency and distance travelled”; International Journal of 

Retail and Distribution Management, Vol. 27 No. 8, PP. 311-318. 

110. Darley, W.K., and Jeen-Su, L. (1993); “Store-Choice Behavior for Pre-Owned 

Merchandise”; Journal of Business Research, Vol. 27(1), PP.17-31. 

111. Dash, M and Chandy, S. (2009); “A study on the challenges and opportunities faced by 

organized retail players in Bangalore”; http://ssrn.com/abstract=1435218. 

112. D'Astous, A. (2000); “Irritating aspects of the shopping environment”; Journal of 

Business Research, 49(2), PP. 149-156. 

113. Davis, B. and Ward, P. (2002); “Managing Retail Consumption”; Wiley, London. 

114. Dawson, S., Bloch, P.H. and Ridgway, N.M. (1990); “Shopping motives, emotional 

states, and retail outcomes”; Journal of Retailing, Vol. 66 No. 4, PP. 408-428.  

115. Dichter, E. (1985); “What’s in an image”; The Journal of Consumer Marketing, 2 (1),              

PP. 75-81. 

116. Dick, Alan S. and Kunal Basu (1994); “Customer Loyalty: Toward an Integrated 

Conceptual Framework”; Journal of the Academy of Marketing Science, Vol. 22 No. 2,           

PP. 99-113.  

117. Dion, D. (2004); “Personal control and coping with retail crowding”; International 

Journal of Service Industry Management, 15 (3), PP. 250-263. 

118. Donovan, R. J., Rossiter, J. R., Marcoolyn, G., & Nesdale, A. (1994); “Store 

atmosphere and purchasing behaviour”;  Journal of Retailing, 70(3), PP. 283-294. 

119. Donovan, R.J. & Rossiter, J.R. (1982); “Store atmosphere: an environmental 

psychology approach”; Journal of Retailing, Vol. 58, No. 1, PP. 34-57. 

120. Donthu, N and Gilliland, D (1996); “The Infomercial Shopper”; Journal of Advertising 

Research, Vol. 36, No 2, PP. 69-76. 

121. Doyle, P. and Fenwick, I. (1974). “How Store Image Affects Shopping Habits in 

Grocery Chains”; Journal of Retailing. 50. PP.39-52.  



151 
 

122. Dr. M. Selvalakshmi and Dr. K. Ravichandran (2015); “Factors Determining the 

Perceived Retail Service Quality Among the Women Customers”; Sona Global 

Management Review, Vol. 9, Issue 4, August 2015, PP. 92-115. 

123. Du Frene, D.D., Engelland, B.T., Lehman, C.M. & Pearson, R.A. (2005); “Changes in 

consumer attitudes resulting from participation in a permission e-mail campaign”; 

Journal of Current Issues and Research Advertising, Vol. 27 No. 1, PP. 65-77.  

124. Du Preez, R. (2001); “Female apparel shopping behaviour within a multi-cultural 

consumer society: Variables, market segments, profiles and implications”; Unpublished 

Doctoral thesis, Stellenbosch University.  

125. Dube, L. & Morin, S. (2001); “Background music pleasure and store evaluation: 

intensity effects and psychological mechanisms”; Journal of Business Research, Vol. 

54, No. 2, PP.107-113. 

126. Dube, L., Chebat, J.-C. & Morin, S. (1995); “The effects of background music on 

consumers desire to affiliate in buyer-seller interactions”; Journal of Psychology and 

Marketing, Vol. 12, No. 4, PP.305-319.  

127. Dychtwald, K. and Flower, J. (1990); “Age Wave: How the Most Important Trend of 

Our Time Will Change Your Future”; Bantam Books, New York, NY. 

128. Ehren Lee Sze Tseng and Rashad Yazdanifard (2015); “Mobility – The Revolutionary 

Change to Customer’s Shopping Experience in Retailing”; International Journal of 

Management, Accounting and Economics, September 2015, Vol. 2, No. 9, ISSN 2383-

2126, PP. 1037-1047. 

129. Ellis, L. & Ficek, C. (2001); “Color preferences according to gender and sexual 

orientation”; Journal of Marketing, Vol. 31, PP.1375-1379. 

130. Emberson, C., Storey, J., Godsell, J. and Harrison, A. (2006); “Managing the supply 

chain using in-store supplier employed merchandisers”; International Journal of Retail 

& Distribution Management, 34 (6), PP. 467-481. 

131. Engel, J.F., Blackwell, R.D. and Miniard, P.W. (1990); Consumer Behaviour,                  

(6th Edition), The Dryden Press, Chicago, IL.  

132. Erdem, O., Oumlil, A. B., & Tuncalp, S. (1999); “Consumer values and the importance 

of store attributes”; International Journal of Retail & Distribution Management, 27 (4),             

PP. 137-144. 

133. Erdem, Tulin, Michael P. Keane. (1996); “Decision-making under uncertainty” Journal 

of Marketing Science Vol. 15 PP. 1–20.  



152 
 

134. Erdem, Tulin, Susumu Imai, Michael P. Keane. (2003); “Consumer price and 

promotion expectations: Capturing consumer brand and quantity choice dynamics under 

price uncertainty” Journal of Marketing Vol. 1 PP. 5–64.  

135. Eroglu, S.A. & Machleit, K.A. (1990); “An empirical study of retail crowding: 

antecedents and consequences”; Journal of Retailing, Vol. 66, No. 2, PP. 201-221. 

136. Estelami, H. and Bergstein, H. (2006); “The impact of market price volatility on 

consumer satisfaction with lowest-price refunds”; The Journal of Services Marketing, 

Vol. 20 (3), PP.169-171. 

137. Feick, L.F. and Price, L.L. (1987); “The market maven: a diffuser of marketplace 

information”; Journal of Marketing, Vol. 51 No. 1, PP. 83-98.  

138. Finn, A., & Louviere, J. (1996); “Shopping center image, consideration, and choice: 

Anchor store contribution”; Journal of Business Research, PP. 259-275. 

139. Firat, A. F & Dholakia, N (1995); “Marketing in a post modern world”; European 

Journal of Marketing, 1995, Vol. 29 Issue 1, PP- 40-44. 

140. Fishbein, M. A., & Ajzen, I. (1975); “Belief, Attitude, Intention and Behaviour: An 

Introduction to Theory and Research”; Addison-Wesley, Reading, MA. 

141. Folkes, Valerie S., Ingrid M. Martin, Kamal Gupta (1993); “When to say when: Effects 

of supply on usage”; Journal of Consumer Research Vol. 20 PP. 467–477.  

142. Foxman, Ellen R., Patrtya S. Tansuhaj, and John K. Wong (1988); "Evaluating Cross-

National Sales Promotion Strategy: An Audit Approach”; International Marketing 

Review Vol. 5; PP.7-15.  

143. Gagnon, J.P. & Osterhaus, J.T. (1985); “Effectiveness of floor displays on the sales of 

retail products” ; Journal of Retailing, Vol. 61, No. 1, PP.104-116.  

144. Gajanayake, R., Gajanayake, S., & Surangi, H. A. K. N. S. (2011); “The impact of 

selected visual merchandising techniques on patronage intentions in supermarkets”; 

Unpublished thesis, University of Kelaniya, Sri Lanka. 

145. Garlin, F.V. & Owen, K. (2006); “Setting the tone with the tune: a meta-analytic review 

of the effects of background music in retail settings”; Journal of Business Research, 

Vol. 59, No. 6, PP.755-764. 

146. Gehrt, K. C. and Carter, K. (1992); “An Exploratory Assessment of Catalogue 

Shopping Orientations”; Journal of Direct Marketing 6(1), PP. 29–39. 

147. Gehrt, K. C., Alpander, G. G. and Lawson, D. (1992); “A Factor-analytic Examination 

of Catalogue Shopping Orientations in France”; Journal of Euro marketing 2(2), PP. 

49–69. 



153 
 

148. Gelb, B.D. (1982); "Discovering the 65+ consumer"; Business Horizons, May/June,             

PP. 42-46.  

149. Gentry, J. W., Kennedy, P. F., Paul, C., & Hill, R. P. (1995); “Family transitions during 

grief: Discontinuities in household consumption patterns”; Journal of Business 

Research, 34, PP. 67-79. 

150. Ghag, Prithvi (2013); “Retail store layout, design and display”; Retrieved from 

www.slideshare.net.  

151. Ghosh, A. (1990); “Retail Management”; Second Edition Chicago, The Dryden Press. 

152. Ghosh, P., Tripathi, V. and Kumar, A. (2010); “Customer expectations of store 

attributes: A study of organized retail outlets in India”; Journal of Retail & Leisure 

Property, Vol. 9, No. 1, PP. 75–87. 

153. Gillett, P L (1973); “A Profile of In-home Shoppers”; Journal of Retail & Leisure 

Property, Vol. 11, No. 2, PP. 17–21. 

154. Gilmore, R (1987); “Reconceptualizing loyalty in economic exchange relationships: are 

marketers people?”; Unpublished working paper, Graduate School of Business 

Administration, New York University, New York, NY.  

155. Gonul, Fusun, Kannan Srinivasan (1996); “Impact of consumer expectations of coupons 

on purchase behavior”; Journal of Marketing Science Vol. 15 PP. 262–279.  

156. Gopal, Jain, R. and S. Bagdare, (2009); “Determinants of Retail Formats in New 

Format Retail Stores”; The journal of Indian Management and Marketing & 

Communication, 5(2), PP. 34-44. 

157. Gorn, G. J. (1982); "The Effects of Music in Advertising on Consumer Choice 

Behaviour: A Classical Conditioning Approach"; Journal of Marketing, Vol. 46, PP. 94-

101. 

158. Goyal, B., and Aggarwal, M. (2009); “Organized retailing in India- An empirical study 

of appropriate formats and expected trends”; Global journal of Business Research, 3(2), 

PP.77-83. 

159. Grace, D. (2005); “Consumer disposition toward satisfaction (CDS): scale development 

and validation”;  Journal of Marketing Theory and Practice, Vol.13 No. 2, PP. 20-31.  

160. Greco, A.J. (1986); "The fashion-conscious elderly: a viable, but neglected market 

segment"; Journal of Consumer Marketing, Vol. 3, Fall, PP. 71-75. 

161. Grewal, D., Baker, J., Levy, M., and Voss, G. (2003); "The Effects of Wait 

Expectations and Store Atmosphere Evaluations on Patronage Intentions in Service-

Intensive Retail Stores"; Journal of Retailing, Vol. 79-85. 



154 
 

162. Grewal, D., Levy, M., Mehrotra, A. and Sharma, A. (1999); “Planning merchandising 

decisions to account for regional and product assortment differences”; Journal of 

Retailing, Vol. 75 (3), PP. 405-424. 

163. Grewal, D., Rajdeep, Thomas, W. C., & Anthony, D. (2003b); “Early-entrant 

advantage, word-of-mouth communication, brand similarity, and the consumer decision 

making process”; Journal of Consumer Psychology, 13(3), PP. 187-197. 

164. Griffitt, W. (1970); “Environmental effects on interpersonal affective behavior: ambient 

effective temperature and attraction”; Journal of Personality and Social Psychology, 

vol. 15, no. 3, PP.240-244.  

165. Grishma Padhye and B V Sangvikar (2016); “Understanding the Repatronage 

Intentions of Supermarket Customers: A Cluster Analysis”; The IUP Journal of 

Marketing Management, Vol. XV, No. 2, PP. 46 – 64. 

166. Guadagni, Peter M. and John D. C. Little (1983); "A Logit Model of Brand Choice 

Calibrated on Scanner Data”; Marketing Science, Vol. 2, PP. 203-238.  

167. Gupta (1988); "Impact of Sales Promotions on When, What, and How Much to Buy" ; 

Journal of Marketing Research, Vol. 25, PP. 342-355.  

168. Gupta, M. (2004); “Brand Position of General Store From Consumer’s Perspective- A 

comparative Study on Departmental Store and Traditional Shop” ; Proceedings of 

Conference on IPR , Thapar University, Patiala. 

169. Gutman, J. & Mills, M.K. (1982); “Fashion life style, self-concept, shopping 

orientation, and store patronage: an integrative analysis”; Journal of Consumer 

Marketing, Vol.58 No.2, PP. 64-6.  

170. Gylling, C. & Lindberg-Repo, K. (2005); “Investigating the links between a corporate 

brand and a customer brand”; Brand Management, Vol. 12 No. (4/5), PP. 257-267.  

171. Haanpa, L. (2005); “Shopping for fun or for needs? A study of shopping values, styles 

and motives of Finnish consumers in 2001-2003; Paper Presented at the 7th Conference 

of European Sociological Association.  

172. Haberland, M. F. (2010) “The power of scent: Empirical field studies of olfactory cues 

on purchase behavior”; Doctoral dissertation, University of St. Gallen.  

173. Haiyan Hu and Cynthia R Jasper (2015); “The Impact of Consumer Shopping 

Experience on Consumer Channel Decision”; Academy of Marketing Studies Journal, 

Vol 19, No. 1, PP. 213-221. 



155 
 

174. Haiyan Hu, Cynthia R. Jasper (2007); “A cross-cultural examination of the effects of 

social perception styles on store image formation”; Journal of Business Research, Vol. 

60, Issue 3, PP. 222-230.  

175. Hanna, Nessim and Richard Wozniak (2001); “Consumer Behaviour: An Applied 

Approach”; Upper Saddle River/NJ:  Prentice Hall. 

176. Hansen, R. A. and Deutscher, T. (1977-78); “An empirical investigation of attributes 

importance in retail store selection” Journal Retailing, Vol.53, PP. 59-72.  

177. Hari Govind Mishra, Piyush Kumar Sinha and Surabhi Koul (2014); “Impact of Store 

Atmospherics on Customer Behavior: Influence of Response Moderators”, Journal of 

Business and Management, Vol 20, No. 1, PP. 45-62. 

178. Harrell, G.D. & Hutt, M.D. (1976); “Buyer behavior under conditions of crowding: an 

initial framework”; Advances in Consumer Research, vol. 3, no. 1, PP.36-39. 

179. Harrell, G.D., Hutt, M.D. & Anderson, J.C. (1980); “Path analysis of buyer behavior 

under conditions of crowding”; Journal of Marketing Research (JMR), Vol. 17, No. 1, 

PP.45-51. 

180. Hartline M., Maxham, J., Makee, D. (2000); “Corridors of influence in the 

dissemination of customer oriented strategy to customer contact service employees”; 

Journal of Marketing, Vol.64, PP.35-50. 

181. Hartman, K.B. & Spiro, R.L. (2005); “Recapturing store image in customer-based store 

equity: A construct conceptualization”; Journal of Business Research, Vol. 58 No. 8, 

PP. 1112-1120. 

182. Hawes, J. M. and Lumpkin, J. R. (1984); “Understanding the Out-Shopper”; Journal of 

the Academy of Marketing Science; Vol. 12, PP. 200–218. 

183. Hellier, P.K., Geursen, G.M., Carr, R.A. & Rickard, J.A. (2003); “Customer repurchase 

intention: A general structural equation model”; European Journal of Marketing, Vol. 

37 No. 11/12, PP. 1762-1800.  

184. Herpen, E.V., and Pieters, R. (2000); “Assortment Variety: Attribute- Versus Product 

Attributes”; Available at SSRN: http://ssrn.com/abstract=246956. 

185. Herrington, J.D., and Capella, L.M. (1994); “Practical Applications of Music in Service 

Settings”; Journal of Services Marketing, Vol. 8, No.3, PP. 50-65. 

186. Hildebrandt, L. (1988); "Store image and the predication of performance in retailing"; 

Journal of Business Research, Vol. 17, PP. 91-100. 



156 
 

187. Hino, (2010); “Antecedents of supermarket formats Adoption and usage: A study in 

context of non-western customers”; Journal of Retailing and Consumer Services, 17(1), 

PP. 61-72. 

188. Hoch, S.J., E.T. Bradlow, B. Wansink. (1999); “The variety of an assortment”; Journal 

of Marketing Science Vol. 25 PP.342-355. 

189. Hodge, R. (2004); “Factors influencing impulse buying during an online purchase 

transaction”;  A Higher Degree Thesis, University Of Waterloo, Canada. 

190. Hollander, Stanley C. (1966); “Notes on the retail accordion”; Journal of Retailing, Vol. 

42, PP. 29-40. 

191. Hollman Alan (1982); “Who shops where? And why?” International Journal of Retail & 

Distribution Management, 19 (3), PP. 19-26.  

192. Houston, M.J. and Nevin, J.R. (1981); “Retail shopping area image: structure and 

congruence between downtown and shopping centres”; Advances in Consumer 

Research. Vol. 8. PP. 677-681. 

193. Howard, J.A. & Sheth, J.N. (1969); “The theory of buyer behaviour”, New York: 

Wiley.  

194. Hu, H. & Jasper, C.R. (2006); “Social cues in the store environment and their impact on 

store image”; International Journal of Retail & Distribution Management, Vol. 34 No.1,   

PP. 25-48.  

195. Huddleston, Patricia, Whipple, Judith and Amy VanAuken, (1990); “Food store loyalty: 

Application of a consumer loyalty framework”; Journal of Targeting, Measurement & 

Analysis for Marketing, Vol.12 No. 3, PP. 213-230.  

196. Huff, L.C. and Alden, D.L. (1998); “An investigation of consumer response to sales 

promotions in developing markets: a three country analysis”; Journal of Advertising 

Research, Vol. 38 No. 3, PP. 47-56.  

197. Hui, M.K. & Bateson, J.E.G. (1991); “Perceived control and the effects of crowding 

and consumer choice on the service experience”; Journal of Consumer Research, Vol. 

18, No. 2, PP.174-184. 

198. Hui, M.K., Dube, L. & Chebat, J.C. (1997); “The impact of music on consumers’ 

reactions to waiting for services” ; Journal of Retailing, Vol. 73, No. 1, PP.87-104. 

199. Huntton, J.D., Richardson, L.D. (1995); “Healthscapes: The Role of the Facility and 

Physical Environment on Consumer Attitudes, Satisfaction, Quality Assessment and 

Behaviour”; Health Care Management Review 20(2), PP.48-61. 



157 
 

200. Hyllegard, K., Eckman, M., Descals, A.M. & Borja, M.A.G. (2005); “Spanish 

consumers' perception of US apparel speciality retailers' products and services”; Journal 

of Consumer Behaviour, Vol.4 No.5, PP.345-362.  

201. India Retail Report (2009); “The India Retail Story”; www.indiaretailing.com/india-

retailreport- 2009-detailed-summary.pdf, Assessed on 8-5-2016.  

202. Inman, J.J., McAlister, L. & Hoyer, W.D. (1990); “Promotion signal: proxy for a price 

cut?” Journal of Consumer Research, Vol. 17, No. 1, PP. 74. 

203. Inman, J.J., Winer, R.S. & Ferraro, R. (2009); “The interplay among category 

characteristics, customer characteristics, and customer activities on in-store decision 

making”; Journal of Marketing, Vol. 73, No. 5, PP.19-29. 

204. Ishita Sachdeva and Sushma Goel (2015); “Role of Store Atmospherics on Customer 

Experience”; International Journal of Multidisciplinary Approach and Studies; Vol. 02, 

No.3, May - June, 2015, PP. 72-83. 

205. Jackson, V., Stoel, S. and Brantley, A. (2011); “Mall attributes and shopping value: 

Differences by gender and generational cohort”; Journal of Retailing and Consumer 

Services, Vol. 18, No. 5, PP. 1-9.  

206. Jacobs, S., Merwe, D.V., Lomard, E., and Kruger, N. (2010); “Exploring consumers’ 

preferences with regard to department and specialist food stores”; International Journal 

of Consumer Studies, 34, PP. 169-178. 

207. Jain, R., and Bagdare, S. (2009); “Determinants of Customer Experience in New 

Format Retail Stores”; Journal of Marketing & Communication, 5 (2), PP.34-44.  

208. James, D.L., Du Rand, R.M. & Dreeves, R.A. (1976); “The use of a multi-attribute 

model in a store image study”; Journal of Retailing, 52 (2), PP. 23-32. 

209. Jarratt, D., (1996); “Shopper taxonomy for retail strategy development”;                            

The International Review of Retail, Distribution and Consumer Research” Vol. 06 (2),                    

PP. 196–215. 

210. Jayaraman, V., Agrawal, R. (2001); “Determining optimal partnership in technology 

transfer-a theoretical framework”; Portland International Conference, Vol. 1, PP. 256.  

211. Jhamb, D., and Kiran, R. (2012); “Trendy shopping replacing traditional format 

preferences”; African Journal of Business Management, 6(11), PP.4196-4207. 

212. Jin, B., Kim, J.O., (2001); “Discount store retailing in Korea: shopping excitement, 

shopping motives, and store attributes”; Journal of Global Marketing 15 (2), PP. 81–

107. 



158 
 

213. Jinfeng, W. and Zhilong, T. (2009); “The impact of selected store image dimensions on 

retailer equity”: Evidence from 10 Chinese hypermarkets”; Journal of Retailing and 

Consumer Services, 16 (6), PP. 486-494.  

214. John, M.D Bryant, B.E. (1980); "The American customer satisfaction index: nature, 

purpose, and findings"; Journal of Marketing, Vol. 60 No.4, PP.7-18. 

215. Juel Jacobsen (2015); “Aisles of life: outline of a customer-centric approach to retail 

space management”; International Review of Retail, Distribution and Consumer 

Research, Vol. 25 (2), PP. 162-180. 

216. Kahn, B.E., and Lehmann, D.R. (1991); “Modeling Choice among Assortments”; 

Journal of Retailing, Vol. 67, PP.274-299. 

217. Kashani, Kamran, and John A. Quelch (1990); "Can Sales Promotion Go Global?” 

Business Horizons PP. 37-43.  

218. Kaur, P. and Singh, R. (2007); “Uncovering retail shopping motives of Indian youth”, 

Young Consumers, Vol. 8, No. 2, PP. 128-138. 

219. Keaveney, S.M. and Hunt, K.A. (1992); “Conceptualization and operationalization of 

retail store image: a case of rival middle level theories”; Journal of Academy of 

Marketing Science. 20(2), PP. 165-175. 

220. Kellaris, J. J. and Altsech, M. B. (1992); "The Experience of Time as a Function of 

Musical Loudness and Gender of Listener"; Journal of Advances in Consumer 

Research, Vol. 18, PP. 725-729.  

221. Kent, T. (2003); “Management and design perspectives on retail branding”; 

International Journal of Retail & Distribution Management, Vol. 31 No. 3, PP. 131-142.  

222. Kent, T. (2007); “Creative space: Design and the retail environment”; International 

Journal of Retail & Distribution Management, Vol. 35 No. 9, PP. 734-745.  

223. Kerfoot, S., Davies, B. & Ward, P. (2003); “Visual merchandising and the creation of 

discernible retail brands”; International Journal of Retail & Distribution Management, 

Vol. 31 No. 3, PP. 143-152.  

224. Khan, Humayun (2014); “Visual merchandising 101- how to create store designs with 

high-converting displays”; Retrieved from www.inc.com/encyclopedia/merchandise-

display. 

225. Kim, J.O. and Jin, B. (2001); “Korean consumers' patronage of discount stores: 

Domestic vs. multinational discount store shoppers' profiles”; The Journal of Consumer 

Marketing, Vol. 18 (3), PP.236. 



159 
 

226. Kim, J.O., Forsythe, S., Gu, Q.L. and Yoon, J.S. (2002); “The Role of Emotion in 

Success of Global Textile Product Retailing”; Journal of Apparel Retail Research,              

PP. 17–18. 

227. Kim, J.O., Jin, B., (2001a); “The mediating role of excitement in customer satisfaction 

and repatronage intention of discount store shoppers in Korea”; Journal of Shopping 

Center Research, PP. 117–138. 

228. Kincade, D.H., Redwine, A. & Hancock, G.R. (1992); “Apparel product dissatisfaction 

and post-complaint process”; International Journal of Retail and Distribution 

Management, Vol.20, PP. 15-22.  

229. Kingstrom, P.O. (1983); “Patient ties to ambulatory care providers: the concept of 

provider loyalty”; Journal of Health Care Marketing, Vol. 3 No. 2, PP. 27-34.  

230. Kirshnan, Trichy v., and Ram C. Rao (1995); "Double Couponing and Retail pricing in 

a Couponed Product Category"; Journal of Marketing Research Vol. 32, PP. 19-32.  

231. Klassen, M.L., Clayson, D. & Jasper, C.R. (1996); “Perceived effect of a salespersons’ 

stigmatized appearance on store image: an experimental study of students’ 

perceptions”; International Review of Retail, Distribution & Consumer Research, Vol. 6 

No. 2, PP. 216-225.  

232. Kleinhans, E.H. (2003); “Black female student consumers' perception of clothing store 

image attributes”; Unpublished Master’s thesis, Stellenbosch University.  

233. Kliatchko, J. (2005); “Towards a new definition of integrated marketing communication 

(IMC)”; International Journal of Advertising, Vol.24 No.1, PP. 7-34.  

234. Knee, C. (2002); “Learning from experience: five challenges for retailers”; International 

Journal of Retail & Distribution Management, Vol.30 No.1, PP. 518-529.  

235. Koelemeijer, K. and Oppewal, H. (1999); "Assessing the Effects of Assortment and 

Ambience: A Choice Experimental Approach"; Journal of Retailing, Vol. 75 (3), PP.              

319-323. 

236. Koo, D-M. (2003); “Inter-relationships among store images, store satisfaction, and store 

loyalty among Korea discount retail patrons”; Asia Pacific Journal of Marketing and 

Logistics, Vol. 15 No. 4, PP. 42-71.  

237. Koopmans, T.C. (1964); “On the Flexibility of Future Preferences” In M. W. Shelly and 

G. L. Bryan (Eds.), Human Judgments and Optimality, New York, John Wiley and 

Sons, PP. 243-256. 



160 
 

238. Korgaonkar, P. K. (1984); “Consumer Shopping Orientations, Non-store Retailers, and 

Consumers’ Patronage Intentions: A Multivariate Investigation”; Journal of the 

Academy of Marketing Science 12(1), PP. 11–22. 

239. Korgaonkar, P., Lund, D. and Price, B. (1985); “A structural equations approach toward 

examination of store attitude and store patronage behaviour”; Journal of Retailing, Vol. 

61, PP. 39-60.  

240. Kotler, P. (1973-1974); “Atmospherics as a marketing tool”; Journal of Retailing, Vol. 

21, PP. 48-64. 

241. Kotler, P., & Armstrong, G. (2001); “Principles of marketing”; New Delhi: Prentice–

Hall of India Private Limited; 9th ed. 

242. Kotter, P., & Keller, K.L. (2005); “Marketing management”; New Delhi, Prentice-Hall 

of India Private Limited, 12th ed. 

243. Koufaris, M., Kambil, A. and LaBarbera, P.A. (2002); “Consumer behavior in web-

based commerce: an empirical study”; International Journal of Electronic Commerce, 

Vol. 6 No. 2, PP. 115-38.  

244. Kreps, D.M. (1979); “A Representation Theorem for Preference for Flexibility; 

Econometrica Journal, Vol. 47 (3), PP. 565-577. 

245. Krishnan, T., Koelemeijer, K. and Rao, R. (2002); “Consistent assortment provision and 

service provision in a retail environment”; Marketing Science, Vol. 21 (1), P. 54. 

246. Kunkel, J. H., and Berry, L.L. (1968); “A Behavioral Conception of Retail Image”;  

Journal of Marketing, Vol. 32, PP. 21-27.  

247. Kuruvilla, S.J., and Ganguli, J. (2008); “Mall development and operations: an Indian 

perspective”; Journal of Retail & Leisure Property, Vol. 7(3), PP. 204-15. 

248. Ladeira Wagner, Nique Walter Meucci, Pinto, Diego Costa, Borges, Adilson (2016); 

“Running for pleasure or performance? How store attributes and hedonic product value 

influence consumer satisfaction”; International Review of Retail, Distribution & 

Consumer Research, Dec 2016, Vol. 26 Issue 5, PP. 502-520. 

249. Lam, S. Y. (2001); “The effects of store environment on shopping behaviors: A critical 

review”; Journal of Advances in Consumer Research, Vol. 28, PP. 190-197.  

250. Lambert, Z.V. (1979); "An investigation of older consumers unmet needs and wants at 

the retail level"; Journal of Retailing, Vol. 55 No. 4, PP. 35-57.  

 

 



161 
 

251. Laroche, M., Teng, L., Michon, R. and Chebat, J.C. (2005); “Incorporating service 

quality into consumer mall shopping decision making: a comparison between English 

and French Canadian consumers”; Journal of Services Marketing, Vol. 19 (3), PP. 157-

163. 

252. Lassk, F. G. (2000); "Improving the Satisfaction of C-Store Customers: Preferences for 

Potential Product Offerings"; Journal of Professional Services Marketing, Vol. 20 (2). 

253. Lather, A.S. and Kaur, T. (2006); “Shopping Malls: New Retail Formats keeping pace 

with the shoppers mood”; The journal of Indian Management and Strategy, Vol. 11, No. 

4.  

254. Lee, L.S., Ibrahim, M.F. & Hsueh-Shan, C. (2005); “Shopping-centre attributes 

affecting male shopping behaviour”; Journal of Retail and Leisure Property, Vol. 4 

No.4, PP. 324-340.  

255. Lemmink, J. and Mattsson, J. (1998); “Warmth During Non-Productive Retail 

Encounters: The Hidden Side of Productivity”; International Journal of Research in 

Marketing, Vol. 15 PP. 505-17. 

256. Leone, R.P. and Srinivasan, S.S. (1996); “Coupon face value: its impact on coupon 

redemptions, brand sales, and brand profitability”; Journal of Retailing, Vol. 73 No. 3, 

PP. 273-89.  

257. Levav, J., & Zhu, R. (2009); “Seeking freedom through variety”; Journal of Consumer 

Research, Vol. 36(4), PP. 600-610. 

258. Levy, M., & Weitz, B. A. (2009); “Retailing Management”; (7th ed.). New York: 

McGraw-Hill. 

259. Levy, Miand Barton A. Weitz (1996); “Essentials of Retailing”; New York, Irvin.  

260. Lewis, B.R. & Hawksley, A.W. (1990); “Gaining a competitive advantage in fashion 

retailing”; International Journal of Retail and Distribution Marketing, Vol.18 No.4, 

PP.21-32.  

261. Lewison (1997); “Dale M. Retailing”; 6th ed. Upper Saddle River, NJ: Prentice Hall.  

262. Lewison, D. M. (1994); “Retailing” (5th ed.), New York, NY, Macmillan College 

Publishing Company. 

263. Lichtenstein, D.R., Netemeyer, R.G. and Burton, S. (1990); “Distinguishing coupon 

proneness from value consciousness: an acquisition-transaction utility theory 

perspective”; Journal of Marketing, Vol. 54, PP. 54-67.  



162 
 

264. Liljander, V., Polsa, P and van Riel (2009); “Modelling consumer responses to an 

apparel store brand: Store image as a risk reducer”; Journal of Retailing and Consumer 

Services, Vol. 16 (4), PP. 281-290.  

265. Lindquist, J. D. (1974-75); “Meaning of image: A survey of empirical and hypothetical 

evidence”; Journal of Retailing, Vol. 50 (4), 29, PP. 38,116.   

266. Louviere, J. J. and Gaeth, G. J. (1987); “Decomposing the Determinants of Retail 

Facility Choice Using the Methods of Hierarchical Information Integration: A 

Supermarket Illsutartion”;  Journal of Retailing, Vol. 63 (1), PP. 25-48. 

267. Lumpkin, J. R. (1985); “Shopping orientation segmentation of the elderly consumer”; 

Journal of the Academy of Marketing Science, Vol. 13(2), PP. 272-289. 

268. Lumpkin, J. R. and Hunt, J. B. (1989); “Mobility as an Influence on Retail Patronage 

Behaviour of the Elderly: Testing Conventional Wisdom”; Journal of the Academy of 

Marketing Science, Vol.  17, PP. 1–12. 

269. Lumpkin, J. R., Hawes, J. M. and Darden, W. R. (1986); “Shopping Patterns of the 

Rural Consumer: Exploring the Relationship Between Shopping Orientations and 

Outshopping”; Journal of Business Research, Vol. 41(1), PP. 63–81. 

270. Lumpkin, J.R, Greenberg, B.A. & Goldstucker, J.L. (1985); “Marketplace needs of the 

elderly: Determinant attributes and store choice”; Journal of Retailing, Vol. 61 (2), PP. 

75-105. 

271. Lumpkin, J.R. and Greenberg, B.A. (1982); “Apparel-shopping patterns of the elderly 

consumer”; Journal of Retailing, Vol. 58, Winter, PP. 68-89.  

272. Lumpkin, J.R. and Hite, R. (1988); “Retailer's offering and elderly consumers needs”; 

Journal of Business Research, Vol. 16, PP. 313-26. 

273. Luomala Harri T, Paasovaara Rami, Lehtola Katariina (2006); “Exploring consumers′ 

health meaning categories: Towards a health consumption meaning model”; Journal of 

Consumer Behaviour 2006; 5(3), PP. 269–79. 

274. Machleit, K.A. & Mantel, S.P. (2001); “Emotional response and shopping satisfaction: 

Moderating effects of shopper attributions”; Journal of Business Research, Vol. 54, No. 

Vol. 2.  

275. Machleit, K.A., Eroglu, S.A. & Mantel, S.P. (2000); “Perceived retail crowding and 

shopping satisfaction: What modifies this relationship?”; Journal of Consumer 

Psychology, Vol. 9, No. 1, PP. 29-42. 



163 
 

276. Machleit, K.A., Kellaris, J.J. & Eroglu, S.A. (1994); “Human versus spatial dimensions 

of crowding perceptions in retail environments: a note on their measurement and effect 

on shopper satisfaction”; Marketing Letters, Vol. 5, No. 2, PP.183-194. 

277. Macintosh, G., & Lockshin, L. S. (1997); “Retail relationships and store loyalty: a multi 

level perspective”; International Journal of Research in Marketing, Vol. 14(5), PP. 487-

97. 

278. Marcoolyn, G., & Nesdale, A. (1994); “Store atmosphere and purchasing behaviour”; 

Journal of Retailing, Vol. 70(3), PP. 283-294. 

279. Marianne, W. (2003); “Shedding light on fitting rooms”; Chain Store Age, Vol.78 No. 

8, PP. 160-164.  

280. Markin, Rom, Charles Lillis and Chem Narayana (1976); “Social Psychological 

Significance of Store Space"; Journal of Retailing, 52 (Spring), PP. 43-54. 

281. Marks, R.B. (1976); “Operationalizing the Concept of Store Image”; Journal of 

Retailing, Vol. 52, PP. 37-46. 

282. Markwick, N. & Fill, C. (1997); “Towards a framework for managing corporate 

identity”; European Journal of Marketing, Vol. 31 No. (5/6), PP. 396-409.  

283. Marta Blázquez (2014); “Fashion Shopping in Multichannel Retail: The Role of 

Technology in Enhancing the Customer Experience”; International Journal of 

Electronic Commerce, Summer 2014, Vol. 18, No. 4, PP. 97–116. 

284. Martineau, P. (1958); “The personality of retail store”; Harvard Business Review, Vol. 

36, PP. 47-56. 

285. Martínez-Ruiz María Pilar, Blázquez-Resino, Juán José, and Pino, Giovanni (2017); 

“Store attributes leading customer satisfaction with unplanned purchases”; Service 

Industries Journal. Mar/Apr 2017, Vol. 37 Issue 5/6, PP. 277-295. 

286. Mason, Barry, Richard Duran and James Taylor (1983); “Retail patronage: a causal 

analysis of antecedent factors”; In Patronage Behaviour and Retail Management, ed. W. 

Darden and R. Lusch, New York: North Holland, PP. 339-351. 

287. Mason, J. Barry, Morris L. Mayer, and Hazel F. Ezell (1994); “Retailing, (5th Edition), 

Sydney, Irvin Press.  

288. Mason, J.B. and Bearden, W.O. (1978); “Profiling the shopping behavior of elderly 

consumers"; The Gerontologist, Vol. 18 No. 5, PP. 454-61. 

289. Mattila, A. S., & Wirtz, J. (2001); “Congruency of scent and music as a driver of in-

store evaluations and behaviour”; Journal of Retailing, Vol. 77(2), PP. 273.  



164 
 

290. Mazursky, D. and Jacoby, J. (1986); “Exploring the development of store images”; 

Journal of Retailing, 62. PP. 145-65. 

291. McAlister, Leigh (1983); “A Theory of Consumer Promotions: The Model"; SSM 

Working Paper #1457-83, Massachusetts Institute of Technology.  

292. McElrea, H and Standing, F. (1992); "Fast Music Causes Fast Drinking"; Journal of 

Perceptual & Motor Skills, Vol. No. 75, PP. 362. 

293. McIntosh, M. (2007); “The importance of retail merchandising [online]”; Available at: 

http://www.sideroad.com/Retail_Services/retail_merchandising.html, Accessed 18 

November 2008. 

294. McKinney, L.N. (2004); “Creating a satisfying internet shopping experience via 

atmospheric variables”; International Journal of Consumer Studies, Vol. 28 No. 3, PP. 

268-283.  

295. Mehrabian, A. & Russell, J.A. (1974); “An approach to environmental psychology”; 

Cambridge, MA.: MIT Press.  

296. Mehrabian, A. (1976); “Public places and private spaces: the psychology of work, play 

and living environments”; New York, NY: Basic Books, Inc. 

297. Memery, J., Megicks, P. and Williams, J. (2005); “Ethical and social responsibility 

issues in grocery shopping: a preliminary typology”; Qualitative Market Research, Vol. 

8 (4), PP. 399. 

298. Michon, R. and Chebat, J.C. (2004); “The Interaction Effect of Background Music and 

Ambient Scent on the Perception of Service Quality”; paper presented at the Eighth 

International Research Seminar in Service Management. 

299. Michon, R. Chebat, J.C. Turley, L.W. (2005); “Mall atmospherics: the interaction 

effects of the mall environment on shopping behavior”; Journal of Business Research, 

Vol. 58, PP. 576-583. 

300. Miller, R. (2002); “In–store impact on impulse shoppers”; Marketing Research, PP. 27 

– 28. 

301. Milliman, R. E. (1986); “The influence of background music on the behaviour of 

restaurant patrons”; The Journal of Consumer Research, Vol. 13(2), PP. 286-289. 

302. Milliman, R.E. (1982); “Using background music to affect the behavior of supermarket 

shoppers”; Journal of Marketing, Vol. 46, No. 3, PP.86-91. 

303. Miranda, M.J., Konya, L. & Havrila, I. (2004); “Shoppers' satisfaction levels are not the 

only key to store loyalty”; Marketing Intelligence and Planning, Vol. No.2, PP. 220-

232.  



165 
 

304. Mishra, M.S. (2007); “The consumption pattern of Indian Consumers: choice between 

traditional and organized Retail”; http://ssrn.com/abstract=994238. 

305. Mishra, S. (2008); “New Retail Models in India: Strategic Perspective Analysis”; 

Journal of Marketing & Communication, Vol. 4, No. 2, PP. 39- 47. 

306. Mitchell, D.J. Kahn, B.E. Knasko, S.C. (1995); “There’s something in the Air: Effects 

of Congruent or Incongruent Ambient Odor on Consumer Decision Making”; Journal of 

Consumer Reserch, Vol. 22, September, PP. 229-238. 

307. Mithilesh Pandey and Rajesh Verma (2015): “Factors Influencing the Buying Behavior 

of Consumers Towards Organized Retail Stores in Jalandhar, Punjab”; The IUP Journal 

of Marketing Management, Vol. XIV, No. 1, 2015, PP. 51-65. 

308. Mittal, A. and Mittal, R. (2008); “Store Choice in the Emerging Indian Apparel Retail 

Market: An Empirical Analysis”; IBSU Scientific Journal, Vol. 2, No. 2, PP. 21-46. 

309. Mittal, B., & Lassar, W. (1996); “The role of personalization in service encounter”;  

Journal of Retailing, Vol. 72(1), PP. 95-109. 

310. Mittal, R., & Mehta, N. (2011); “Factors influencing the grocery store shoppers- A data 

mining approach”; International Journal of Research in Engineering & Applied Science, 

Vol. 1 (2), PP. 1-17. 

311. Mlambo Sephath and Marufu Barbra (2015); “Choice and Patronage: A Study of Retail 

Consumers in Zimbabwe”; Scholedge International Journal of Management & 

Development; Vol. 2, Issue 1 (January 2015), PP. 1-8. 

312. Monroe, K. B., & Guilttinan, J. P. (1975); “A Path-Analytic Exploration of Retail 

Patronage Influences”; Journal of Consumer Research, Vol. 2(June 1975), PP. 19-28. 

313. Montgomery, David (1971); “Consumer Characteristics Associated with Dealing: An 

Empirical Example"; Journal of Marketing Research, Vol. 8 (February), PP. 118-120.  

314. Morin, T. (2006); “Defining your position,’ Graphic Arts Monthly”; Vol.78 No. 10, P. 

8.   

315. Morrin, M., & Chebat, J. (2005); “Person-place congruency: The interactive effects of 

shopper style and atmospherics on consumer expenditures”; Journal of Service 

Research: JSR, Vol. 8(2), PP. 181.  

316. Morrin, M., & Ratneshwar, R. (2000); “The impact of ambient scent on evaluation, 

attention and memory for familiar and unfamiliar brands”; Journal of Retailing, Vol. 

No.11 PP. 14-24.  

317. Moschis, G P (1992); “Shopping Orientations and Consumer Uses of Information”;  

Journal of Retailing, Vol. 52, No. 2, PP. 61-70 & 93. 



166 
 

318. Moye, L.N. & Giddings, V.L. (2002); “An examination of the retail approach-

avoidance behaviour of older apparel consumers”; Journal of Fashion Marketing and 

Management, Vol. 6 No. 3, PP. 259-276.  

319. Moye, L.N. & Kincade, D.H. (2002); “Influence of usage situations and consumer 

shopping orientations on the importance of retail store environment”; International 

Review of Retail, Distribution and Consumer Research, Vol.12 No.1, PP. 59-79.  

320. Neslin, Scott A., Caroline Henderson, and John Quelch (1985); “Consumer Promotions 

and the Acceleration of Product Purchases"; Marketing Science, 4 (spring), PP. 147-65.  

321. Neslin, Scott, Caroline Henderson and John Quelch and Robert Shoemaker (1983); “A 

Model for Evaluating the Profitability of Coupon Promotions"; Marketing Science, 2 

(Fall), PP. 361-388.  

322. Neuborne, E., & Kerwin, K. (1999); “Generation Y. Business week, 15 (February), PP. 

80-88.  

323. Nevin, J.R. & Houston, M.J. (1980); “Image as a component of attraction to intra-urban 

shopping areas”; Journal of Retailing, Vol. 56 (Spring), PP. 77-93. 

324. Newman, A.J. & Patel, D. (2004); “The marketing directions of two fashion retailers”; 

European Journal of Marketing, Vol. 38 No. 7, PP. 770-789.  

325. Noone, B.M. & Mattila, A.S. (2009); “Consumer reaction to crowding for extended 

service”; Journal of Consumer Marketing, Vol. 12 No. 6, PP. 16-27. 

326. North, A.C. and Hargreaves, D. J. (1996); "Responses to Music in the Dining Area"; 

Journal of Applied Social Psychology, Vol. 26 PP.491-501. 

327. O’Connor, M.J. (1990); “On the subject of image. Supermarket Business, Vol. PP. 47 

(1), 35-40.  

328. Oates, B., Shufeldt, L. & Vaught, B. (1996); “A Psychographic study of the elderly and 

retail store attributes”; Journal of Consumer Marketing, Vol. 13 No. 6, PP. 14-27.  

329. Olins, W. (1978); “The corporate personality: An inquiry into the nature of corporate 

identity”; London Design Council.  

330. Oliver, R.L. (1999); “Whence Customer Loyalty?”; Journal of Marketing, Vol. 63, 

Special Issue, PP. 33-44.  

331. Omar, O. (1999); “Retail Marketing”; Pitman Publishing, London.  

332. Oppewal, Harmen and Kitty Koelemeijer (1999); “More Choice is Better: Effects of 

Assortment Size and Composition on Assortment Evaluation”; International Journal of 

Research in Marketing, Vol. 22, 1, PP. 45-60. 



167 
 

333. Orth, U.R. & Bourrain, A. (2005); “Ambient scent and consumer exploratory 

behaviour: A casual analysis”; Journal of Wine Research, Vol.16 No.2, PP.137-150.  

334. Osman, M. Zain (1993); “A model of retail image influences on loyalty patronage 

behaviour”; The International Review of Retail, Distribution and Consumer Research, 

Vol. 3 (2), PP. 133-148. 

335. Pan, F.C., Su, S.J. and Chiang, C.C. (2008); “Dual attractiveness of winery: 

atmospheric cues on purchasing”; International Journal of Wine Business Research, 

Vol. 20 (2), PP. 95-110. 

336. Pan, Y. and Zinkhan, G. M. (2006); “Determinants of Retail Patronage: A Meta- 

Analytical Perspective"; Journal of Retailing, Vol. 82 (3), PP. 229-43. 

337. Parsons, A.G. (2002); “Non-functional motives for online shoppers: why we click”; 

Journal of Consumer Marketing, Vol. 19 No. 5, PP. 380-92.  

338. Parsons, A.G. (2009); “Use of scent in a naturally odourless store”; International 

Journal of Retail & Distribution Management, Vol. 37, No. 5, PP. 440-452.  

339. Patterson, P.G. & Spreng, R.A. (1997); “Modeling the relationship between perceived 

value, satisfaction and repurchase intentions in a business-to-business service context: 

An empirical examination,’ International Journal of Service Industry Management, Vol. 

8 No. 5, PP. 414-434.  

340. Patton III, W.E. (1981); “Quantity of information and information display type as 

predictors of consumer choice of product brands”; The Journal of Consumer Affairs, 

Vol. 15, No. 1, PP.92-105.  

341. Paulins, V.A. & Geistfeld, L.V. (2003); “The effect of consumer perceptions of store 

attributes on apparel store preference”; Journal of Fashion Marketing and Management, 

Vol. 7 No.4, PP. 371-385.  

342. Pegler, M. (1998); “Visual merchandise & display”; New York: Fairchild Publications. 

343. Pessemier, E. (1980); “'Store image and positioning”; Journal of Retailing, Vol. 56, No. 

1, PP. 94-106.  

344. Pierre Martineau, P. (1958); “The personality of the retail store”; Harvard Business 

Review, Vol. 36 (1), PP. 47-55. 

345. Popkowski, L., Peter, T.l. and Timmermans, H. (2001); “Experimental choice analysis 

of shopping strategies”; Journal of retailing, Vol. 77, No. 4, PP. 493-509. 

346. Porter, S.S. and Claycomb, C. (1997); “The Influence of Brand Recognition on Retail 

Store Image”; Journal of Product and Brand Management, Vol. 6 (6), PP. 373-385. 



168 
 

347. Prof. Brijesh H. Joshi, Dr. Rajendra singh Waghela & Prof. Kalpesh T. Patel (May-June 

2015); “An Analysis of Shoppers Satisfaction level with Shopping Experience in the 

Shopping Malls”; International Journal of Multidisciplinary Approach and Studies, Vol 

02, No. 3,ISSN 2348-537X, PP. 8-19. 

348. PWC (2015); “Retailing Report 2020- Winning in a polarized world”; www. 

pwc.com/us/retailandconsumer, Accessed on 12-12-16. 

349. Radhika, P. and Sellappan, R. (2015); “Diagnosing the Relationship Between Customer 

Personality and Store Attributes Of Apparel Shoppers In Coimbatore City”; 

PRERANA: Journal of Management Thought & Practice, Sep 2015, Vol. 7 Issue 2, PP. 

1-20.  

350. Rajagopal. (2007); “Leisure Shopping Behaviour and Recreational Retailing: A 

Symbiotic Analysis of Marketplace Strategy and Consumer Response”; Journal of 

Hospitality & Leisure Marketing, Vol. 15(2), PP. 5-31.  

351. Rajagopal. (2009); “Growing Shopping malls and Behaviour of Urban Shoppers”; 

Journal of Retail & Leisure Property, Vol. 8(2), PP. 99-118. 

352. Ramulu Bhukya and Sapna Singh (2016); “Factors Affecting Shoppers’ Brand 

Preference Towards Choosing Retail Stores”; The IUP Journal of Brand Management, 

Vol. XIII, No. 2, 2016, PP. 78-86. 

353. Ratnatunga, J. & Ewing, M. (2005); “The brand capability value of integrated 

marketing communication (IMC)”; Journal of Advertising, Vol. 34 No. 4, PP. 25-40.  

354. Reynaldo Misla (2015); “Store design should create memorable customer experiences”; 

Special Feature, Caribbean business, October 22, 2015, P. -26. 

355. Richardson, P., Jain, A.K. & Dick, A. (1996); “The influence of store aesthetics on 

evaluation of private label brands”; Journal of Product and Brand Management, Vol. 5 

No.1, PP.19-28.  

356. Richardson, P., Jain, A.K., Dick, A.S. (1994); “Extrinsic and intrinsic cue effects on 

perceptions of store brand quality”; Journal of Marketing, Vol. 58 (October), PP. 28-36. 

357. Roballey, T. C., McGreen, C., Rongo, R. R, Schwantio, M. L., Stiger, P. J., Winnger, 

M. A. and Gardener, E. B. (1985); "The Effect of Music on Eating Behaviour"; Bulletin 

of the Psychometric Society, Vol. No, 23, PP. 221-222. 

358. Robinson, J. D., & Cole, C. A. (1986); “Age differences in information processing: 

Understanding deficits in young and elderly consumers”; Journal of Consumer 

Research, 13(4), PP. 297–315. 



169 
 

359. Rohm, A.J. and Swaminathan, V. (2004); “A typology of online shoppers based on 

shopping motivations”; Journal of Business Research, Vol. 57 No. 7, PP. 748-57.  

360. Rook, D. W. (1987); “The buying impulse”; Journal of Consumer Research, Vol. 14, 

PP. 189–199. 

361. Samli, A.C. & Lincoln, D. (1999); “Management versus customer perception of image 

in Retail marketing strategy: Planning, implementation and control”; A.C. Samli 

(Edition). Greenwood Press, PP. 193-205.  

362. Sarah Alhouti, Erin Adamson Gillespie, Woojung Chang, and Lenita Davis (2015); 

“The Thin Line Between Love And Hate of Attention: The Customer Shopping 

Experience”; Journal of Marketing Theory and Practice, Vol. 23, No. 4, PP. 415–433. 

363. Sawyer, Alan G. and Peter H. Dickson (1984); “Psychological Perspectives on 

Consumer Response to Sales Promotion"; Research on Sales Promotion: Collected 

Papers, Report No. PP. 84-104.  

364. Schewe, C. D., & Balazs, A. L. (1992); “Role transition in older adults: A marketing 

opportunity”; Psychology and Marketing, Vol. 9, PP. 85-99. 

365. Schiffman, L.G., J.F. Dash, and W.R. Dillon (1977); “The contribution of store-image 

characteristics to store-type choice”; Journal of Retailing, Vol. 53 (Summer), PP. 3-16.  

366. Schiffmen, L.G., Kanuk, L.K. (2000); “Consumer Behaviour”; India: Pearson 

Education Inc. 

367. Schindler, R.M. (1989); “The excitement of getting a bargain: some hypotheses 

concerning the origins and effects of smart-shopper feelings;” Advances in Consumer 

Research, Vol. 16, PP. 447-543.  

368. Schneider, Linda and Imran Currim (1990); “Consumer Purchase Behaviors Associated 

with Active and Passive Deal-Proneness"; International Journal of Research in 

Marketing, Special issue on Panel Data Analysis, David Schmittlein (Ed.).  

369. Seidman, S. A. (1981); "On the Contributions of Music to Media Presentations"; 

Educational Communication and Technology Journal, Vol. 29, PP.49-61. 

370. Sen, S., Block, L.G. & Chandran, S. (2002). ‘Window displays and consumer shopping 

decisions,’ Journal of Retailing and Consumer Services, 9 (5), PP. 277-291. 

371. Shalini Jha, Bharti Singh and  Suresh K P (2014); “Consumer Perception Scale in Store 

Environment (CPS-SE) for Measuring Consumer Buying Behavior”; The IUP Journal 

of Marketing Management, Vol. XIII, No. 3, 2014, PP. 48-70. 



170 
 

372. Sharma, A., & Stafford, T. F. (2000); “The effect of retail atmospherics on customers' 

perceptions of salespeople and customer persuasion”; An empirical investigation. 

Journal of Business Research, Vol. 49(2), PP. 183-191. 

373. Shea, C.; "Playing to Win."; Promo Magazine, August 1996.  

374. Sherman, E., Mathur, A., Smith, R.B. (1997); “Store environment and consumer 

purchase behavior: mediating role of consumer emotions”; Journal of Psychology and 

Marketing 14, PP. 361–378. 

375. Sheth, & Mittal, (2004); “Consumer Behaviour: A Managerial Perspective. (2nd ed.), 

Ohio: Thomson. 

376. Shim, S & Bickle, M.C. (1994); “Benefit segments of the female apparel market: 

psychographics, shopping orientation and demographics”; Clothing and Textile 

Research Journal, Vol.12 No.2, PP.1-12.  

377. Shim, S. & Kotsiopulos, A. (1992a); “Patronage behaviour of apparel shopping: Part I. 

shopping orientations, store attributes, information sources, and personal 

characteristics”; Clothing and Textiles Research Journal, Vol. 10 No. 2, PP. 48-57.  

378. Shim, S. and Mahoney, M.Y. (1992); “The elderly mail-order catalogue user of fashion 

products: a profile of the heavy purchaser”; Journal of Direct Marketing, Vol. 6 No. 1, 

PP. 49-58. 

379. Shim, S., & Kotsiopulos, A. (1992b); “Patronage behavior of apparel shopping: Part II. 

Testing a patronage model of consumer behavior”; Clothing and Textile Research 

Journal, Vol., 10, PP. 58-64. 

380. Shim, S., & Kotsiopulos, A. (1993); “A typology of apparel shopping orientation 

segments among female consumers”; Clothing and Textiles Research Journal, Vol. 

12(1), PP. 73-85.  

381. Shoemaker, Robert (1979); “An Analysis of Consumer Reactions to Product 

Promotions"; In Educator's Conference Proceedings, Chicago: American Marketing 

Association, PP. 244-248.  

382. Shostack, G.L. (1982); “How to design a service”; European Journal of Marketing, Vol. 

16 No. 1, PP. 49-64. 

383. Shukla, A., and Jain, V. (2007); “Paradigm shift of Indian Retailing: A Global 

Perspective”; Journal of IMS Group, Vol. 4(2), PP. 29-36. 

384. Simonson, I. & Winer, R.S. (1992); “The influence of purchase quantity and display 

format on consumer preference for variety”; Journal of Consumer Research, Vol. 19, 

No. 1, PP.133-138. 



171 
 

385. Simonson, I. (1999); “The effect of product assortment on buyer preferences”; Journal 

of Retailing; Vol.75 PP. 347-370. 

386. Simonson, I. (1999); “The effect of product assortment on buyer preferences”; Journal 

of Retailing, Vol. 75(3), PP. 347-370. 

387. Singson, Richard L. (1975); “Multidimensional Scaling Analysis of the Store Image and 

Shopping Behaviour”; Journal of Retailing, Vol. 51 (Summer), PP. 51-57. 

388. Sinha, P K; Banerjee, A and Uniyal, D P (2004); “Deciding Where to Buy: Choice 

Behaviour of Indian Shoppers”; Vikalpa, Vol. 27, No 2, PP. 13-28. 

389. Sinha, P. K., & Banerjee, A. (2004); “Store choice behavior in an evolving market. 

International Journal of Retail & Distribution Management , 32 (10), 482-494. 

390. Sirohi, N. and McLaughlin, E. (1998); "A Model of Consumer Perceptions and Store 

Loyalty Intentions for a Supermarket Retailer"; Journal of Retailing, Vol. 74 (2), PP. 

223-45. 

391. Skinner, R.W. (1969); “Hidden consumer motives in supermarket selection”; American 

Journal of Agricultural Economics, Vol. 51 No. 5, December, Proceedings issue.  

392. Slama, M.E. and Williams, T.G. (1990); “Generalization of the market maven’s 

information provision tendency across product categories”; Advances in Consumer 

Research, Vol. 17, PP. 48-52.  

393. Smith, P. & Burns, D.J. (1996); “Atmospherics and retail environments: the case of the 

‘Power Aisle”; International Journal of Retail Distribution Management, Vol. 24, No. 1, 

PP. 7-14. 

394. Smith, P. and Curnow, R. (1966); "Arousal Hypothesis' and the Effects of Music on 

Purchasing Behavior"; Journal of Applied Psychology, Vol. No. 50 PP. 255-256. 

395. Smith, R. and Moschis, G. (1985); “A socialization perspective on selected consumer 

characteristics of the elderly"; The Journal of Consumer Affairs, Vol. 19 No. 1, PP. 74-

95. 

396. Solomon, M.R. (2007); “Consumer Behaviour”; A European Perspective Enhanced 

Media Edition Rack, 3rd ed. Financial Times Management. 

397. Spangenberg, E. A., Crowley, A. E., & Henderson, P. W. (1996); “Improving the store 

environment: Do olfactory cues affect evaluations and behaviors?”; Journal of 

Marketing, Vol. 60(2), PP. 67-80. 

398. Spangenberg, E.R., Grohmann, B. & Sprott, D.E. (2005); “It’s beginning to smell (and 

sound) a lot like Christmas: the interactive effects of ambient scent and music in a retail 

setting” , Journal of Business Research, Vol. 58, No. 11, PP.1583-1589. 



172 
 

399. Spangenberg, E.R., Sprott, D.E., Grohmann, B. & Tracy, D. (2006); “Gender congruent 

ambient scent influences on approach and avoidance behaviors in a retail store”; Journal 

of Business Research, Vol. 59, No. 12, PP.1281-1287. 

400. Srivastava, R.K. (2008); “Changing retail scene in India”; International Journal of 

Retail & Distribution Management, Vol. 36(9), PP. 714-721. 

401. Stassen, R., Mittelstaedt, J., and Mittelstaedt, R. (1999); "Assortment Overlap: Its 

Effect on Shopping Patterns in a Retail Market When the Distribution of Prices on 

Goods Are Known"; Journal of Retailing, Vol. 75 (3), PP. 371-86. 

402. Stephenson, P. R. (1969); “Identifying determinants of retail patronage”; Journal of 

Marketing, Vol. 33(3), PP. 57-61. 

403. Steven Skinner and Karl Swensen (2014); “The Competitive Advantage of In-Store 

Experiences”; Expert Insight, January, 2014, P. 18. 

404. Stone, G.P. (1954); “City shoppers and urban identification: observations on the social 

psychology of city life”; American Journal of Sociology. Vol.  60 (1), PP. 36–45. 

405. Stuart, H. (1999); “Towards a definition model of the corporate identity management 

process”; Corporate Communications: An International Journal, Vol. 6 No.4, PP. 200-

207.  

406. Stum, D.L. and Thiry, A. (1991); “Building customer Loyalty”; Training and 

Development Journal, Vol. 73, No.1, PP. 34-46.  

407. Sudhir, K. and Talukdar, D. (2004); “Does store brand patronage improve store 

patronage?”; Review of Industrial Organization, Vol. 24, PP. 143-60.  

408. Sullivan, P., Savitt, R., Zheng, Y. & Cui, Y. (2002); “Rural shoppers: who gets their 

apparel dollars?; “Journal of Fashion Marketing and Management, Vol. 6 No.4, PP. 

363-380. 

409. Summers, T.A. & Hebert, P.R. (2001); “Shedding some light on store atmospherics - 

influence of illumination on consumer behavior”; Journal of Business Research, Vol. 

54, No. 2, PP.145-150. 

410. Sun, T. R., & Yazdanifard, R. (2015); “Review of Physical Store Factors That 

Influence Impulsive Buying Behavior”; International Journal of Management, 

Accounting and Economics, Vol. 2(9), PP. 1048-1054. 

411. Sutton, R. I. and Rafaeli, A. (1988); “Untangling the Relationship between Displayed 

Emotions and Organizational Sales: The Case of Convenience Stores"; Academy of 

Marketing Journal, Vol. 31 (3), PP. 461-87. 



173 
 

412. Suz Jack Chan, Cheng Ling Tan (2016); “A Model Linking Store Attributes, Service 

Quality and Customer Experience: A Study Among Community Pharmacies”; 

International Journal of Economics & Management, Dec 2016, Vol. 10 Issue 2, PP. 

321-342. 

413. Sway, R. (2007); “From the Editor: The sweet smell of…”; Display & Design Ideas, 

Vol.19. No.2, PP. 1-2.  

414. Swinyard, W. R., & Rinne, H. (1995); “Segmenting the discount store market: The 

domination of the ' difficult discounter core”; International review of retail distribution 

and consumer research, Vol. 5(2), PP. 123-145. 

415. Swinyard, W.R. (1997); “Retailing trends in the USA: competition, consumers, 

technology and the economy”; International Journal of Retail and Distribution 

Management, Vol. 25, 8, PP. 244-255. 

416. Tauber, E. M. (1972); “Why Do People Shop?"; Journal of Marketing, Vol. 36 

(October), PP. 46-49. 

417.  Technopak Retail Report on the Emerging Trends in Indian Retail and Consumer 

(2011). 

418. Teller, C., Kotzab, H. & Grant, D.B. (2006); “The consumer direct services revolution 

in grocery retailing: An exploratory investigation”; Managing Service Quality, Vol. 16 

No. 1, PP. 78-96.  

419. Tendai, M and Crispen, C (2009); “In-store shopping environment and impulsive 

buying”; African Journal of Marketing Management, Vol. 1(4), PP. 102-108. 

420. Terblanché, N. (1998); “Retail Management”; New York: Thomson. 

421. Terblanché, N.S. & Boshoff, C. (2006); “A generic instrument to measure customer 

satisfaction with the controllable elements in-store shopping experience”; South African 

Journal of Business Management, Vol.3 No. 3, PP.1-15.  

422. Thang, D.C.L. & Tan, B.L. (2003); “Linking consumer perception to preference of 

retail stores: an empirical assessment of the multi-attributes of store image”; Journal of 

Retailing and Consumer Services; Vol.10, PP. 193-200.  

423. Thompson, A.M. and Kaminiski, P.F. (1993); “Psychographic and lifestyle antecedents 

of service quality expectations” Journal of Service Marketing, Vol.7 No. 4, PP. 53-61.  

424. Titus, P. A., & Everett, P. B. (1995); “The consumer retail search process: a conceptual 

model and research agenda”; Journal of the Academy of Marketing Science, Vol. 

23(2), PP. 106-119. 



174 
 

425. Treblanche, N. S. (1999); “The perceived benefit derived from visits to a super regional 

shopping centre. South African Journal of Business”; Vol. 30 (4), PP. 141-156.  

426. Turley, L.W. & Milliman, R.E. (2000); “Atmospheric effects on shopping behavior: a 

review of the experimental evidence”; Journal of Business Research, Vol. 49, No., 

PP.193-211.  

427. Urbonavicius, S. and Ivanauskas, R. (2005); “Evaluation of multiple retailers market 

positions on the basis of image attributes measurement”; Journal of Business 

Economics and Management, Vol. VI, No. 4, PP. 196-206. 

428. Van Herpen, E., R. Pieters (2002); “The variety of an assortment-An extension to the 

attribute based approach”; Journal of Marketing Science. Vol. 21(3) PP.331-341. 

429. Varley, R. (2005). ‘Store image as the key differentiator,’ European Retail Digest, Vol. 

46, pp.18-21.  

430. Verhoef, Peter C., Katherine N. Lemon, A. Parasuraman, Anne Roggeveen, Michael 

Tsiros and Leonard A. Schlesinger (2009); “Customer Experience Creation: 

Determinants, Dynamics and Management Strategies” ; Journal of Retailing, Vol. 85 

(1), PP. 31–41. 

431. Verma, H., & Madan, P. (2011); “Factor analysing the store attributes to identify key 

components of store image”; IJMMR, Vol. 2 (1), PP. 1-21. 

432. Vida, I. (2008); “The impact of atmospherics on consumer behaviour: the case of the 

music fit in retail stores”; Economic and Business Review, Vol. 10, No. 1, PP. 21-35. 

433. Vijayasarathy, L. R. and Jones, J. M. (2000); “Intentions to Shop Using Internet 

Catalogues: Exploring the Effects of Product Types, Shopping Orientations, and 

Attitudes Towards Computers”; Electronic Markets: The International Journal of 

Electronic Commerce & Business Media, Vol. 10(1), PP. 29–38. 

434. Visser E.M. & Du Preez R. (1996); “Profiling the mature female apparel shopper”; 

Journal of Dietetics and Home Economics, Vol. 24 No. 1, PP. 12-19.  

435. Visser E.M., Du Preez, R. & Janse van Noordwyk, H.S. (2006); “Importance of apparel 

store image attributes: Perceptions of female consumers”; Marketing Dynamics, Vol. 32 

No.3, PP. 49-62.  

436. Visser, Preez , E.M. & Joung, H-M Miller, N.J., Van Aardt, A.M., (2000); “US and 

South African College Age Consumers' Preference for Apparel Store Image”; 

Unpublished manuscript. Department of Textiles, Clothing and Design, University of 

Nebraska, Nebraska. 



175 
 

437. Vlahos, James (2007); “Scent and Sensibility”; The New York Times, September 9-5-

2015.. 

438. Vrechopoulos, .A.P., O‟Keefe, R. M., Doukidis, G.I. and Siomkos, G.J. (2004); 

“Virtual store layout: an experimental comparison in the context of grocery retail”; 

Journal of Retailing, Vol. 80 (1), PP. 13-22. 

439. Wakefield, K.L. & Baker, J. (1998); “Excitement at the mall: determinants and effects 

on shopping response”; Journal of Retailing, Vol. 74, No. 4, PP. 515-539. 

440. Wakefield, K.L. & Blodgett, J.G. (1994); “The importance of servicescapes in leisure 

service settings”; Journal of Services Marketing, Vol. 8, No. 3, PP. 66-76. 

441. Walters, D and White, D. (1987); “Retail Marketing Management”; Basingstock: 

Macmillan Press. 

442. Wanninayake, W. M. C. B., & Randiwela, P. (2007); “The impact of visual 

merchandising on consumer store choice decisions in Sri Lankan supermarkets; In 7th 

Global Conference on Business & Economics, ISBN , PP. 978-980. 

443. Wansink, Brian, Rohit Deshpande (1994); “Out of sight, out of mind: Pantry stockpiling 

and brand-usage frequency”; Marketing Lett., 5  PP. 91–100.  

444. Wansink, Brian. (1996); “Does package size accelerate usage volume?”; J. Marketing 

Vol. 60 PP. 1–14.  

445. Ward, P. Davis, B.J. Kooijman, D. (2003a); “Ambient Smell and the Retail 

Environment: Retailing Olfacction Research to Consumer Behavior”; Journal of 

Business and Management, Vol. 9, No. 3, PP. 289-302. 

446. Ward, P., Davies, B.J. & Kooijman, D. (2007); “Olfaction and the retail environment: 

examining the influence of ambient scent”; Service Business, Vol. 1, No. 4, PP. 295-

316. 

447. Ward, Ronald and James Davis (1978), "A Pooled Cross-Section Times Series Model 

of Coupon Promotions," American Journal of Agricultural Economics, 60 (August), 

393-401.  

448. Webster, Frederick (1965); "The 'Deal-Prone' Consumer,"; Journal of Marketing 

Research, 2 (May), PP. 186- 189.  

449. Wei-Ming Ou, Russell Abratt, Paul Dion (2006); “The influence of retailer reputation 

on store patronage”; Journal of Retailing and Consumer Services, Vol. 13, Issue 3, PP. 

221-230.  

450. Westbrook, R.A. & Black, W.C. (1985); “A motivation-based shopper typology”; 

Journal of Retailing, 61(1), PP. 78-103. 



176 
 

451. Wicker, A.W. (1979); “An introduction to ecological psychology”; R. S. Valle & M. 

King, eds. 

452. Wilkie, Maxine (1995); “Scent of a Market” Journal of American Demographics, Vol. 

17 (8), PP. 40 – 47. 

453. Williams, R.H., Painter, J.J., Nicholas, H.R. (1978); “A policy-oriented typology of 

grocery shoppers”; Journal of Retailing, Vol. 54 (1), PP. 27–43. 

454. Wilson, Dale, Larry Newman and Manoj Hastak (1979); "On the Validity of Research 

Methods in Consumer Dealing Activity: An Analysis of Timing Issues"; in Educators 

Conference Proceedings, Chicago: American Marketing Association, PP. 41-46.  

455. Wirtz, J., Mattila, A.S. & Tan, R.L.P. (2007); “The role of congruency in influencing 

consumers’ satisfaction evaluations and in-store behaviours”; International Journal of 

Service Industry Management, Vol.18 No. 1, PP. 6-24.  

456. Wood, S. & Browne, S. (2007); “Convenience store location planning and forecasting – 

a practical research agenda”; International Journal of Retail & Distribution 

Management, Vol. 35 No. 4, PP. 233-255.  

457. Woodruff, R.B. (1997); “Customer value: the next source for competitive advantage”; 

Journal of the Academy of Marketing Science, Vol. 25(2), PP. 139-53. 

458. Woodside, A.G., Trappery, R.J. and Randolph, J. (1992); “Finding out why customers 

shop your store and buy your brand: automatic cognitive processing models of primary 

choice”; Journal of Advertising Research, PP. 59-78. 

459. Xu, J., Shen, H., & Wyer, R. S. (2012); “Does the distance between us matter? 

Influences of physical proximity to others on consumer choice”; Journal of Consumer 

Psychology, Vol. 22(3), PP. 418-423. 

460. Yalch, R. F., & Spangenberg, E. R. (2000); “The Effects of Music in a Retail Setting on 

Real and Perceived Shopping Times”; Journal of Business Research, Vol. 49(2), 

PP.139-147.  

461. Yalch, R.F. & Spangenberg, E.R. (1988); “An environmental psychological study of 

foreground and background music as retail atmospheric factors”; In A. W. Walle, ed. 

AMA Educators’ Conference Proceedings. Chicago: American Marketing Association, 

PP. 106- 110. 

462. Yalch, R.F. & Spangenberg, E.R. (1990); “Effects of store music on shopping 

behavior”; Journal of Consumer Marketing, Vol. 7, No. 2, PP.55-63. 



177 
 

463. Yoo, C., Park, J., & MacInnis, D. J. (1998); “Effects of Store Characteristics and In-

Store Emotional Experiences on Store Attitude”; Journal of Business Research, Vol. 

No. 42(3), PP. 253-263.  

464. Yoo, C., Park, J., & Maclnnis, D. (1998); “Effects of store characteristics and in-store 

emotional experiences on store attitude”; Journal of Business Research, Vol., 42(3), 

PP.253-63. 

465. Yoo-Kyoung Seock (2009); “Influence of retail store environmental cues on consumer 

patronage behavior across different retail store formats: An empirical analysis of US 

Hispanic consumers”; Journal of Retailing and Consumer Services, Volume 16, Issue 5, 

PP. 329-339.  

466. Youn, S., & Faber, R. J. (2000); “Impulse buying: Its relation to personality traits and 

cues. Advances in Consumer Research”; Vol. 27(1), PP. 179-185. 

467. Yue, P., Zinkhan, G.M. (2006); “Determinants of retail patronage: a meta-analytical 

perspective”; Journal of Retailing, 82 (3), PP. 229–243. 

468. Yun, Z. S., & Good, L. K. (2007); “Developing customer loyalty from e-tail store image 

attributes”; Journal of Managing Service Quality, Vol. No.17(1), PP. 4-22.  

469. Zaltman, Gerald (2003); “How Customers Think- Essential Insights Into the Mind of 

the Market”; Cambridge, MA, Harvard Business Press. 

470. Zeithaml, V. A. and Berry, L. (1996); "The Behavioral Consequences of Service 

Quality"; Journal of Marketing, Vol. 60 (2), PP. 31-46. 

471. Zeithaml, V.A. and Bitner, M.J. (1996); “Service Marketing”; McGraw Hill, New York, 

NY. 

 

 

 

 

 

 

 

 

 

 

 

 



178 
 

ANNEXURE - I 
Tabular Summary of Review of Literature on Influence of Store Attributes On Store 
Patronage: 
Sr. 
No 

Author(s), 
(Year) Title Findings 

1 Sirohi N., Mclaughlin 
E.W. and Wittnik D. R. 
(1998) 

A Model of Consumer 
Perceptions and Store Loyalty 
Intentions for a Supermarket 
Retailer. 

Service quality is by far the most 
critical determinant of merchandise 
quality perception. Perceived value 
for money depends on perceived 
relative price and sales promotion 
perceptions. 

2 Sharma A and Stafford 
T.F. (2000) 

The Effect of Retail 
Atmospherics on Customers’ 
Perceptions of Salespeople and 
Customer Persuasion: An 
Empirical Investigation 

This study suggests the positive 
impact of atmospherics on the 
customer’s perceptions of 
salespeople, as well as the 
salesperson’s role as an atmospheric 
cue. 

3 Banerjee A. and 
Divakar S.(2001) 

Price Thresholds in a Promotion 
Intensive Retail Environment: 
Implications on Consumer 
Purchase Behavior and 
Managerial Insights. 

The research revealed that there 
exists a price threshold that 
triggers stockpiling behavior of 
the retail customer. 

4 Sinha P.K, Banerjee A 
And Uniyal 

D.P. (2004) 

Deciding Where to Buy: Store 
Choice Behavior of Indian 
Shoppers. 

Convenience and merchandise are 
the Primary reasons behind choosing 
a store. Proximity of the store, store 
ambience and service being other 
reasons. 

5 Ganesh J. & Reynolds 
K. E. & Luckett 
M.(2007) 

Retail patronage behavior and 
shopper typologies: a 
replication and extension using 
a multi-format, multi-method 
approach. 

Their findings on both the 
motivation-based and attribute 
based cluster analysis revealed five 
common shopper types across all 
retail formats. Shoppers are termed 
as Apathetic shoppers, Enthusiastic 
shopper, Destination shoppers, Basic 
shoppers and the Bargain seekers. 

6 Gupta  C.P. Agarwal R. 
and Sinha M. (2008) 

Organized Retailing and its 
Effect on the consumers Buying 
Behaviour. 

Consumers are highly appreciating 
the Availability of the variety  of 
products/services at the 
organized retailers and are 
positively inclined towards the 
new form of retailing. 
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Sr. 
No. 

Author(s), 
(Year) 

Title Findings 

7 Rigopoulou Irini D. et 
al (2008) 

Shopping orientation-defined 
segments based on store-choice 
criteria and satisfaction: an 
empirical investigation. 

Both ‘Product/Price’ and 
‘Servicescape/Personnel’ related 
criteria are critical to store-choice. 

8 Sinha R. 
(2009) 

Consumers' Perceptions, 
Preferences and Patronage 
Behavior for Retail 
Formats. 

This study indicates that 
consumers' perception of outlets 
and preference do not result in 
patronizing of retail outlets. The 
study says situational factors may 
play a decisive role for the 
shoppers while shopping. 

9 Molina A. et al (2009) Consumer service and loyalty in 
Spanish grocery store retailing: 
An empirical study. 

Research results suggest that 
consumer service in retail 
establishments can be viewed as a 
threshold factor in order to 
maintain satisfied and loyal 
customers. 

10 Johnson J. and 
Raveendran P.T. (2009) 

Retail Patronage behaviour and 
Shopper segmentation: A study 
among shoppers of organized 
retailers. 

Have studied the major 
influencers for a shopper to shop 
and has segmented the shoppers 
based on their orientation towards 
their purchase act. 

11 Yadav R. (2009) Customers’ attitude and 
perception towards shopping 
malls: A study in Ghaziabad 
and Noida. 

The study revealed that customer 
attitude towards shopping malls is 
strongly influenced by the absence 
or presence of certain elements, 
like location, infrastructure, and 
amenities, ambience, 
merchandising and pricing, 
entertainment value and personal 
value. Perception towards the 
malls. 
 
 

12 Kamath, G.B (2009) Consumers Preference of Retail 
Store Attributes: A Case Study 
of Mangalore 

The study reveals six major 
factors namely shopping 
experience and ease, 
entertainment and gaming 
facilities, promotion, discounts 
and low prices, add-on facilities 
and services, variety of products 
and other factors for shopping 
convenience influence consumers 
to prefer a retail store. 
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Sr. 
No. 

Author(s), 
(Year) 

Title Findings 

13 Das G. and Kumar R. 
V. (2009) 

Impact of sales promotion on 
buyer’s behavior: An empirical 
study of Indian retail customers. 

The study revealed that after 
product satisfaction, sales 
promotion is the main reason for 
purchase of convenience 
goods. 

14 Ghosh P., 
Tripat V. 
And Kumar A. (2010) 

Customer expectations of store 
attributes: A study of organized 
retail outlets in India. 

Convenience & Merchandise Mix, 
Store Atmospherics and Services 
are the main Factors which form 
the basis for customer to evaluate 
retail store. 

15 Mittal  K.C., 
Arora M.& Prashar 
A. (2010) 

An empirical study on 
factors affecting consumer 
preferences of shopping at 
Organized retail stores in 
Punjab. 

The research revealed that the 
‘shopping availability’ and 
‘variety’ of products are the most 
significant factors that determine 
the retail outlet preference. 

16 
 

Sainy R. 
(2010) 

A study of the effect of 
 Service quality on 
 Customer  loyalty in retail 
outlets 

The study revealed a positive 
impact of service quality on 
customer loyalty and also showed 
that demographic variables as age, 
gender and income have a positive 
effect on customer loyalty. 

17 Dalwadi R.K., Rathod 
H. & Patel 
A. (2010) 

Key Retail Store Attributes 
determining Consumers’ 
perceptions: an Empirical study 
of Consumers of Retail stores 
Located in Ahmedabad. 

The research inferred that 
usual shopping place and 
demographic variables have no 
significant or considerable 
association with customer 
perception. 

18 Karthikeyan K.(2010) An empirical study on Indian 
Retail Shopping Behaviour. 
 

The study found that Retail 
consumer Shopping behaviour and 
customer service can predict store 
satisfaction. 

19 Chakraborty S. (2010) A Study of Select 
Discount Store Retail in 
Hyderabad for the purpose of 
identifying factors in Regards to 
Shopping Motives, Store 
Attributes, Shopping Outcomes 
and Perceived Shopping Cost.  
 

The outcome of their study 
revealed diversion motive, 
socialization motive and utilitarian 
motive. 

20 
 

Devgan D. 
and Kaur M. (2010) 

Shopping Malls in India: 
Factors Affecting Indian 
Customers' Perceptions. 

The research revealed six 
important factors namely 
value for money, customer 
delight, information security, 
credibility, store charisma, and 
productive excellence. 
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Author(s), 
(Year) 

Title Findings 

21 Mittal  K.C. 
and Prashar 
A. (2011) 

Retail purchase behavior in 
food and grocery in Punjab: A 
study of retail strategy. 

The research revealed that 
purchase patterns of grocery 
remains same across geographies
 to large extent and 
proximity and price are more 
important than other factors. 

22 Chen, Ching- Liang 
(2011) 

Developing an optimal 
operation model with two 
competing models for retailers 
to explore customers shopping 
preferences. 

The study revealed that 
customers’ loyalty and retailers’ 
service quality will have positive 
effect on the customer shopping 
preference and satisfaction. 

23 Thenmozhi 
 R. Dhanpal 
 D. and 
Sathyapriya P. (2011) 

Retail service quality: A 
customer perception study. 

The research revealed that 
perception of retail service 
quality varies across different
 cities. Various factors 
influence the perception of retail 
service quality and it varies 
significantly according to the 
evolution of organized retail 
firms. 

24 Bhardwaj S., 
Sharma R. 
and Agarwal 
J. (2011) 

Perception of Consumers 
towards Shopping Mall- A Case 
Study with reference to Aligarh 
and Mathura City 

Shopping malls are perceived to 
be a choice because of the eating 
joints and recreation centers in 
the malls.  
Perception towards the mall is 
influenced significantly by the 
referrals and the customer service 
factor. 

25 Ramanathan V. and 
Hari 
K. (2011) 

A study on
 consumer 

 perception about Organized 
Vs Unorganized Retailers at 
Kanchipuram, Tamil 
Nadu. 

The buyers perceive a difference 
among services offered by 
organized and unorganized 
retailers. The study shows that 
there is no significant relationship 
in the customer demographics and 
the choice of the type of retailer 
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Author(s), 
(Year) 

Title Findings 

26 Swaroop K. 
and Jain S. 
(2011) 

Perception about shopping 
malls in India: Evidences from 
factor analysis. 

Findings from the study suggest 
that consumer today has high 
focus on getting value for money 
along with comfort and 
recreational activities as a part and 
parcel of Indian consumers. 

27 Gurusamy, M. and 
Prabha, N 
(2011) 

A Study On Changing 
Consumer Preferences towards
 Organized 
Retailing From 
Unorganized Retailing 

The study shows that customers 
are very much anxious
 towards organized retailing 
and they expect variety and 
quality as the primary factors to 
shop in the organized formats. 

28 Verma H. 
and Madan 

 P.(2011) 

Factor analyzing the store 
attributes to identify key 
components  of store 
image. 

Store’s Product and Operational 
Quality is the most important 
factor determining overall Image of 
the store. 

29 Jain S. 
(2011) 

A critical study of 
consumer preferences towards 
organized retail in Jaipur. 

The study revealed that 
demographic variables like age, 
education, occupation; family size 
and income levels have significant 
influence on the preference of 
types of food and grocery retail 
outlets. 

30 Tripathi A.P. Emerging Trends     in  
Modern Retail Formats & 
Customer Shopping Behavior
 in Indian Scenario: 
A Meta Analysis & Review 

The study reveals that the 
consumer buying behavior is 
influenced by the consumer class 
he or she belongs to.  
Also, the study founded that 
customers looked into Price-Value 
equation before deciding on a 
shopping visit. 

31 Thiruvenkad 
am T. and 
Panchanatha m, N. 
(2011) 

Impact of Personality on 
Retail  Patronage Behaviour of 
Shoppers. 

Personality types A and B affect 
the retail patronage behavior of 
shoppers. Type “A” shoppers’ 
patronage was higher than Type 
“B” shoppers. 

32 Haiya Hu 
(2011) 

Chinese Consumers’ Store 
Image Formation And Its 
Impact On Patronage Behavior 

Chinese consumers’ shopping 
tendencies correlate highly 
with merchandise and store 
congeniality. 
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ANNEXURE – II 
Summary Table of Review of Literature on Customer Expectations of Store Attributes 
Sr. No. Author(s) and Year Major Findings 

Location 
1 Mc Goldrick, 2002  Public transportation in terms of accessibility and free 

parking are factors that come under location. 
2 Hawkins et al, 2004 If all other things are approximately equal, a consumer 

will generally select the closest store. 
3 Bell and Lattin, 1998  Willingness to travel varies with the size of the 

shopping list for that trip. 
4 Bawa and Ghosh, 1999  Consumers are found to shop for multiple items, rather 

than a single item, on a single trip. The longer the list, 
the further are shoppers prepared to travel, than for a 
smaller list. 

5 Desai and Talukdar, 2003  The contents of a typical consumption basket would 
affect the shopper’s perspective of the store and affect 
choice of store. 

6 Mendes and Themido, 2004  Location plays an important role in the success or 
failure of an outlet. 

Size 
7 Simonson, 1999  Unless the customer is particularly interested in fast 

service or convenience, he / she would prefer large 
outlets over small ones. 

Price Reduction 
8 Ehrenberg et al, 1994  A sharp increase in sales was observed when price was 

first reduced, followed by a return to near normal sales 
over time or offer the end of price reduction. 

9 Grewal et al, 1998  Consumers judge quality of a store and its image on the 
basis of the number and nature of reduced price items 
in the store. 

10 Bell and Lattin, 1998  Shoppers who purchase a large number of items at one 
time prefer stores with Every Day Low Prices (EDLP). 

11 Schiffman and Kanuk, 2008  Consumers have a perception of low overall prices of 
those stores that offer a small discount over a large 
number of items. Thus frequency of price advantage is 
stronger over the magnitude of price advantage.  

Outlet Atmosphere 
12 Berman and Evans, 2007  A retailer’s image depends largely on its ‘atmosphere’, 

which is the psychological feeling a customer gets 
when visiting that retailer. 

13 Kotler, 1973  Atmospherics is the process managers use to 
manipulate the physical retail or service environment 
in order to create specific c mood responses in 
shoppers. 

14 Donovan et al, 1994  Store atmosphere may influence people’s shopping 
enjoyment and likelihood of patronage.  
Flooring 

15 Berman and Evans, 2007  People shop longer and spend more if they are not 
pushed while walking or looking at merchandise. 
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Lighting, Music and Odour  
16 Herrington and Capella, 1994  Music in the store influences the time spent, mood of 

the consumer and the overall impression of the outlet.  
17 Hui et al, 1997  Music enhances the perception of waiting time for 

service. 
18 Berman and Evans, 2007  Slow tempo music encourages shoppers to move 

slowly. 
19 Mattila and Wirtz, 2001  Odours can have a positive effect on the shopping 

experiences, particularly when coupled with other 
aspects like music in store. 

Temperature 

20 Berman and Evans, 2007  Store image can be influenced by central AC, unit AC, 
fans or open windows. 
Colors 

21 Berman and Evans, 2007  Choice of colours for the walls should be in 
consonance with the target audience. Sometimes when 
colours are changed customers may not be comfortable 
initially, till they adjust to the new colour scheme. 

Sales Personnel 

22 Hawkins et al, 2004  The likelihood of interaction with sales persons 
increases with the degree of involvement in purchase.  

23 Reynolds and Arnold, 2000  Developing close sales person-customer relationship 
could give a key differential advantage. 

24 McGoldrick, 2002 Sales personnel can be seen as the extension of the 
store image and can play a significant role for repeat 
purchase and increasing satisfaction. 

Customer Space 
25 Berman and Evans, 2007  Customer space can contribute to the shopping mood 

and may include a lounge, benches, dressing rooms, 
rest rooms, restaurant, parking and so on. 

Technology 
26 Berman and Evans, 2007  A store with state-of-the-art technology impresses 

people with its operations and speedy services. 
Merchandise 

27 Engel et al, 1995  Apart from location of merchandise in the store, the 
range of merchandise is another crucial dimension both 
variety (number of different merchandise categories) 
and assortment (number of different items in a 
merchandise category) are crucial. 

28 Levy and Weitz, 1998  Explicit visibility of offerings (tonnage merchandizing) 
is expected to influence a consumer’s store choice. 
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ANNEXURE – III 
Operational Constructs of Store Attribute Dimensions Identified From the Review of 
Related Literature: 
DIMENSIONS DIMENSION NAMES INCLUDED FROM LITERATURE 

Atmosphere Activity dimension; Clean and spacious atmosphere; Music/ aesthetics 
dimension; Store atmosphere; Store atmosphere – aural; Store atmosphere – 
olfactory; Store atmosphere – tactile; Store atmosphere – visual. 

Convenience Accessibility; Congestion; Convenience; Convenience (economic); 
Convenience – store location and mobility; Convenient facilities; Errand 
shopping; Facility convenience; In-store convenience and physical 
environment; Leisure activities; Location; Location and convenience; Price; 
Promotions/convenience; Proximity and familiarity; Service convenience; 
Variety under one roof. 

Facilities Appearance; Congestion; Convenient facilities; Facilities; Facility 
convenience; Family shopping; Outside attractiveness; Physical facilities; 
Sensory/layout dimension; Servicescape; Service – store facilities; Store layout 

Institutional Clientele; Institutional; Institutional factors 

Merchandise Brand name; Fabric; Fashion ability; Fashion goods; Focused shopping; 
Merchandise; Merchandise value; Merchandise variety; Merchandising; 
Popularity; Price; Price and quality aspects; Price competitiveness; 
Price/quality dimensions; Products; Quality/reputation; Rich mix of 
commodities and services; Status; Technical quality; Time/availability; Value; 
Value-added service 

Promotion Advertising; Interest shopping; Promotion; Promotions; 
Promotions/convenience; Sales and incentives 

Sales 
personnel 

Employee service; Functional quality; Personal interaction; Personnel; 
Preference for salespeople; Relational quality; Salesmanship; Salespeople 
service; Salesperson/service; Service – sales associates attributes 

Service After-sales service; Complaint handling; Core service; Credit; Credit facilities; 
Employee service; In-store service; Merchandise; Merchandise requests; Post-
transaction service; Presence of related services; Rich mix of commodities and 
services; Salespeople service; Salesperson service; Service; Service 
convenience; Services; Service – sales associates attributes; Service – store 
amenities; Service – store facilities; Value-added service; Various store 
services 
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ANNEXURE – IV 
Summary table of Classification of Shopping Orientations Based on the Review of 
Literature: 
Proposed category Original labels Researchers  
Activities and interest 
orientation 

Personalizing shopper Lumpkin (1985); Lumpkin & Greenberg 
(1982)  

Interaction with salespeople Shim & Chen (1996)  
 

Socially active Lumpkin (1985)  
Shopping interest Shim & Chen (1996)  
Sports enthusiast Lumpkin (1985)  
Art enthusiast Lumpkin (1985)  
Clothing interest Lumpkin (1985)  
Appearance manager Shim & Kotsiopoulos (1992 a&b) 

Kotsiopulos  (1993)  
Shopping sex role Shim & Chen (1996)  

Brand-conscious 
orientation 

Brand-conscious Shim & Kotsiopulos (1992 a&b)  
Brand-conscious/loyal Shim & Kotsiopulos (1993)  

 
Apathetic toward “Made-in- 
USA” 

Shim & Kotsiopulos (1992 a&b); Shim & 
Kotsiopulos (1993)  

Confidence vs confusion 
orientation 

Confident shopper Shim & Kotsiopolus (1992 a&b); Shim & 
Kotsiopolus (1993)  

Shopping self-confidence Lumpkin (1985); Lumpkin & Greenberg 
(1982)  

Confident/efficient Shim & Bickle (1994)  
Shopping alone Shim & Chen (1996)  
Shopping confusion Shim & Chen (1996)  

Enjoyment orientation Shopping enjoyment Lumpkin (1985); Lumpkin & Greenberg 
(1982); Gut- man & Mills (1982); Shim & 
Bickle (1994)  

Shopping propensity Lumpkin (1985); Lumpkin & Greenberg 
(1982)  

Fashion orientation Fashion-oriented shopper Shim & Bickle (1994)  
Fashion-consciousness Shim & Kotsiopulos (1992 a&b); Shim & 

Kotsiopolus (1993)  
Traditionalism Gutman & Mills (1982)  
Following Gutman & Mills (1982)  
Conformity Lumpkin (1985)  

Finance and credit 
orientation 
 

Credit user Lumpkin (1985); Lumpkin & Greenberg 
(1982); Shim & Bickle (1994)  

Credit-oriented Shim & Kotsiopulos (1993)  
Cash-oriented Shim & Chen (1996)  
Economic shopper Shim & Kotsiopulos (1992 a&b)  
Economic/price-conscious Shim & Kotsiopulos (1993)  
Advertising special shopper Lumpkin (1985); Lumpkin & Greenberg 

(1982)  
Cost-consciousness Gutman & Mills (1982)  
Financial optimism Lumpkin (1985)  
Inflation-conscious Lumpkin (1985)  
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Opinion leadership 
orientation 

Opinion leader Lumpkin (1985)  
Shopping opinion leader Lumpkin (1985); Lumpkin & Greenberg 

(1982) 
 
 

Innovator Lumpkin (1985)  
Patronage orientation Mall shopper Shim & Kotsiopulos (1992 a&b); Shim & 

Kotsiopulos (1993)  
Catalogue shopper Shim & Kotsiopulos (1992 a&b); Shim & 

Kotsiopulos (1993)  
Local store shopper Shim & Kotsiopulos (1992 a&b); Shim & 

Kotsiopulos (1993)  
Dissatisfaction with local 
shopping 

Shim & Bickle (1994) 
 

Shopping and time 
convenience orientation 

Energy-conscious Lumpkin (1885); Lumpkin & Greenberg 
(1982)  

Practicality Gutman & Mills (1982)  
 

Planning Gutman & Mills (1982)  
Shopping planning Shim & Chen (1996)  
My time-oriented Lumpkin (1985); Lumpkin & Greenberg 

(1982)  
Time manager Lumpkin (1985)  
Convenience/time- conscious Shim & Kotsiopulos (1992 a&b); Shim & 

Kotsiopulos (1993) 
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