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Abstract
This study investigated Indian consumers’ motivations and intentions to patronize
contemporary retail formats, such as shopping malls. The study attempts to explain the effect
of cultural-self (Brewer & Chen, 2007) on Indian consumers’ shopping attitudes and
subjective norms in addition to motivations on the intentions to patronize malls in India. In
addition to the cultural-self, this study is also framed by the theory of planned behavior
(TPB) (Ajzen, 1988, 1991). Data were collected from shoppers present in four different
zones (i.e., north, south, west, and east) of New Delhi, India. Trained data collection staff
approached 845 Indian mall shoppers at the various malls in New Delhi. Three hundred and
one completed surveys were used for the statistical analysis.
Two phases of data analysis were conducted: preliminary analysis and model testing.
Preliminary analysis of research data consisted of descriptive analysis, principal components
analysis, internal reliability assessment of research variables using Cronbach’s alpha
coefficients, and correlation analysis. Confirmatory factor analysis for each construct and
measurement model testing was performed using Mplus version 6 statistical software
(Muthén & Muthén, 2000). Structural model testing was conducted through two steps:
testing of the proposed model and alternative model testing. Model testing was performed
through maximum-likelihood estimation procedures using Mplus statistical software (Muthén
& Muthén, 2000).
An important contribution of this study is the identification of cultural groups based
on the dimensions of cultural-self (Brewer & Chen, 2007). The emergence of five cultural
clusters or groups in this study—“enthusiasts,” “autonomous,” “sociables,” “affables,” and
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“family-oriented”—confirm the multidimensionality of the individualism-constructivism
construct (Bond, 2002; Fiske, 2002; Ho & Chiu, 1994; Triandis & Gelfand, 1998).
Overall results from this study confirm applicability of elements of the theory of
planned behavior in a non-western cultural context. As proposed by Ajzen (1991), attitudes,
subjective norms, and perceived behavioral control were important predictors of behavioral
intentions related to Indian consumers’ mall shopping preferences and behaviors. Among the
three antecedents of patronage intentions towards malls in India (i.e., subjective norms,
attitude towards mall attributes, and perceived behavioral control), perceived behavioral
control had the greatest effect on purchase intentions. This study provides useful insights into
mall shopping behavior of Indian consumers. Mall managers and retailers in India will
benefit from knowledge of Indian consumers’ clusters. Theoretical contributions include an
understanding of the multidimensionality of the cultural-self construct and the antecedents of
Indian mall shoppers’ patronage intentions. Results of this study provide a deeper
understanding of the reasons Indian consumers go shopping, and specifically why they
patronize malls. Findings from this research provide important insight for retailers’ strategic
marketing activities directed at different consumer groups. It is posited that effective
marketing communication for different consumer groups could be improved by better
understanding the cultural- orientation, mindsets, and shopping motives of Indian consumers.
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CHAPTER 1. INTRODUCTION
Significance of the Study
The retail sector in India is expected to gross $427 billion by 2010 and $635 billion
by 2015 (Moriarty, Ben-Shabat, Gurski, Padmanabham, Kuppuswamy, & Groeber, 2007,
p.9). India is, in fact, one of the fastest growing economies across the globe. India’s gross
domestic product (GDP) is expanding at 7.5% every year, and the potential for further
growth is forecasted to be 12% annually during the next decade (Prahalad, 2007). In 2006,
the Economist Intelligence Unit surveyed 1,006 chief executive officers (CEOs) of
international corporations (Kim, 2007). Among those CEOs surveyed, 89% expected that
India would be connected to future growth for their businesses, as compared to 6% five years
ago. Most of these CEOs had plans to invest in India, and 34% of them believed the
increasing consumption in India would be one of the most important factors influencing the
world’s economy in the coming years (Kim & Kincade, 2007). These escalating consumer
trends have led to retail trade growth in India and lend strong support for more research on
Indian retailing and consumer behavior. The present study provides insights necessary to
understand Indian consumers’ motivations and intentions to patronize contemporary retail
formats, such as shopping malls. The purpose of this research is to understand antecedent
conditions that influence the mall-patronage intentions of Indian consumers.
Indian consumers have typically patronized small, traditional retail stores, similar to
independently owned “mom and pop” stores in western countries. This is due to the high
level of personalized service and the low-priced apparel products with low-cost tailoring
offered by these small Indian stores (Sinha & Banerjee, 2004). Since liberalization of trade
policies in 1991, the retailing environment in India has noticeably changed due to
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introduction of western retail formats. The modern or organized retail sector in India is
reflected in sprawling shopping centers in the form of multiplex-malls that offer shopping,
entertainment, and food all under one roof—ushering in a shopping revolution in India.
Malls comprise 90% of the total future retail development in India (Kumar, 2007). As
markets have evolved, domestic Indian retailers and small stores have also adjusted their
formats and operational strategies to cater to different shopper needs and changing consumer
trends.
Rapid economic growth, spurred by multinational investments in India in the past five
to seven years, has resulted in greater incomes for the booming Indian middle class.
Disposable income in India is expected to increase at an average of 8.5% per annum until
2015 (Kulpati, 2006). An increasingly urbanized demographic, rapid development of
shopping malls, an emerging class of brand-conscious consumers, and various influences
from the western world are changing the face of the Indian retail industry (Kumar, 2007). A
recent market survey by Kaur and Singh (2007) revealed that the high-growth path of
shopping mall development in India is a direct outgrowth of emerging consumerism. Today,
consumers in India are demanding more quality, entertainment, and lifestyle-related goods,
along with brand-name merchandise at competitive prices. Consumers expect pleasant sales
staffs and better customer services, including convenient return and exchange policies, as
well as financing options (Chugh, 2006; Tewari, 2005).
A growing number of Indian consumers want products, communication,
entertainment, and marketing efforts that arouse their senses—they expect shopping to be a
fun and entertaining experience (Sinha, 2003). With increasing disposable incomes and the
highest-ever confidence levels, Indian consumers’ ability and desire to spend are growing
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rapidly towards more non-essential, lifestyle-oriented purchases (Sinha, 2003). The
underlying idea is that consumers are shopping with a fundamental rationale (e.g., brand
consciousness, quality consciousness, impulsive shopping) that affects their intentions.
The rapid transition of India to a market economy has increased the number of
products and services available to consumers. Young Indian consumers are satisfying their
shopping expectations by patronizing modern, organized stores such as malls, thereby
departing the small independently owned stores (Bhatnagar, 2008; Sinha & Banerjee, 2004).
These consumers find malls an appealing way to escape the summer heat. The elements of
good music, efficient use of space, window-shopping opportunities, a one-stop shopping
destination, fine-dining restaurants, and fast-food eateries are also attractive to many Indian
consumers. Although the traditional retail stores still exist in abundance, malls are beginning
to gain acceptance in India. Differences may exist by age and other consumer demographics
in terms of the appeal of malls, however, making it vital to understand what motivates
consumers in India to patronize mall-based retail formats.
The present research makes significant contributions to the existing consumer
behavior literature by providing an in-depth understanding of the Indian consumer psyche in
relation to shopping malls. This study aims to extend our knowledge of consumer profiling
and segmentation to a non-western context—specifically India—for which no research has
been conducted. India is currently attracting considerable international interest and business
investment. Almost all of the large European retail chains (e.g., Carrefour, Marks and
Spencer, Debenhams) have a presence in India. Moreover, a large number of shopping malls
with modern leisure facilities including restaurants, cafes, and themed children’s play areas
have emerged in recent years. From a managerial perspective, an understanding of Indian
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consumers’ shopping behaviors and mall preferences will empower international retailers,
domestic retailers, and mall operators to market their products and services more effectively.
Research on retail patronage has been conducted in various cultural contexts, but
limited empirical studies have been conducted on Indian consumers and their preferences for
retail formats—specifically malls. A thorough understanding of Indian consumers’
motivations and their mall-patronage intentions would benefit mall managers in drawing
practical and constructive lessons on strategies to meet the needs of consumers in India.
Finally, developers of hundreds of new malls currently in planning or under construction
across India should equally benefit from the research findings of this study. This research
addresses Indian consumers’ mall-patronage intentions using Brewer and Chen’s (2007)
model of cultural-self and Azjen’s (1988, 1991) theory of planned behavior (TPB) as
theoretical frameworks. Although the TPB has been applied extensively in the U.S. and
other western countries, there is little empirical evidence to support its validity in other
cultural groups, especially the Indian market. This research addresses the aforementioned
gap in the consumer-behavior and retailing literatures in regard to the Indian market.
Problem Definition
The new retail/mall culture in India is growing at a phenomenal pace (Srivastava,
2008). While shopping malls have been extensively researched, most of these studies have
been conducted in the U.S, Europe (Michon & Chebat, 2004; Shim & Eastlick, 1998; Stoel,
Wickliffe, & Lee, 2003), and Asia-Pacific regions (Ackerman & Tellis, 2001; Ooi & Sim,
2007). Minimal research has examined store-choice criteria (Sinha & Banerjee, 2004),
shopping motivations (Kaur & Singh, 2007; Patel & Sharma, 2009), or patronage intentions
for grocery stores (Goswami & Mishra, 2009) for Indian consumers; no research has
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addressed their intentions to patronize malls. This paucity in the consumer behavior
literature is attributed to the fact that shopping malls are a newer concept in India, as opposed
to other regions of the world (Batra & Niehm, 2009). The lack of existing research about
Indian consumers’ mall-patronage intentions and antecedents—consumers’ motivations,
attitudes, and subjective norms—supports the need for this study.
It is widely accepted within sociological and psychological literature that a person's
culture has an important influence on behavior (Epstein, 1973; Markus, 1980; Rosenberg,
1981; Turner, 1982). Across many subfields in psychology, there is a growing interest in
understanding the influence of culture and cultural differences in how people feel, think, and
behave. Cultural analyses have been brought to bear in studies and theories of cognition
(Nisbett, 2003), well-being (Diener, Oishi, & Lucas, 2003), justice (Brockner, Chen, Mannix,
Leung, & Skarlicki, 2000), and trust (Yuki, Maddux, Brewer, & Takemura, 2005). In
psychological research on cultural differences, the distinction between individualism and
collectivism has received the maximum share of attention as a fundamental dimension of
cultural variation (Brewer & Chen, 2007).
In recent years, however, these constructs have been criticized as being ill-defined
and a “catchall” to represent all forms of cultural differences (Bond, 2002; Earley & Gibson,
1998; Hofstede, 1994; Hui & Yee, 1994; Kagitcibasi, 1994; Oyserman, Coon, &
Kemmelmeier, 2002; Rohner, 1984; Triandis, 1994). According to McCrae, Yik, Trapnell,
Bond, and Paulhus (1998) and Turner, Hogg, Oakes, Reicher, and Wetherell (1987), the self
is no longer represented as an individual with unique attributes and differences, but rather as
embodiments of a shared social category.
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Many investigations of the individualism-collectivism construct acknowledge its
multidimensionality (Bond, 2002; Fiske, 2002; Ho & Chiu, 1994; Oyserman et al., 2002;
Triandis & Gelfand, 1998). Brewer and Chen (2007), for example, believe that
individualism and collectivism cannot be distinguished as two ends of a continuum.
Luhtanen and Crocker (1992) and Elsbach and Kramer (1996) found abundant evidence in
their research that individualistic Americans exhibit group enhancement and protection
tendencies, and make clear distinctions between their in-groups and out-groups, favoring
their own in-groups. In all of these domains, cultural differences influence how individuals
define themselves and their relationships with others, in particular, with members of the
groups or collectives to which they belong. Thus, to understand and predict behavior, it is
necessary to know the relationship of the self to the wider social structure.
The representation of the self has long been thought to involve multiple components
(Cooley, 1902; Loevinger, 1976; Mead, 1934). More recently, Brewer and Chen (2007)
identified this gap in the literature and proposed distinctions between the self dimensions of
individualism, relational collectivism, and group collectivism. Thus, cultural-self is defined
as a concept consisting of three fundamental self-representations: the individual-self, the
relational-self, and the collective-self. Stated otherwise, persons seek to achieve selfdefinition and self-interpretation (i.e., identity) in three fundamental ways: (a) in terms of
their unique traits, (b) in terms of dyadic relationships (partners, lovers), and (c) in terms of
group membership (extended family, coworkers, social groups) (Brewer & Gardner, 1996).
The Brewer and Chen (2007) model of cultural-self is used as a primary theoretical
perspective in this research.
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The theory of planned behavior (TPB) is considered to be the most integrated
theoretical explanation of human social behavior (Ajzen, 1988; Conner & Norman, 1994;
Weinstein, 1993). Two decades of research have revealed, across a range of behaviors,
general support for the TPB (Ajzen, 1988; Sheppard, Hartwick, & Warshaw, 1988; Terry,
Gallois, & McCamish, 1993). This theory accounts for people’s attitudes toward behavior,
perceptions of others’ affected behaviors, and perceptions of behavioral control. Although
the TPB has been applied extensively in the U.S. and other western countries, there is little
empirical evidence to support its validity in other cultural groups. To date, a limited number
of studies have tested this theory using non-western consumer samples (Cheung, Chan, &
Wong, 1999; Chu & Chiu, 2003; Hu & Lanese, 1998; Lee & Green, 1990) with variable
results. Consequently, this study utilizes the TPB framework to investigate how attitudes,
subjective norms, and perceived behavioral controls about shopping malls influence the
intentions to patronize among Indian consumers. Thus, in addition to the cultural-self, this
research incorporates the TPB as a second theoretical framework.
In a collective society such as India, individuals are bound to one another through
emotional predispositions, common interests and fate, and/or by mutually agreed-upon social
practices. People in India are believed to have deeply rooted attitudes and beliefs with
respect to family values. With the growing affect of globalization, however, the issues of
changing attitudes and cross-cultural influences have received considerable attention. What
may differ across various age groups in India are social identification processes, expressions
of individuality, and social conformity. Younger consumers have adopted a more
individualistic approach, which is believed not to be the same for older consumers in India.
To better explain the aforementioned difference and its effect on consumer behavior in India,
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this study incorporates the cultural-self dimension (individual-self, relational-self, and
collective-self) based on the work of Brewer and Gardner (1996) and extended by Brewer
and Chen in 2007. Brewer and Chen’s (2007) focus on the level of the individual, within the
context of cultural beliefs and values shared with dyads and groups, fits well within the
cultural context of Indian consumers. Additionally, shopping is a social activity, and most
Indian consumers like to shop with family members or closely associated social groups.
A limited number of studies have analyzed the motivational aspects of those
consumers who express attraction to shopping malls in regards to shopping (Bodkin & Lord,
1997; Dennis, Marsland, & Cockett, 2001; Nicholls, Li, Kranendonk, & Roslow, 2002;
Nicholls, Li, Mandokovic, Roslow, & Kranendonk, 2000; Ruiz, 1999). These researchers
found that some shoppers are attracted to malls due to purely economic motives, others due
to emotional motives, and still others (multipurpose mall shoppers) due to a combination of
these motives (Ruiz, 1999). Jin and Kim (2003) state that shopping motives may be a
function of cultural, economic, or social environments. Empirically, little is known about the
motivations and the effects of cultural-self (individual-self, relational-self, and collectiveself) on Indian consumers’ behavior and their selection of shopping malls as a preferred retail
source. Similarly, minimal research has focused on the patronage intentions of consumers in
India. An understanding of patronage behavior is nonetheless a critical issue for retail
managers, because it enables them to identify and target those consumers most likely to
purchase (Pan & Zinkhan, 2005).
Shopping malls have been a topic of interest to marketing researchers for at least 35
years (Martin & Turley, 2004). In fact, malls play a major role in consumers’ lifestyles
(Terblanche, 1999). They have become not only centers for shopping, but also community
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centers for social and recreational activities across the globe (Ng, 2003). Stores, food courts,
restaurants, cinemas, children’s play areas, interactive entertainment, social use areas,
relaxation spaces, and promotional areas are now major components of any mall (Terblanche,
1999).
Purpose
This research examines Indian consumers in relation to cultural-self, shopping
motivations, and mall-patronage intentions. Components from the TPB (Ajzen, 1988) are
applied to understand the mall-patronage intentions of Indian consumers. With India
identified as one of the most attractive destinations for retail development (A. T. Kearney
Report, 2007), it is surprising that such minimal research exists regarding consumer shopping
behavior in India. Thus, it is vital to understand consumers’ mall-patronage intentions and
their antecedents, including motivations and attitudes, in India.
The planned study contributes to the development of strategic insight for marketers
and retailers trying to venture into India. A research model was developed and tested to
explain and predict Indian consumers’ mall-patronage behaviors. In addition, this study
helps practitioners create marketing strategies that appeal to Indian consumers, as consumers
across India are showing a growing interest in mall shopping (Bhatnagar, 2008). By
understanding the motivational factors that shape Indian consumer behaviors, retail managers
in India may be able to market the malls so as to target consumers more effectively.
Furthermore, this study contributes to the academic literature regarding the
development of the cultural-self by including its three sub-dimensions, namely
individual-self, relational-self and collective-self based on Brewer and Chen’s (2007) model.
Several exploratory qualitative studies (Halpete & Iyer, 2008; Sinha & Banerjee, 2004) have
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been conducted concerning consumers in India, but none have developed models to explain
consumers’ patronage behavior in relationship to shopping. The validity of the TPB behavior
is quite well established in the literature on western consumers. There are, however, only
four studies that have tested the TPB using non-western cultural samples (Cheung, Chan, &
Wong, 1999; Chu & Chiu, 2003; Hu & Lanese, 1998; Lee & Green, 1990). Moreover, none
of these studies investigated the effect of an individual’s cultural-self on the TPB itself.
Given that the TPB addresses social behavior, it is plausible to suggest that the
individual-, relational-, and collective-selves may play an important role in determining the
relative weight of the TPB elements on patronage behavior. The overarching goal of this
study is to assess the impact of individual-, relational-, and collective-self on patronage
intentions of Indian consumers. The proposed study incorporates both qualitative and
quantitative research methods, including focus group interviews and structural equation
modeling (SEM) to test the fit of the proposed model.
Objectives of the Study
The objective of this study is to examine and understand the factors that influence
mall-patronage intentions of consumers in the Indian sub-continent. The specific objectives
are as follows:
1. Identify variables that have potential impact on Indian consumers’ mallpatronage:
a. dimensions of cultural-self
b. motivational factors
c. attitudes towards attributes of the malls
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d. subjective norms of purchasing from malls
e. perceived behavioral controls over purchasing from malls
2. Propose and put into operation a model that integrates these variables.
3. Empirically test a proposed model of the underlying factors that affect the
patronage intention, using a sample of Indian consumers.
Definitions
The following section presents definitions of the major terms and concepts
operationalized for this study:
Cultural-self: A concept consisting of three fundamental self-representations—the
individual-self, the relational-self, and the collective-self. Stated otherwise, persons seek to
achieve self-definition and self-interpretation (i.e., identity) in three fundamental ways: (a) in
terms of their unique traits, (b) in terms of dyadic relationships (partners, lovers), and (c) in
terms of group membership (coworkers, social groups) (Brewer & Gardner, 1996).
Individual-self: Those aspects of the self-concept that differentiate a person from
others. The individual-self is a unique constellation of traits and characteristics that
distinguishes the individual within his or her social context (Brewer & Chen, 2003).
Relational-self: Those aspects of the self that are shared with relationship partners
and define the person's role or position within significant relationships (Brewer & Gardner,
1996).
Collective-self: Impersonal bonds with others, derived from common (and often
symbolic) identification with a group. These bonds do not require close personal
relationships among group members (Turner et al., 1987).
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Shopping motivations: “Motivation is normally defined as an inner drive that reflects
goal-directed arousal” (Arnold, Price, & Zinkhan, 2002, p. 378). In a shopping context,
motivation can be described as the driving force within consumers that makes them shop
(Jamal, Davies, Chudry, & Marri, 2006).
Hedonic consumption: Hedonic consumption is defined as those facets of activities
that relate to the multisensory, fantasy, and emotive aspects of consumption (Hirschman &
Holbrook, 1982). Hedonic tasks are concerned with hedonic fulfillment, such as
experiencing fun and sensory stimulation (Babin, Darden, & Griffen, 1994). For the purpose
of this study, hedonic consumption or behavior encompasses pleasure due to aesthetical
properties in addition to the aforementioned experiences.
Utilitarian consumption: The utilitarian aspect of consumer behavior is directed
toward satisfying a functional or economic need (Babin et al., 1994), and shopping is
compared to a task and its value weighted on its success or completion (Hirschman &
Holbrook, 1982). For the purpose of this study, utilitarian consumption or behavior related
to product purchases conducted in a most time saving and efficient manner.
Theory of Planned Behavior (TPB): A view of behavioral intentions as a
combination of attitude toward the behavior, subjective norms, and perceived behavioral
control (Ajzen, 1988, 1991).
Attitude: Learned predispositions that consistently project a positive or negative
behavior toward various objects of the world. Consumer attitudes are a composite of a
consumer’s beliefs, feelings, and behavioral intentions towards an object (Bagozzi, 1981).
Subjective norms: An individual’s perceptions of social pressure in doing or not
doing a particular behavior (Ajzen, 1988; Ajzen & Fishbein, 1980).
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Perceived behavioral control: A person’s perceived ease or difficulty in carrying out
an intended behavior (Ajzen, 1988).
Patronage intentions: Intentions towards a service provider that is equal to the sum
of a consumer’s evaluations of individual service/product dimensions (Bitner, 1992).
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CHAPTER 2. LITERATURE REVIEW
This chapter provides both the theoretical framework and the discussion of empirical
literature for the study. The first section begins with a description of the existing retail
structure in India. Additionally, this section reviews the literature on shopping malls in India
and addresses the existing gap in literature. The second section of the chapter introduces the
literature on development of the cultural-self dimension (Brewer & Chen, 2007), including
individual-, relational-, and collective-self, followed by a literature review on shopping
motivations and the theory of planned behavior (TPB) (Ajzen, 1988). The concluding
section reviews literature on consumer patronage intentions. Based on the literature, research
hypotheses, and a proposed model are presented regarding the mall-patronage intentions of
Indian consumers and related antecedent conditions.
The aim of this study is to expand understanding of Indian consumers in regard to
their retail patronage intentions in the presence of a growing mall culture. The study
attempts to explain the effect of cultural-self on Indian consumers’ shopping motivations and
patronage intentions. Cultural-self for this study is predicated on Brewer and Chen’s (2007)
framework that identifies cultural-self as a multidimensional construct encompassing
individual-, relational-, and collective-self. The cultural-self framework was incorporated in
the proposed model to explain how the development of self affects the motivations, attitudes,
subjective norms, behavioral controls, and patronage intentions of Indian consumers. The
approach to understanding attitudes, social influences, and behavioral beliefs on the
patronage intentions of Indian consumers is framed by the TPB (Ajzen, 1988, 1991).
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Retailing in India
Traditional retail operations, such as small “mom and pop” stores and friendly
neighborhood outlets that sell fast-moving consumer goods and other commodities in a
limited variety, have been the norm in India for decades (Hunter, 2005). It is important to
note that this unorganized (traditional) sector accounts for 96% of the total Indian retail
market (Kaur & Singh, 2007). The organized (non-traditional) retail sector accounts for the
remaining 4 % (Kaur & Singh, 2007). It is expected to grow to 20 % in about four years
(Ramakrishnan, 2010). According to an A. T. Kearney study (2007), for the third year in a
row India leads the annual list of most attractive emerging markets for retail investment,
followed by Russia and China (Bellman, 2009). Shopping malls today have become an
important part of consumer life around the world (ICSC Report, 2002). The emergence of
malls as a major form of organized retail in India is reported with enthusiasm by industry
trade journals globally (e.g., WWD.com; Retail Asia Online; Global Retail Newsletter).
Consumers in India have started to accept shopping malls as part of their lifestyle; therefore,
as competition in the Indian market intensifies, mall developers are experimenting with all
possible ways to be different (Bharadwaj, Swaroop, & Vittal, 2005).
In the 1980s, manufacturer retail such as DCM, Gwalior Suitings, Bombay Dyeing,
Calico, and Titan began making appearances in larger cities like Delhi and Bombay, and in
smaller towns like Pune (Bijapurkar, 2007). Multi-brand retailers such as Marks and Spencer
came into the picture in the 1990s, and the year 2000 saw the emergence of supermarkets and
hypermarkets (Sreejith & Jagathy, 2007). The growth of organized (non-traditional) Indian
retail has been characterized by sprawling shopping centers, multi-storied malls, and huge
complexes offering shopping, entertainment, and food under one roof (Dominic, 2007). This
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explosion of retail formats has exposed the Indian consumer to an unprecedented variety of
product assortments (Kilgore, Joseph, & Metersky, 2007). Consequently, Indian consumers
are beginning to realize that malls provide both shopping and entertainment (Vikram, 1999).
As an emerging global retail market, India offers long-term growth, a growth fueled by an
underserved market, increasing disposable incomes, and large middle-class populations
(Batra & Niehm, 2009).
With the growing number of malls in India, shoppers tend to be more selective than in
the past (ICSC Report, 2002). They are increasingly likely to patronize malls that are
attractive and have a wide variety of stores and merchandise that match their preferences. It
is essential, then, for mall managers to know the extent to which their malls are attractive to
their shoppers (Wong, Yu, & Yuan, 2001). Research on retail patronage has been conducted
in various methodological contexts, but limited empirical studies exist about Indian
consumers’ mall-patronage intentions. This research addresses Indian consumers’ patronage
intentions using the TPB as the theoretical framework. Although the TPB has been applied
extensively in the U.S. and other western countries, there is little empirical evidence to
support its validity in other cultural groups, especially the Indian market.
Theoretical Frameworks
Cultural-self Framework
Culture is generally accepted by marketing theorists as one of the underlying
determinants of consumer behavior (Henry, 1976). “It is defined as the sum total of learned
beliefs, values, and customs that serve to regulate the consumer behavior of members of a
particular society” (Schiffman & Kanuk, 2007, p. 474). Elements of culture are transmitted
by family, educational institutions, social institutions, houses of worship, and mass media
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(Schiffman & Kanuk, 2000). Thus, culture is rooted in everyday lifestyles and has little to do
with where or how people grow up (Mooij, 2004). Although many researchers have sought
to understand the influence of culture on consumer behavior, most of their attempts have
been piecemeal (i.e., examining the effects of certain aspects of culture on a specific aspect
of consumer behavior) (Kau & Jung, 2004).
Scholars have proposed several typologies of cultural dimensions that are useful in
studying human behavior. One such dimension is individualism and collectivism (Hofstede,
1991; Kluckhohn & Strodtbeck, 1961; Schwartz, 1993; Triandis, 1989). Individualism and
collectivism have been identified as orientations that can be taken with respect to a person's
or group's relationship to others (Triandis, 1989). The literature on culture and self has
traditionally deemed people from Eastern cultures to be more collective and less
individualistic than those from western cultures (Markus & Kitayama, 1991; Triandis, 1995).
In a collective society, individuals are bound to one another through strong affiliation values
(Triandis, 1995). The following section explains the individualism and collectivism
dimension of culture.
Individualism and collectivism. Individualism can be broadly characterized as the
tendency to value the individual over the group and to give priority to personal goals over
group goals (Triandis, 1989). Individualism stresses individual initiative, a greater focus on
the self, and emotional independence (Hofstede, 1980). It also emphasizes self-reliance and
freedom of choice (Bellah, Madsen, Sullivan, Swindler, & Tipton, 1985, p. 223), stresses
individual rights over duties, and puts emphasis on cost-benefit analyses in determining
behavior (Triandis 1994). In contrast, collectivism emphasizes the goals of the group over
personal goals, stresses conformity and in-group harmony, and defines the self in relation to
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the group (Triandis, 1995). Collectivism emphasizes sharing duties and obligations
(Hofstede, 1983). When studied at the cultural level, individualism and collectivism are
considered to represent opposite ends of one continuum, and cultures are often described as
being either individualistic or collectivistic in their orientation (Triandis, 1994).
Recently, the individualism and collectivism constructs have received criticism on
both conceptual and methodological grounds. One main criticism is that researchers tend to
define and assess these constructs in overly broad and diffuse ways. For this reason, these
constructs have been described as conceptually “fuzzy” (Earley & Gibson, 1998),
“over-freighted” (Bond, 2002), “not valid” (Fijneman, Willemsen, & Poortinga, 1995; Fiske,
2002), and a “catchall” to represent all possible forms of cultural differences (Bond, 2002;
Earley & Gibson, 1998; Hofstede, 1994; Hui & Yee, 1994; Oyserman et al., 2002). When
referring to the content analysis of the most widely used measures of individualism and
collectivism in cross-cultural research, Oyserman et al. (2002) noted the large heterogeneity
in construct definition and scale content and concluded that the variability in cultural
differences on components of collectivism suggests “the multifaceted nature of cultural ways
of being connected and related to others . . .” (p. 28).
At the individual level, research suggests that individualism and collectivism may not
represent separate cultural dimensions (Triandis & Gelfand, 1998). Both individualism and
collectivism can exist within the same culture (Sinha & Tripathi, 1994; Triandis, 1994), and a
person may possess both individualistic and collectivistic tendencies (Sinha & Tripathi,
1994; Triandis, 1989, 1994). Different situations may cause a person to exhibit
individualistic or collectivistic aspects of the self (Trafimow, Triandis, & Goto, 1991). Thus,
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a person may believe in personal initiative and independence yet also value group harmony
and sharing (Trafimow et al., 1991).
According to Etzioni (1968, 1993), collectives consist of individuals bound together
through a common set of values and norms. Etzioni (1993) defined collective “as a
macroscopic unit that has a potential capacity to act by drawing on a set of macroscopic
normative bonds which tie members of a stratification category” (p. 98). Accordingly, the
social bonds among members of a collective group do not require close personal
relationships. A framework proposed by Brewer and Gardner (1996) and further developed
by Brewer and Chen (2007) makes an important theoretical distinction between the
relational-self and collective-self (in addition to the individual-self). This model stands in
contrast to the view of a single continuum anchored by the individual-self at one end and the
collective self at the other end in the I–C framework put forth by Hofstede (1980). Brewer
and Chen postulated three different levels of the “cultural-self”—individual, relational, and
collective levels of the self (p. 213).
Dimensions of cultural-self: Individual-, relational-, and collective-self. People
seek to achieve self-definition and self-interpretation (i.e., identity) in three fundamental
ways: (a) in terms of their unique traits, (b) in terms of dyadic relationships, and (c) in terms
of group membership (Brewer & Gardner, 1996). The present research utilizes Brewer and
Chen’s (2007) multidimensional perspective of cultural-self (individual-, relational-, and
collective-self) to examine Indian consumers’ perceptions regarding cultural self and its
influence on their patronage intentions. The following section provides literature support for
and discussion of each of the three dimensions of cultural-self.
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The individual-self is achieved by differentiating one’s self from others. The
individual-self comprises those aspects of the self-concept that differentiate a person from
others as a unique constellation of traits and characteristics that distinguishes the individual
within his or her social context. Individual-self is also referred to as the personal, private, or
idiocentric self (Markus & Kitayama, 1991). It involves the conception of one’s self as
autonomous and unique, having a clear boundary from others (Bakan, 1966; Geertz, 1974,
1984; Loevinger, 1976; Markus & Kitayama, 1991). This self-view is thought to be
associated with a sense of personal agency, independence from others and the social context,
and a belief that the self is generally dissimilar to others (Kashima, Yamaguchi, Kim, Choi,
Gelfand, & Yuki 1995; Shweder & Bourne, 1982; Triandis, McCusker, & Hui, 1990).
The relational-self reflects self-definitions derived from ties with specific others, the
quality of these relationships, one’s interpersonal roles, and characteristics shared with
significant others (Aron, Aron, & Smollman, 1992; Berscheid, 1983; Clancy & Dollinger,
1993; Cross & Madson, 1997; Gilligan, 1982; McGuire & McGuire, 1982; Ogilvie &
Ashmore, 1991). This self-view would generally be associated with a psychological
orientation to emphasize interpersonal relatedness, intimacy, and interdependence
(Baumeister & Leary, 1995). The relational-self comprises those aspects of the self that are
shared with relationship partners and define the person’s role or position within significant
relationships (Brewer & Gardner, 1996). The relational-self is based on personalized bonds
of attachment. Such bonds include parent-child relationships, friendships, and romantic
relationships, as well as specific role relationships such as teacher-student or clinician-client.
This form of self-representation relies on the process of reflected appraisal and is associated
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with the motive of protecting and maintaining the relationship with the significant other
(Brewer & Gardner, 1996; Hazan & Shaver, 1994; Reis & Shaver, 1988).
The collective-self is achieved by inclusion in large social groups and contrasting the
group to which one belongs (i.e., the in-group) with relevant out-groups. That is, the
collective-self contains those aspects of the self-concept that differentiate in-group members
from members of relevant out-groups. The collective-self is based on impersonal bonds to
others derived from common (and often symbolic) identification with a group. These bonds
do not require close personal relationships among group members. Turner, Hogg, Oakes,
Reicher, and Wetherell (1987) succinctly defined the collective-self as a “shift towards the
perception of self as an interchangeable exemplar of some social category and away from the
perception of self as a unique person” (p. 50). The collective-self relies on inter-group
comparison processes and is associated with the motive of protecting or enhancing the
in-group (Brewer & Gardner, 1996).
Triandis (1993) concluded, from numerous definitions in the literature and from
empirical analyses of individualism and collectivism, that among individualists in general,
the self is defined almost entirely in individual terms. Their internal control is high, and
personal goals are more important than in-group goals. Again, this conceptualization is
highly compatible with the individual self-aspect. Among collectivists, the self is defined in
in-group terms. Their behaviors are based more on social norms, perceived duties, and
obligations to others than on personal attitudes and preference. They emphasize sharing,
concern for in-group members, common fate, and acceptance of control by the in-group.
These factors suggest the primacy of the collective self-aspect, yet the relevance of the
relational self-aspect is also evident because of the emphasis on interpersonal links. In sum,
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the three self-aspects are closely linked to major dimensions of cultural differences such as
independence/interdependence. While orientations of independence and individualism seem
to be associated with the individual-self, the interdependent and collectivist orientations are
more closely linked to the aspects of the collective-self and the relational-self (Kashima &
Hardie, 2000).
People in India are believed to have deeply rooted attitudes and beliefs with respect to
family values; indeed, India is perceived to be a collectivist society. With the growing effect
of globalization, however, the subject matter of changing attitudes and cross-cultural
influences has received considerable impact. What may differ across various age groups in
India are social identification processes and differences in the expression of individuality and
social conformity. Based on the literature and the author’s knowledge of Indian culture, this
research uses the model proposed by Brewer and Chen (2007), as it provides a more
complete explanation of cultural-self and to examine its impact on mall patronage intentions
for Indian consumers.
Theory of Planned Behavior
The theory of planned behavior (TPB) (Ajzen, 1988) extends the theory of reasoned
action (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975). According to the TPB, human
action is guided by three kinds of considerations:
1. beliefs about the likely outcomes of the behavior and the evaluations of these
outcomes (behavioral beliefs),
2. beliefs about the normative expectations of others and motivation to comply with
these expectations (normative beliefs), and
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3. beliefs about the presence of factors that may facilitate or impede performance of
the behavior and the perceived power of these factors (control beliefs). (Ajzen,
1988, p.126).
In their respective aggregates, behavioral beliefs produce favorable or unfavorable attitudes
toward the behavior; normative beliefs result in perceived social pressure or subjective
norms; and control beliefs give rise to perceived behavioral control. In combination,
attitudes toward the behavior, subjective norms, and perception of behavioral control lead to
the formation of behavioral intentions, which lead to behavior (see Figure 2.1).
The TPB suggests that behavioral intentions are the most direct, dominant factor in
determining the decision to take a specific action or not, and all factors which may influence
actual behavior are a manifestation of the indirect influence of intentions on behavior.
Basing predictions on behavioral intentions is typically the best method to forecast specific
behaviors, given the close connection between intention and behavior (Ajzen, 1988).
According to Bagozzi (1981) and Shimp and Kavas (1984), TPB as a theory is applicable
whenever there is an attempt to identify the various factors that determine any piece of
intention that itself precedes or underlies the specific action or behavior, such as the present
study with respect to consumer shopping in India.
Shopping Motivations
Beginning with Tauber’s (1972) seminal work on “why . . . people shop,” numerous
studies have been conducted to identify shoppers’ underlying consumption motives and their
relationship to shopping behavior (Babin et al., 1994; Dawson, Bloch, & Ridgway, 1990;
Lots, Eastlick, & Shim, 1999; Westbrook & Black, 1985). Motivation has been considered
as a hypothetical and unobservable psychological construct that can explain both the
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Figure 2.1. Graphical representation of Theory of Planned Behavior (Ajzen, 1988)
energized and directive aspects of human behavior. Accordingly, motives are “forces
instigating behavior to satisfy internal need states” (Westbrook and Black, 1985, p. 89).
Shopping motives, then, can be defined as the drivers of behavior that bring consumers to the
marketplace to satisfy their internal needs (Lots et al., 1994). Thus, identifying Indian
consumers’ shopping motives may provide an important foundational understanding
regarding consumers’ needs and segmentation of Indian target markets. Prior research on
shopping motives suggests that consumers shop for a variety of reasons (Jin & Kim, 2003).
Table 2.1 summarizes selected studies previously conducted on shopping motivations.
Tauber’s (1972) research hypothesized six personal motives for shopping (role
playing, diversion, learning about new trends, self-gratification, physical activity, and
sensory stimulation) and five social motives (social experiences outside the home,
communication with others who have a similar interest, peer group attraction, status and
authority, and pleasure of bargaining) based on in-depth interviews. One of Tauber’s
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contributions to the area of shopping motivation research is his suggestion that securing a
purchase is not the only motive for shopping; many of the motives he identified had little to
do with purchasing. Despite the importance of Tauber’s study, its value was not fully
realized until subsequent empirical research was conducted by Westbrook and Black (1985).
Personal interviews of 203 female department store shoppers by Westbrook and
Black (1985) identified seven shopping motives and classified female shoppers into six
dimensions. As shown in Table 2.1, shopping motivations have been described in a number
of different ways, such as product versus experiential motives (Dawson et al., 1990),
utilitarian versus hedonic (Babin et al., 1994), extrinsic versus intrinsic (Lots et al., 1999),
and price-oriented, stimulation-oriented versus advice-oriented (Groeppel-Klein et al., 1999).
Despite terminology issues, prior studies put shopping motives primarily into two categories:
(a) shopping for product acquisition, and (b) shopping to enjoy the activity. The product
acquisition motive refers to consumers’ retail store visits for the purpose of product
acquisition, which is conceptually equal to product-oriented, utilitarian, and extrinsic
shopping motivations. The other shopping motive, enjoying shopping as an activity,
refers to seeking pleasure inherent in the retail store visit. This shopping motive is
conceptually similar to the experiential, hedonic or recreational, intrinsic, and stimulationoriented shopping motives.
Several researchers have studied shopping motivations, resulting in a broad range
of literature (Arnold & Reynolds, 2003; Babin et al., 1994; Batra & Ahtola, 1991; Bloch,
Ridgway, & Dawson, 1994; Tauber, 1972; Westbrook & Black, 1985). Hirschman and
Holbrook (1982) describe consumers as either “problem solvers” or seekers of “fun, fantasy,
arousal, sensory stimulation, and enjoyment” (p. 97). This dichotomy has been represented
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Table 2.1
Previous Studies Conducted on Shopping Motivations in Western Cultural Contexts*
Author (year)

Shopper Population (sample size)

Shopping motives

Tauber (1972)

In-depth interviews with convenience
sample: men (n= 15), women (n=15)

Six personal shopping motives:
- role playing
- diversion
- learning about new trends
- self-gratification
- physical activity
- sensory stimulation
Five social shopping motives:
- experiences outside the home
- communication with others
having similar interest
- peer group attraction
- status and authority
- pleasure of bargaining

Westbrook & Black
(1985)

Female shoppers at department stores
(n=203)

- anticipated utility
- role enactment
- negotiation
- choice optimization
- affiliation
- power and authority

Dawson, Bloch, &
Ridgway (1990)

Shoppers at outdoor craft market
(n= 300)

Product motives
Experiential motives

Babin, Darden, &
Griffin (1994)

Shoppers at shopping mall
(n=400)

Utilitarian shopping motives
Hedonic shopping motives

Lots, Eastlick, &
Shim (1999)

Shoppers at two regional
entertainment malls (n=583)

Extrinsic shopping motives
Intrinsic shopping motives

Groeppel-Klein,
Furniture store shoppers (n=150)
Thelen, & Antretter
(1999)
*Source: Jin & Kim, 2003

Price-oriented motives
Stimulation-oriented motives
Advice-oriented motives

in the retail literature by themes of shopping as “work” (Fisher & Arnold, 1990; Sherry,
McGrath, & Levy, 1993) versus the more enjoyable perspective of shopping as “fun” (Babin
et al., 1994.; Sherry, 1990). Clearly, many motivations serve as shopping goals (Westbrook
& Black, 1985), but most typologies consider instrumental and hedonic motivations as
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fundamental to understanding shopping behavior because they maintain a basic underlying
presence across consumption phenomena (Babin et al., 1994).
From the utilitarian view, consumers are concerned with purchasing products in an
efficient and timely manner to achieve their goals with a minimum of irritation. Utilitarian
motivation involves satisfying functional or economic needs (Babin et al., 1994), often
characterized as task-related and rational (Batra & Ahtola, 1991). Babin et al. (1994) found
that utilitarian shoppers visit shopping malls only for product(s) they want to purchase,
thereby neglecting all other motivations. Atmospherics in malls are irrelevant to their
shopping objectives and motives (Fisher & Arnold, 1990). Utilitarian motivations include
convenient shopping; procuring goods, services, or specific information; and reducing the
costs (i.e., money, time, and effort) that may also involve planning to accomplish a sense of
achievement (Batra & Ahtola, 1991).
A substantial stream of literature from various parts of the world supports the
relationship between shopping motives and consumer profiles. Jin and Kim’s (2003) study
on Korean consumers and discount-store shopping motivations revealed that most Korean
discount shoppers visit stores to purchase products, associating discount stores visits with the
utilitarian shopping motive. Li, Zhou, Nicholls, Zhuang, and Kranendonk’s (2004) study of
Chinese and American mall-shopper behavior discovered that Chinese consumer shopping is
mainly driven by utilitarian needs, whereas American shoppers are driven by both hedonic
and utilitarian shopping motivations. McDonald, Darbyshire and Jevons’ (2000) research
revealed that the attraction of Vietnamese consumers to supermarkets can be explained by a
combination of novelty seeking, a preference for fixed pricing, and the desire for foreign
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branded goods. By contrast, little is known about the diversity of shopper profiles and their
motivations in India.
Consumers in India may have other shopping motives for shopping in malls than
consumers in western countries or other Asian countries like China and Taiwan as malls are a
much newer concept in India than in the rest of the world. In order to understand what is
attracting consumers to the new Indian mall settings, it is important to also explicate their
motivations behind mall shopping experiences.
Cultural-self and Shopping Motivations
The influence of culture on consumer behavior and shopping motivation has been the
topic of much research in recent years (Gould & Grein, 2009; Hofstede, 1980; Kacen & Lee,
2002; McCracken, 1986; Zolfagharian, 2010). The literature on cultural-self aspects suggests
that self-aspects have unique impacts on social behaviors and that a person may exhibit
different behaviors and characteristics depending on which self-aspect is activated within a
particular social context (Brewer & Gardner, 1996; Kagitcibasi, 1994; Kashima et al., 1995).
Trafimow and his associates (Trafimow, Triandis, & Goto, 1991; Trafimow, Silverman, Fan,
& Law, 1997) further argued that different cultural-self aspects, namely personal (individual)
and social (collective) selves, involve separate cognitive organizations within the person’s
memory structure (Reid & Deaux, 1996).
Lee and Green (1990) contend that in countries such as South Korea, social
influences play an important role in determining consumers’ shopping motivations. Informal
norms and networks are important in people’s decision-making processes in Korean culture,
because many consumer decisions are made under heavy influence from the group within
which they are interacting. Such groups include partners, extended family, neighbors,
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friends, coworkers, and even people in the overall society (Lee & Green, 1990). This
concept is similar to Brewer and Chen’s (2007) concept of collective-self (group-relation)
and relational-self (romantic partners, significant others).
Individual- , relational-, and collective-self define consumers’ purchase
decision-making styles (Leo, Bennett, & Härtel, 2005). The application of this concept to
consumer purchase behaviors, however, is at its infancy. Individualistic consumers tend to
make purchase decisions based on their own values, whereas collectivistic consumers are
more likely to purchase goods to impress others (Wong & Ahuvia, 1998). Wong and Ahuvia
further suggest that individualistic consumers are personally motivated and shop for work or
product related purchases. These consumers tend to buy products quickly and easily, taking
as little time as possible. Collectivistic consumers are socially motivated and therefore, shop
for social recognition. They consider “shopping as pleasure” and connect shopping as a
moment of enjoyment and fun, which leads this study to deem high association between
individualism and utilitarian motivations and hedonic motivations and collectivism.
Consumers who are utilitarian have goal-oriented shopping behaviors. They usually shop on
a rational necessity that is related to a specific goal (Kim & Shim, 2002). On the other hand,
consumers who are hedonists have experiential shopping behaviors. The hedonists not only
gather information to shop but also seek fun, fantasy, arousal, and enjoyable experiences
(Monsuwe, Dellaert, & Ruyter, 2004).
In India, shopping dynamics are distinctly different than in the U.S. and other western
countries. For example, shopping is a family activity—nearly 70% of shoppers always go to
stores with the family, and 74% see shopping as the best way to spend time with the family.
This Indian preference for family-oriented shopping along with pleasure and fun was found
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to be consistent across age groups, income segments, regions, and city sizes (Sheth & Vittal,
2007). Based on the above discussion, the following relationships are hypothesized between
cultural-self (individual-, relational-, collective-self) and shopping motivations for Indian
consumers:
H1a: Individual-self is positively related to utilitarian shopping motivations for
Indian consumers.
H1b: Relational-self is positively related to hedonic shopping motivations for
Indian consumers.
H1c: Collective-self is positively related to hedonic shopping motivations for
Indian consumers.
Moderator Variables and Shopping Motivations
Based on the review of literature related to personal determinants and shopping
motivations, demographics such as gender and age were included as moderator variables in
this study. The impact of gender on shopping motivations has attracted research interest for
more than a decade (Jasper & Lan, 1992; Slama &Tashchian , 1985; Zeithaml, 1985).
Women’s purchasing behavior is found to be strongly influenced by their evaluation of
personal interaction processes. Compared to men, women are more involved in purchasing
activities (Slama & Tashchian , 1985) and pay more attention to the advice of the sales
personnel (Gilbert &Warren, 1995). Age is another demographic characteristic that has
attracted considerable research attention in relation to shopping motivations. Research
comparing young and elderly customers has concentrated on differences in the information
processing abilities needed to evaluate a product (Moscovitch, 1982; Roedder, & Cole, 1986;
Smith & Baltes, 1990). Most of these studies conclude that information processing declines
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with age (Gilly & Zeithaml, 1985). Older consumers concentrate more on the utility aspect
of the shopping activity (Gilly & Zeithaml, 1985).
Gender and shopping motivations. Personal demographic variables may also
influence consumers’ shopping motives. Knowledge of demographics and their impact on
shopping motivations can provide retailers with information needed for effective market
segmentation and strategy development. Gender is a significant demographic factor in
Indian consumer behavior because males and females are influenced by different social roles
and pressures (Fisher & Arnold, 1994). Holbrook (1986) reported that, compared to males,
females are more visually oriented and more intrinsically motivated in consumer behavior.
In the context of shopping behavior, Buttle (1992) made a similar argument because
women generally conduct the majority of shopping trips for their family (e.g., for groceries,
clothing). Additionally, Campbell (1997) reported on male and female attitudes toward
shopping as (a) women being more positive about shopping than men; (b) many men
perceiving shopping as effeminate; and (c) men shopping to fulfill an instrumental need,
rather than “shopping for shopping’s sake.” Research on shopping has indicated strong
differences in shopping behavior between the genders such as women are much more likely
than men to know when a specific type of item will go on sale. Women also spend much
more time choosing the perfect fabric, color, and texture. Men, on the other hand, often have
a specific item in mind and want to get in, get it, and get out (Grewal, Baker, Levy, & Voss,
2003; Otnes & McGrath, 2001). This seems to stem from the fact that the traditional division
of labor at home called for the man—the husband and father—to be the breadwinner while
the woman—the wife and mother—was expected to take care of the family and the home.
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She was responsible for childcare and nearly all of the household chores, including shopping,
for the entire family (Otnes & McGrath, 2001).
In spite of the fact that gender roles in other walks of life have expanded as a result of
women being employed outside the home, women continue to be the principal buying agents
for the majority of families (Alreck & Settle, 2002; Lunt & Livingstone, 1992; Miller, 1998).
This continued role has lead to gender stereotypes. Both men and women associate shopping
with feminine activity or consider it a “female-typed task” (Dholakia & Chiang, 2003; Firat
& Dholakia, 1998; South & Spitze, 1994). Campbell (1997) found that: (a) women are more
positive about shopping than men, (b) many men still view shopping as “effeminate,” and (c)
men who shop see themselves as fulfilling an instrumental need, rather than engaging in
“shopping for shopping’s sake” (pp. 169–172). Dennis and McCall’s (2005) study across
cultures indicated that gender difference is culturally determined.
Recent studies, however, have unveiled evidence that points towards an increase in
male participation in shopping related activities. This increase is reflective of the trend
wherein men are assuming a more egalitarian role because of gender-role transcendence in
the face of increasing pressure to share the shopping duties in today’s time-crunched world
(Dholakia, Pedersen, & Hikmet, 1995; Lee, Ibrahim, & Hsueh-Shan, 2005). Most of the
studies on gender and shopping orientation have been conducted in the American market
context. It has also been found that women are more likely to visit stores frequently
(Korgaonkar et al., 1985). Also, women tend to shop for clothing and fashion more
frequently, while men find this is a less interesting activity (Cox & Dittmar, 1995; Solomon
& Schopler, 1982). Generally, men are found to spend less time shopping than women, but
tend to spend more money than women when they do go shopping (Cody, Seiter, & Miller,
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1995; Fisher & Arnold, 1990). Research also suggests that women spend twice as long in a
shop as men and that the typical browser or window-shopper is a woman. On the other hand,
men see shopping as a mission and tend to go straight for what they want in a purposeful way
(Dennis & McCall, 2005).
Very few studies have been conducted on Indian consumer-buying behavior,
concerning the role of gender. Based on findings from the literature on gender and shopping
motivations, the following hypotheses are proposed:
H2a: Indian male consumers will demonstrate higher utilitarian shopping
motivations than female consumers.
H2b: Indian female consumers will demonstrate higher hedonic shopping
motivations than male consumers.
Age and shopping motivations. Indian mall owners must also understand how
changing demographics may affect consumer spending habits. In research addressing
shopping in western cultures, the frequent mall shopper has been identified as an individual
who is 40–60 years old, has a relatively high income, is not particularly sensitive to deals,
and considers shopping an enjoyable recreational activity (Bloch et al., 1994). Additionally,
research completed by Richardson (1993) revealed that consumer groups most likely to
engage in mall shopping are teens and senior citizens. Both groups have more recreational
time than middle-aged consumers. Dawson et al. (1990) found shopping motives to differ by
shoppers’ demographic variables. For example, product motives related positively to age,
but experiential motives related negatively. The researchers attributed the result to the fact
that shoppers who are relatively older and more familiar with what the malls have to offer
exhibit more purposive (product) shopping motives. This relationship may not hold true in
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India, where people of all age groups are just becoming accustomed to mall shopping
behavior (Netedge, 2009).
Even though the evolving mall culture has successfully attracted customers of every
age in India, the older consumers may feel an affinity to the “mom and pop stores” because
of ease of purchasing. On the one hand, many younger consumers in India recognize the
pleasure associated with mall shopping environment such as cleanliness, décor etc. They
say, however, that they have lost a personal touch with the shop owners and a special
relationship with their local stores since the emergence of the mall culture in India (Netedge,
2009). Based on findings from the literature, the following hypotheses are proposed:
H3a: Older Indian consumers will demonstrate higher utilitarian shopping
motivations than younger Indian consumers.
H3b: Younger Indian consumers will demonstrate higher hedonic shopping
motivations than older Indian consumers.
Cultural-self and the Theory of Planned Behavior
Culture involves the study of one’s values, beliefs, ideas, and attitudes, and the study
of symbols and objects used as methods of communication (Gregory, Munch, & Peterson,
2002). Theoretically, the link between cultural-self, attitudes, and behavioral intentions is
predicated on the basis of identity theory (Burke, 1980; McCall & Simmons, 1978; Stryker,
1968, 1980, 1987; Turner, 1978), which conceives the self not as a distinct psychological
entity, but as a social construct (Mead, 1934). More specifically, Stryker (1968, 1980) and
Stryker & Serpe (1982, 1994) proposed that there are distinct components of self for each of
the role positions that an individual occupies. It is necessary to consider the self and the
wider social structure as being inextricably linked. The self is, therefore, perceived as a
collection of identities that reflects the roles that a person occupies in the social structure.
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More specifically, according to Tajfel and Turner (1979) a continuum exists between
personal identity and social identity. Shifts along this continuum determine the extent to
which group-related or personal characteristics influence a person’s feelings and actions
(Tajfel & Turner). Therefore, it is important to understand how individual-self,
relational-self, and collective-self influence behavioral decisions.
Cultural-self and Attitudes
The marketing literature differs in its findings about cross-cultural differences in
shopping behavior. Culture is viewed as a significant variable in consumer purchase
behavior (LaRoche, 2002). Schiffman and Kanuk (2000, p. 437) define attitude as a “learned
predisposition to behave in a consistently favorable or unfavorable fashion.” Consumer
behaviorists view an attitude as a lasting, general evolution of people (including oneself),
objects, advertisements, or issues. Attitude is commonly viewed as one of the important
variables that intervene between the marketing mix and consumer behavior. According to
Ajzen and Fishbein (1980), the attitude towards a behavior is determined by two types of
information: salient beliefs about the behavior and evaluation of expected outcomes
associated with the behavior. A person’s attitude towards a behavior is directly proportional
to the summative belief index divided by the number of salient beliefs. In general, favorable
attitudes are formed when people associate desirable consequences with those behaviors.
Shopping mall attributes may thus, determine the shopper’s attitude to malls. Shim
and Eastlick (1998) defined mall shopping attitude as the shopper’s attitude towards a variety
of dimensions including location, parking, safety, price, quality (all utilitarian attributes),
mall employee behavior, customer service, promotional activities, ambiance, mall amenities,
food and refreshments, and variety of stores (all hedonic attributes). The importance of
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tangible and intangible characteristics of a shopping area on consumer attitude has long been
recognized, dating back to the seminal work by Martineau (1958). In 1974, Lindquist
completed an extensive review of retail image literature and developed a list of attributes that
influence customers’ perceived store image. Lindquist’s work has been modified, and
refined by Hansen and Deutscher (1977), Gentry and Burns (1977), and Nevin and Houston
(1980). They suggest that mall patrons’ attitudes to malls can be assessed by shoppers’
cognitive belief about the importance and their affective satisfaction with those attributes.
Understanding consumers’ attraction to different attributes of shopping environments
is an important issue in marketing and can be seen in research under the umbrella of
environmental psychology, often within the context of consumption interactions, emotions,
and resultant shopping behaviors within the environment (Bagozzi, Gopinath, & Nyer, 1999;
Eastlick &Feinberg, 1999). An important area of theory that may bridge old and new
shopping environments is focusing on intrinsic elements of consumers, such as cultural-self,
as drivers of preference for attributes of shopping preference lending support to following
hypotheses:
H4a: Individual-self is positively related to Indian consumers’ attitude towards
utilitarian mall attributes.
H4b: Relational-self is positively related to Indian consumers’ attitude towards
hedonic mall attributes.
H4c: Collective-self is positively related to Indian consumers’ attitude towards
hedonic mall attributes.
Cultural-self and Subjective Norms

Previous research (Bearden & Etzel, 1982; Bearden, Netemeyer, & Teel, 1989; Ma,
2007; Moschis, 1976) has indicated that normative influences play an important role in
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behaviors. In collectivist or interdependent cultures, individuals’ attitudes are not especially
important predictors of behavior because people subsume their desires to externally imposed
norms (Singelis, 1994). Fitting in with others and maintaining harmony are keys to people’s
self-esteem. A fine attunement between the self and the social surroundings, however, is not
always attainable. Psychological processes are likely to be established in such a way that
unrelated actions incongruous with internal attitudes are readily reinterpreted to maintain the
sense of the self (Kitayama & Markus, 1999).
From the western perspective in which the self character is the core of the person,
doing something because of obligations to others or because of situational needs or
constraints can be seen as passive and sacrificing one’s autonomy and control. Among
collectivist individuals, group cohesion is a reason to conceptualize actions caused by an
individual (Lillard, 1998; Ochs, 1988). People from collectivistic cultures can indeed
describe personal attributes such as abilities, opinions, judgments, and personality
characteristics, and yet these attributes are understood as situation specific, sometimes
elusive and unreliable, and not particularly diagnostic (Rhee, Uleman, Lee, & Roman, 1995).
According to Gregory and Munch (1997), individuals in a collectivist culture feel it is
important to conform to the goals of a collective, such as the family, tribe, or religious group.
In addition, people who are from a collectivist culture participate in more group activities, are
more concerned with the interests of the in-group, and feel a greater need to conform to
group opinions (Hui & Triandis, 1986). Shaw (1971) studied the effects of communications
and individual interactions on group cohesiveness and found the greater the group
cohesiveness; the more influence reference groups have in consumption behavior. In other
words, people in a collectivist culture want to belong and conform to an in-group. Because
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of this need, they are correspondingly more inclined to be influenced by members of the
same in-group.
In a study by Childers and Rao (1992), the influence of family on individuals’
product and brand decisions in the United States (an individualistic country) and Thailand (a
collectivist country) was examined. It was found that the influence of referents (friends,
coworkers) other than family members was relatively less powerful in extended families (in
Thailand) compared to nuclear families (in the United States). In Thailand, for instance, the
relatively larger number and variety of family members, such as uncles, aunts, and cousins,
create a family-based identity. This supports the suggestion that a collectivist country will be
more influenced by members of the family in-group, in some cases, the extended family.
Hence, it can be seen that people in a collectivist culture have a greater need to conform to
the opinions and expectations of the members of their in-group. A stronger group identity or
a more cohesive group allows for a greater influence by group members on an individual’s
product choices and buying decisions (Hawkins, Best, & Coney, 1995).
The most important factor framing the Indian value system is one’s view of the
family (Henderson, 2002). Family in India has been considered the greatest idiom of
cultural-self. Most Indians value the extended family, which unites paternal grandparents,
paternal uncles, their wives, and children. The focal issue involved in the family bonds is
that of self-concept. Individualism in the Indian family system is considered alienating and a
character flaw (Henderson, 2002). Thus, common behaviors associated with the cultural
dimension of collectivism in India pertain to the behavior of people in groups, their
relationship with others, and their perceptions of themselves specifically in relation to others.
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Therefore, family orientation, group influence, information sharing within the groups, and
seeking opinions from leaders dominate (Kau & Jung, 2004).
Subjective norms are determined by the combination of normative beliefs held by or
associated with certain reference groups and an individual’s motivation to comply with the
referents. Normative beliefs are people’s beliefs about whether significant groups or
individuals think they should perform a certain behavior (Ajzen, 1991). The normative belief
index is formed by an individual’s normative belief about particular salient referents groups,
multiplied by the individual’s motivation to comply with those referents (Ajzen, 1991).
Motivation to comply was measured by determining the extent to which the person will
comply with the wishes of referents. These normative beliefs are summed across the number
of salient referents. The summative normative-belief index is highly correlated with the
directly measured subjective norms for certain behaviors (Ajzen & Fishbein, 1980).
Shopping is a social activity, and Indian consumers like to shop with family or
friends. The publication Consumers’ Report by Ernst and Young (2006) revealed that
consumers in India prefer shopping with their friends and siblings than with parents or
extended family members. The report additionally revealed that the spending habits of
young consumers in India appear to be influenced by their parents. Therefore, in this
research subjective norms are explored by including friends, coworkers, siblings, and
parents. Triandis (1995) demonstrated that in Asia social norms are relatively more
important than attitudes in predicting behavior, suggesting the next series of hypotheses:
H5a: Individual-self is negatively related to the importance of Indian consumers’
subjective norms regarding mall patronage in India.
H5b: Relational-self is positively related to the importance of Indian consumers’
subjective norms regarding mall patronage in India.
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H5c: Collective-self is positively related to the importance of Indian consumers’
subjective norms regarding mall patronage in India.
Perceived Behavioral Control
Perceived Behavioral Control (PBC) refers to an individual’s perception of whether
he or she possesses the resources, and skills, and awareness needed to perform a particular
behavior. Considerable studies have identified the positive influence of PBC in various
settings, including innovation adoption (Taylor & Todd, 1995), coupon usage (Kang, Hahn,
Fortin, Hyun, & Eom, 2006), and use of the Internet for information search (Shim, Eastlick,
Lotz, & Warrington, 2001). Furthermore, Shim et al. (2001) found that PBC had a greater
influence on purchase intentions than did attitude. Although no prior study has specifically
used PBC to examine Indian consumer purchase behavior, this study posits the positive
influence of PBC on Indian consumers purchase intentions. Since the possession of
resources such as skills, awareness does not depend upon the person’s belief in individualism
or collectivism, no hypothesis is proposed between the dimensions of cultural-self and
perceived behavioral control.
Relation between Subjective Norms to Attitudes and Subjective Norms to Perceived
Behavioral Controls
The TPB is an extension of the theory of reasoned action (TRA) made necessary by
the original model's limitations in dealing with behaviors over which people have incomplete
volitional control (Ajzen, 1988, 1991). According to the TRA (Fishbein & Ajzen, 1975,
1980), direct determinants of behavioral intentions are attitudes towards the behavior and
subjective norms associated with the behavior. The central factor in the TPB is the
individual's intention to perform a given behavior. The TPB links behavioral intentions with
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attitudes, subjective norms, and perceived behavioral control. The TRA and its extension,
the TPB (Ajzen, 1991, 1988) have been found to be very useful in predicting a wide range of
behavior (Sheppard et al., 1988). Randall and Gibson (1991) criticized researchers who
tested only relationships hypothesized by the theory and ignored other linkages between
subjective norms and attitudes; subjective norms and perceived behavioral controls. Previous
research has found that normative and attitudinal constructs may be dependent and, therefore,
subjective norms could influence attitudes toward behavior (Shepherd & O’Keefe, 1984;
Vallerand, Deshaies, Cuerrier, & Mongeau, 1992). Chang (1998) examined the correlation
between subjective norms and attitudes towards behavior more thoroughly, testing the causal
link from norms to attitudes. In that study, the path from subjective norms to attitudes
towards behavior was significant.
Burke (2006) argued that “norms not only prescribe attitudes and perceptions but also
behavior” (p. 124). Attitudes are formed through interactions with people (Kiecolt, 1988),
who may influence an individual through social pressures and behavioral regulations. Chang
(1998) further found that subjective norms are positively related to attitudes towards software
piracy. Subjective norms may also affect perceptions about the ease and difficulty of
performing the behavior in question. Perceived behavioral control is supposed to reflect past
experience, knowledge about the products, and anticipated obstacles (Randall & Gibson,
1991). When a consumer knows that others may disapprove of purchasing products from the
malls on account of their being highly priced, an individual may experience a psychological
barrier to carrying out the behavior, which may result in a decrease of perceived behavioral
control. Because people share information, knowledge, and experiences with family and
friends, what significant others believe may influence consumers’ perceptions about the
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amount of control they have over certain behaviors. Based on the literature review and the
notion that attitude may be a product of subjective norms, the following hypotheses are
posed:
H6: Subjective norms are positively related to Indian consumers’ attitudes
towards patronizing malls.
H7: Subjective norms are positively related to Indian consumers’ perceived
behavioral control towards patronizing malls.
Patronage Intentions
Darden (1980) explained patronage-choice behavior by arguing that shopping and
buying are separate phases in the purchase process. After all, many shopping trips are made
to buy something and/or to see what is available. Thus, patronage choice comes prior to any
other choice, such as brand or store choice. In other words, consumers first choose retail
formats in which to shop without a consideration of brands. Consumers then make brand
comparisons between those that are carried by the store (or stores) they visit on a particular
shopping trip (Shim & Kotsiopilos, 1992). An understanding of patronage behavior is a
critical issue for retail managers because it enables them to identify and target those
consumers most likely to purchase. Reflecting this managerial need, one research stream has
focused on explaining retail patronage with respect to various elements (e.g., store, frequency
of visit, store choice) (Pan & Zinkhan, 2005).
Relationship between Attitudes, Subjective Norms, Perceived Behavioral Controls, and
Patronage Intentions
As a general rule, the more favorable the attitudes and subjective norms and the
greater the perceived control, the stronger is the person’s intention to perform the behavior
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examined (Ajzen, 1991, 1988). Prediction of retail patronage has long been of interest to
scholars and practitioners.
In the past, a large number of antecedents of retail patronage have been identified.
These antecedents can be categorized into three groups: (a) product-relevant factors (factors
pertaining to product features and attributes—e.g., product quality, price), (b)
market-relevant factors (factors pertaining to the retailer of concern—e.g., service provided
by the store), and (c) personal factors (factors pertaining to consumer characteristics—e.g.,
attitudes, motivations to comply, such demographics as age, gender, income, etc.). The
results of a study conducted by Pan and Zinkhan (2006) suggest that various predictors (e.g.,
service, product selection, quality) are strongly related to shoppers’ retail choice, whereas
others (e.g., store attitude, store image) are important antecedents of shopping frequency. In
a study conducted by Pavlou and Chai (2002), it was found that attitudes, subjective norms,
and behavioral controls had a significant effect on Chinese consumers’ intentions to adopt
e-commerce and to engage in product purchases behavior.
In a study conducted by Finlay, Trafimow, and Jones (2006) on health behaviors and
intentions, it was found that both behaviors and people can be under attitudinal or normative
control when responding to items pertaining to health. The differences in relative rankings of
these determinants might be explained by different retail settings addressed, differences in
market structure, competitive strategies, and the state of consumer preferences. Furthermore,
empirical research has focused on retail markets in North America and Western Europe, with
the result that little is known about the applicability of these models in the fragmented and
emerging markets such as India. Based on the influences of attitudes, subjective norms, and
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perceived behavioral control on intentions to purchase from shopping malls, the final series
of hypotheses is presented:
H8: Indian consumers who have more positive attitudes towards shopping malls
will have positive patronage intentions regarding shopping malls.
H9: Indian consumers who view subjective norms as important to their shopping
choices and behavior s will have positive intentions regarding
shopping malls.
H10: Indian consumers who possess greater perceived behavioral
control towards shopping in malls will have positive patronage intentions
regarding shopping malls.
Proposed Research Model
The following model (Figure 2.2) is proposed regarding Indian consumers’
cultural-self, motivations, and patronage intentions toward shopping malls. The dimension
of cultural-self will be examined as an antecedent of shopping motivations, attitudes,
subjective norms, and behavioral controls. The effect of gender and age on shopping
motivations will also be examined in this model.

Figure 2.2. Proposed research model of Indian consumer’s mall patronage intentions, including dimension of cultural-self,
demographics, shopping motivations, and elements of Theory of Planned Behavior
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CHAPTER 3. METHODS
This chapter describes procedures that were used to analyze data and understand the
antecedents that influence shopping-mall patronage intentions of Indian consumers. Based
on Brewer and Chen’s (2007) cultural-self dimensions, the TPB (Ajzen, 1991,1988), and
relevant literature, this study examined the effects of dimensions of cultural-self on patronage
intentions. A randomly selected group of Indian consumers who patronize four major
shopping malls located in north, south, west, and east zones of New Delhi, India comprised
the sample for this study.
Following a preliminary focus group study, data were collected from Indian
consumers via mall-intercept surveys. Data from the mall-intercept survey were initially
assessed using descriptive statistics and Pearson correlations. Structural equation modeling
(SEM) was used to test the hypothesized research model. Different groups of Indian
consumers, based on cultural-self dimensions and shopping motivations, were identified
using cluster analysis techniques. Ward’s method (1963) was employed to obtain a cluster
solution. Analysis of variance (ANOVA) and K-means (MacQueen, 1967) hierarchical
cluster solution was used to confirm the significance of group differences. The following
section provides a detailed description of the preliminary study, sampling, survey instrument
development, data collection procedure, and proposed modes of data analysis. To meet
stated research objectives, the proposed model (Figure 2.2) was empirically tested.
Preliminary Study
A preliminary qualitative study was conducted to elicit responses regarding a range of
variables—cultural-self, shopping motivations, mall attributes, and perceived behavioral
controls—that influence the consumer’s choice of shopping malls in India. A focus-group
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interview session was conducted with 10 Indian mall shoppers, ages 21–45, who have
recently come to the U.S. Krueger and Casey (2000):
suggest between six and eight participants, as smaller groups show greater potential.
However, the number generally suggested as being manageable is between six and
ten participants; large enough to gain a variety of perspectives and small enough not
to become disorderly or fragmented. (p. 110)
Participants in the focus group interview were recruited through a purposeful
sampling method (Patton, 1990) to identify those who have had mall shopping experiences in
India, are working full-time, have a source of individual monthly income, and have not been
in the United States for more than three months. For the purpose of this study, the owner of a
private IT consulting company in Hartford, Connecticut, known to the author through
personal contact, was contacted to identify potential participants for the focus group
interview. These participants work as information technology (IT) consultants recruited by
their parent company in various other organizations/companies in Hartford, Connecticut. A
common time and place was mutually agreed upon by the author, participants, and moderator
for the focus group interview.
A gift voucher ($25) was offered to each participant as an incentive for completing
the series of focus-group questions. A series of open-ended questions was developed (see
Appendix G) based on relevant literature (Nguyen, Nguyen, & Barrett, 2007; Tauber, 1972)
regarding shopping motivations, choice rules (mall attributes, product attributes, store
attributes), and social groups relevant to shopping mall selections. The researcher facilitated
discussion with the assistance of an experienced moderator. Interviews were audio-tape
recorded for accuracy in transcriptions. Yin (1989) points out that data analysis consists of a
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number of stages—examining, categorizing, and tabulating or otherwise recombining the
evidence—in order to address the initial goal of a study. Qualitative data in the form of
transcripts were analyzed by the researcher through systematic categorization and labeling
constant comparison method to identify not only themes and concepts emerging from
discussions, but also the range of perspectives expressed by the participant. Findings from
these focus group interviews were utilized to refine the survey questions that addressed
established hypotheses for the study.
Sample
The sample for the main survey component of this study was comprised of Indian
mall shoppers residing in or near New Delhi, India. Using the mall-intercept survey
technique, data were collected by shoppers present in four different zones (i.e., north, south,
west, and east) of New Delhi, India. A mall-intercept survey is a face-to-face or personal
interviewing method (Gates & Solomon, 1982). Although mall-intercept surveys are
criticized as being demographically skewed and not representative, this technique of data
collection fits well in the Indian context because many older consumers (50 and above) in
India are not all technologically savvy. It may be hard to generate response through online
surveys as many older people may not have email addresses. The mall-intercept survey
instrument was accompanied by a cover letter (see Appendix K) explaining the nomination
process and the purpose of this study. The goal was to obtain a minimum of 300 useable
surveys for the analysis.
Development of the Mall-Intercept Survey Instrument
A self-administered survey instrument that would assess variables associated with the
purpose of this study was developed. To capture responses of Indian consumers in the mall
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shopping context, the survey instrument included items adapted from established scales in
the literature. This survey consisted of eight sections, all containing items designed to
capture exogenous, endogenous, and moderator variables proposed in the model, along with
demographic information. An exogenous variable (e.g., cultural-self) is defined as a variable
whose variation is assumed to be causally independent from the other variables in the model
under construction (Pedhazur, 1997). An endogenous variable (e.g., patronage intentions) is
a variable whose variability is explained by exogenous and other variables within the model
(Pedhazur, 1997). A moderator variable (e.g., gender) is a variable which alters the
relationship between exogenous and endogenous variables (Pedhazur). Prior to the
beginning of each section, a short description of terms related to the purpose of this study
(e.g., cultural-self, motivations) was provided to ensure that all respondents understand how
terms were used in the survey instrument.
Data Collection Procedure for the Mall-Intercept Survey
This study followed the modified method for mall-intercept design suggested by
Sudman (1980). Data were collected by professional researchers working at an established
research company -Phy Market Research and Technologies Pvt. Ltd. (PMRT) in New Delhi,
India. It is essential to note that these professional researchers received online training
concerning data collection involving human subjects. Certificates of the same were submitted
along with the approval for use of human subjects’ application to the university Institutional
Review Board (IRB). In order to maintain consistency in selecting respondents, a selection
rule was instituted whereby customers were counted as they passed from a specific direction
(e.g., left to right) to a certain point in the corridor (about 50 feet from the interviewer).
Every seventh person was selected. The number of people skipped was set according to a
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predetermined measure of shopping traffic at each location. As Sudman (1980) argued, these
procedures cannot ensure complete protection against interviewer selection bias, but they
help reduce it. As an incentive to increase participation, a drawing was held in which five
randomly selected respondents were awarded a $25 gift certificate (1,125 Indian Rupee).
Measures
Cultural-self
The cultural-self dimension for this study was measured using the RIC scale
developed by Kashima and Hardie (2003). RIC (relational-, individual-, and collective-self
scale) requires respondents to consider relational, individual, and collective options to a
given question; compare the relative applicability of those options to the self; and provide
separate ratings for each (see Section I of Appendix L). The RIC Scale consists of 10
questions each followed by three options reflecting the three cultural-selves. Respondents
were asked to rate each option in terms of its applicability to the self, yielding three subscale
scores and revealing the relative prominence of each self-aspect. Eight statements from the
RIC scale were included in the survey instrument. The remaining two items were rejected
due to lack of face validity. These were measured using a seven-point Likert-type scale,
ranging from not important at all (1) to extremely important (7). The reliabilities of
individual-, relational-, and collective-self are reported to be 0.72, 0.81, and 0.70,
respectively (Kashima & Hardie, 2003).
Motivation
Tauber (1972) developed a number of shopping motivations with the basic premise
that shoppers are motivated by a variety of psychosocial needs other than those strictly
related to acquiring some product. These motives can be classified into personal (i.e., role
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playing, diversion, self-gratification, learning about new trends, physical activity, and
sensory stimulation) and social (i.e., social experiences, communication with others, peer
group attractions, status and authority, and pleasure of bargaining).
Hedonic motivations were adopted from Tauber (1972) and Arnold and Reynold’s
(2003) scales, which consist of adventure shopping, social shopping, gratification shopping,
idea shopping, role shopping, and value shopping. Westbrook and Black’s (1985) scales
were adapted to measure utilitarian benefits such as anticipated utility, choice optimization,
and convenient shopping. The reliability of both scales has been reported as 0.75 and 0.82,
respectively. The motivations (see Section II of Appendix L) included in the instrument
were measured with reference to a seven-point Likert-type scale ranging from strongly
disagree (1) to strongly agree (7).
Attitudes
Attitudes are defined as a person’s cognitive and affective orientations towards
performing a behavior (Ajzen, 1991; Ajzen & Fishbein, 1980). To capture respondents’
attitudes about various characteristics of the mall, an adapted version of Attitude Toward
Attributes of a Regional Mall scale (Shim & Eastlick, 1998) along with the items generated
during focus group interviews were used. Respondents were asked to indicate how satisfied
they are with the various mall attributes (see Section III of Appendix L) on a seven-point
Likert-type scale ranging from extremely unsatisfied (1) to extremely satisfied (7). The
reliability of this scale has been reported within a range of 0.84 to 0.89 (Stoel, Wickliffe, &
Lee, 2003).
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Subjective Norms
Subjective norms refer to an individual’s perceptions of social pressure in completing
or not completing a particular behavior (Ajzen, 1991; Ajzen & Fishbein, 1980). Subjective
norms are determined by the combination of normative beliefs held by or associated with
certain reference groups and an individual’s motivation to comply with the referents.
Normative beliefs are people’s beliefs about whether significant groups or individuals think
they should perform a certain behavior (Ajzen, 1988). The normative belief index is formed
by an individual’s normative belief held by or associated with particular salient referents
groups, multiplied by the individual’s motivation to comply with those referents (Ajzen,
1988). For the normative belief index (see Section IV of Appendix L), respondents were
asked to indicate to which degree the respondent’s friends, coworkers, parents, siblings do
not (1) or do (7) influence their decision to visit a particular mall.
Motivation to comply (see Section V of Appendix L) was measured by determining
the extent to which the person will comply with the wishes of referents. These normative
beliefs were summed across the number of salient referents. For this, the respondents were
asked to indicate how much they are influenced by others in their decision about selection of
a mall on a seven-point Likert-type scale ranging from not at all (1) to very much (7). The
reliability of this scale is reported to be 0.69 (Ajzen, 1988).
Perceived Behavioral Control
Perceived behavioral control (PBC) is defined as a person’s perceived ease or
difficulty in carrying out an intended behavior (Ajzen, 1988, 1991). A direct measure of
perceived behavioral control developed by Ajzen (1988) that measures capability and
controllability were used (see Section VI of Appendix L). The following two items were
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used to capture respondents’ perceived capability of patronizing with the malls: (a) It is (1)
impossible / (7) possible for me to have a good time at the mall, and (b) It is (1) Impossible/
(7) possible for me to purchase without inhibition from the malls. The next set of items were
used to measure respondent’s controllability. These items address people’s beliefs that they
have control over their behavior and that its performance is or is not up to them Ajzen,1988):
(a) Some people I care about have (1) no control/ (7) complete control over my decision to
choose a mall that I want to visit, and (b) It is mostly up to me (1) strongly disagree/ (7)
strongly agree whether or not I want to go to a particular mall for shopping. The reliability
of this scale is reported to be 0.73 (Ajzen,1988).
Patronage Intentions Towards a Mall
Patronage intentions towards the mall was measured by adopting items from the scale
developed by Dodd, Monroe, and Grewal (1991) (see Section VII of Appendix L). Two
items on a seven-point Likert-type scale ranging from strongly disagree (1) to strongly agree
(7) includes statements such as “The likelihood that I would buy from this shopping mall is
high” was used. The reliability of this scale is reported as 0.64. The four-item re-patronage
intention scale originating from Oliver and Swan (1989) and reporting a high coefficient
alpha of 0.99 was adapted for use in this study. For this, the participants indicated their
responses on a seven-point Likert-type scale ranging from strongly disagree (1) to strongly
agree (7).
Demographic Information
Respondents’ personal information was obtained from various items concerning
demographic characteristics. Respondents were asked to check self-descriptive categories
about gender, age, level of education, household income, frequency of visiting the shopping
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mall of their choice, and preferred activity during the mall visit (see Section VIII of
Appendix L).
Pretest
Prior to collecting data, a pretest was conducted with 20 Indian consumers to examine
the wording of the survey instrument and length of time necessary to complete the survey.
The survey instrument was written in English. Since English is the second most commonly
used language in India, developing the survey instrument in the native language was not
required. The pretest was also used to assess the clarity of the items as well as length,
format, and instructions for the overall survey (Churchill & Lacobucci, 2002). Based upon
the results of the pretest and the comments from the participants, necessary modifications
were made in the survey instrument prior to data collection.
Approval of Human Subjects Use
Prior to data collection, the Institutional Review Board (IRB) procedure was
followed. The survey instrument—along with the purpose of this study and cover letter
requesting responses—was submitted for approval. The rights and welfare of the human
subjects were protected from any risks or discomfort to the participants. Voluntary
participation and confidentiality of the data were assured.
Data Analysis
Data analysis was conducted in two phases, preliminary analysis and causal-model
analysis. The Statistical Package for the Social Sciences (SPSS) version 18.0 was used to
conduct preliminary analysis of frequencies, hierarchical cluster analysis, Pearson
correlation, reliability, regression, and factor analysis. Causal models were tested using
Mplus version 6 statistical software (Muthén & Muthén, 2000).
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Preliminary Analysis
Missing Data
Before analyzing the data, frequencies for all variables were examined to clean the
data and to remove unusable questions. To reduce bias caused by missing data, surveys
missing an item or containing incomplete information were deleted (Leeuw, 2004).
Construct Validity and Internal Consistency
The measures used in this study were examined for construct validity and internal
consistency. As a first step, principal component factor analysis was performed to assess the
construct validity of multiple-item measurements. Items loadings above .55 were considered
as evidence for construct validity (Nunnally & Bernstein, 1994). The internal consistency of
multiple indicators was examined using Cronbach’s alpha coefficient (Cronbach, 1951). By
convention, an acceptable level of coefficient alpha to retain an item in a scale is at least 0.70
(Peterson, 1994), while 0.70 or higher is acceptable in social psychology research (Robinson,
Shaver, & Wrightsman, 1991). The number of items tends to influence coefficient alpha.
The larger the number of items included, the higher the coefficient alpha obtained
(Bohrnstedt, 1983). High alpha values are evidence of high reliability of multiple indicator
measures within a factor.
Descriptive Statistics and Correlations
Descriptive statistics and correlations for all continuous variables used in testing the
proposed model were examined. Descriptive statistics focus on respondents’ demographic
profiles and major variables of interest—motivations, attitudes, and intention to purchase
from the shopping mall. Descriptive statistics include frequencies, percent, means, and
standard deviations.
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Correlation analysis using Pearson’s correlation coefficient was conducted to measure
the association between continuous variables used in the testing of the proposed model.
Correlations among the indicators within constructs were compared to those between
constructs to demonstrate interrelationships among constructs. In general, the greater the
magnitude of correlations between indicators within construct as compared with those across
construct can be considered as evidence of convergent validity, while low to moderate
correlation between two constructs provides evidence of discriminant validity (Churchill &
Lacobucci, 2002).
Causal Model Analysis
The proposed model was tested through structural equation modeling (SEM), which
permits examination of path structure of the latent model. The overall fit of the model to the
data were examined through chi-squared statistics, the comparative-fit index (CFI),
Tucker-Lewis Index (TLI) and the root mean squared error of approximation (RMSEA). By
convention, models within a good fit have fit statistics above 0.90 for CFI, TLI and below .05
for RMSEA (Hu & Bentler, 1999; Kline, 2005).
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CHAPTER 4. RESULTS
This chapter presents the sample profile, results of descriptive statistics of research
variables, and results of preliminary analyses (focus group interviews). First, emergent
themes from the focus group interviews are described. Second, sample characteristics such
as gender, age, level of education, family income, and frequency of mall visits are reported.
Results of exploratory factor analysis conducted on research variables—motivations,
attitudes, subjective norms, perceived behavioral control, and patronage intentions for mall
shopping—are discussed. Structural equation modeling analyses is used to test the
measurement and causal models and findings are then discussed in detail. Finally, results of
an alternative proposed model conclude the chapter. Results of cluster analysis performed on
groups obtained from cultural-self dimensions are reported.
Preliminary Analysis
Focus Group Interviews
For the purpose of preliminary analysis, focus group interviews were conducted to
gain insight into Indian consumers’ mall shopping behavior and attitudes. According to
Goldman and McDonald (1987, p. 14), “preliminary group interview research can confirm
the relevance of a research investigation.” “The goal in group interviews is to explore a topic
more openly and to allow the participants to express their opinions and ideas in their own
words (Esterberg, 2002, p. 87).” One obvious advantage to focus group interviews is that
greater amounts of information can be gathered in shorter and more efficient time spans
(Krueger, 1994). Secondly, group synergy fosters more creativity and, therefore, provides
for a greater range of thoughts, ideas, and experiences (Vaughn, Schumm, & Sinagub, 1996).
The peer validation inherent in such groups also can serve as a catalyst for the expression of
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thoughts. Finally, researchers are able to observe the interaction between group members,
which sometimes provides additional valuable insights regarding a topic or phenomenon
(Stewart & Shamdasani, 1990). For the purpose of this study, focus groups were chosen as a
tool that would potentially serve several of the aforementioned purposes.
Questions for the focus groups were designed and executed for the purpose of
refining the items on the instruments, as well as generating additional items. In the focus
group discussions, the goal was to have participants describe their shopping mall visits in
India to gain a deeper understanding of their experiences, likes, dislikes, and motivations
related with those visits. Therefore, participants were asked questions regarding: (a) their
ideas and preferences regarding mall shopping, (b) their experiences at shopping malls, (c)
their reasons for their likes and dislikes regarding any particular mall, and (d) their
preference for “who they most often shop with when visiting Indian malls.
Qualitative data in the form of transcripts were analyzed by the researcher through
systematic categorization and labeling constant comparison method to identify themes. The
identification of themes helped the researcher determine key data categories and concepts
emerging from discussions (Kendall, 2005). The working draft of the survey instrument
developed during the review of literature served as a structured guide that helped the
researcher in systematic categorization of the raw transcripts.
To facilitate the coding process, participants' narratives were categorized into one of
the following: (a) descriptive statements, or (b) abstract generalizations (Hughes & DuMont,
1993). Descriptive statements are narratives, or individual points of view that participants
described to others. The descriptive statements were based on each interviewee’s most
recent visit to the malls in India (Polanyi, 1985). In response to the queries made by the
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facilitator and other participants in the group, the participants described in detail their ideas
of a shopping mall, the nature of their mall visits, and their impressions about the products
sold at the malls. In coding descriptive statements, the goal was to identify patterns and
redundancies in the participants’ reports about their environments so as to elucidate their
common understanding of shopping in malls.
To facilitate this goal, the initial coding system grouped descriptive statements
according to similarities in their surface content using codes that were close to the words the
participants used (Morgan, 1993). For instance, references about their need to visit a mall
because of family members were grouped in a category as “role motivations.” References to
likes and dislikes about a mall environment were grouped under “mall attributes.” Abstract
generalizations emerge as participants build upon each other’s statements, complete each
other’s sentences, and collectively represent ideas (Stewart & Shamdasani, 1990).
Abstract generalizations are more prevalent in the latter parts of each focus group
session. Such generalizations are most likely to occur when the nucleus of the focus group
discussion is located in group dialogue rather than in exchanges between each participant and
the moderator (O’Brien, 1993). The categorization of transcripts in descriptive statements
and abstract generalizations enabled the researcher to understand and improve a priori
conceptualization of concepts such as social groups that Indian consumers associate with the
most for mall visits (Morgan, 1988). The systematic coding also helped in understanding the
most important resources that would control the consumer’s decision to visit Indian malls.
Revision of the mall-intercept survey. In this section, examples are used to
illustrate how coding and categorization of the transcripts contributed to the development of
the survey instrument. One such area where systematic grouping contributed to the
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development of the survey instrument comes from the creation of items to assess family as
reasons for mall visits. In reviewing the focus group transcripts, it became evident that items
related to family members as reasons for mall visits such as “I enjoy shopping in malls for
my parents” or “I go to shopping malls because my kids enjoy in malls” were not included in
the working draft of the instrument. The popularity of video game arcades, food courts, and
the entertainment zone as reasons for mall visits enabled the researcher to add items such as
“I go to shopping malls because of the video games arcade” and “I enjoy eating at various
food establishments in malls.” Categorization of narratives regarding the convenience of
product availability for comparison as a factor for mall visits led to the inclusion of “I go to
shopping malls because I like to compare different brands of products.”
Another dominant theme that became evident in reviewing the transcripts was
“inflexible return policies.” One of the respondents mentioned, “I think shopping from mall
A is great, but I wish the return policies of stores were a little more accommodating.”
Another respondent had a similar comment, “Oh the return policy, no such thing exists in
that mall, they need to come a long way in that regard.” Hence, an item “I am satisfied with
the return policies of stores in malls” was added in section III of the survey instrument (see
Appendix L).
Results of the focus group interviews helped in clearly defining the meaning of social
groups. Based on the transcripts, the items of the R-I-C scale were adapted to include family
for relational-self and friends for collective-self. Last, results of the interviews illustrated
time and money as major decision controlling factors. Thus, the perceived behavioral control
(PBC) scale was modified in the final survey. Based on the scale developed by Shim et al.
(2001) in which the PBC measurement provided reliability of .85, three items were
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developed to measure a subject’s perception of the ease of selecting malls and resources (i.e.,
time and money) to spend in malls. For this section, the respondents were asked to indicate
their responses on a seven-point Likert-type scale ranging from strongly disagree (1) to
strongly agree (7). The reliability of this scale is reported to be 0.73 (Shim et al., 2001).
Sample Characteristics
Of the 845 mall shoppers that were approached for the mall-intercept survey at
selected high-end malls in New Delhi, India, 427 participated for a response rate of 50.5%.
Of the completed surveys, 301 were deemed complete and useable for data analysis after the
exclusion of the questionnaires with missing data (n=126). A description of the sample
including respondents’ demographic profiles, frequency of visits to malls, and activities
performed in malls follows.
Demographic Profile of Sample
A demographic profile of the sample is summarized in Table 4.1. The majority of
respondents were male (52.2%). The mean age of respondents was 30 with ages ranging
from 21–60 years. Most respondents had received postgraduate college degrees (52.8%).
Less than 10% had only undergraduate degrees. Nearly one-third of the respondents (22.6%)
had earned postgraduate diplomas, and 4.3% had received PhD degrees. Approximately 85%
reported their monthly family income to be between U.S. $2,500–$13,0001.
Additionally, the results of cross tabs analysis conducted between frequency of visit
and gender revealed that 54% of the male respondents visited the malls once every 15 days.
Of the female respondents, 52.2% visited the malls in India once a month. More than 50 %

1

Average monthly income in India (2008-2009) =$66 (Rs 3,116); where $1= Rs 47.12.

62

Table 4.1
Demographic Characteristics of Indian Mall Shoppers (N=301)
Variable

Description

Frequency

Percent (%)

Gender

Male
Female

157
144

52.2
47.7

Age

21–26
27–33
34–40
41–46
47–53
Others

101
151
41
5
3
0

33.6
50.2
13.6
1.70
1.00
0

Marital Status

Single
Married

162
139

53.8
46.2

Level of Education

High School
40
Undergraduate
21
Post graduate Degree 159
Post Graduate
68
Diploma
PhD
13

13.3
7.00
52.8
22.6

Monthly Family Income

Less than $2,500
$2,500-$13,000
$14,000-$28,000
$29,000-$41,000
$42,000-$54000
$55,000-67,000
Other

21
254
22
4
0
0
0

7.00
84.4
7.30
1.30
0
0
0

Frequency of Mall Visits

Once a week
Once every 15 days
Once a month
Rare

53
102
115
31

17.6
33.9
38.2
10.3

Activity

Window Shop
See People to Gather
about Trends
Enjoy Food
Relax and Not Shop
Relax and Shop
Physical Activity
Bargain

112
39

37.2
13.0

63
21
102
1
3

20.9
7.00
33.9
0.3
1.00

4.30
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of the respondents who visited Indian malls once a week were in the age group of 27–33
years. The most frequently reported reason for visiting malls by Indian males was shopping
and relaxing.
Exploratory Factor Analysis
Exploratory factor analysis (EFA) is a statistical technique used to reduce data to a
smaller set of summary variables and to explore the theoretical structure of the phenomena.
In order to determine underlying dimensions of multi-item measurement scales used in this
study, principal components analysis with varimax rotation using SPSS 18.0 was performed
for all constructs in the analysis: cultural-self, motivations, attitudes, subjective norms,
perceived behavioral control, and patronage intentions for mall shopping. Minimum
eigenvalues of 1.0 were used to determine the number of factors for each scale. Item loading
above 0.50 on a single factor was retained (George & Mallery, 2007). Internal consistency of
multiple indicators was examined using Cronbach’s standardized alpha. A Cronbach’s alpha
of 0.70 was considered acceptable benchmark for determining the internal reliability of scale
items (Nunnally & Bernstein, 1994; Robinson, Shaver, & Wrightsman, 1991).
Cultural-self. Factor analysis of the 24 measurement items included in the
cultural-self scale revealed three factors that accounted for 79.66% of the variance. Table 4.2
presents the results of the factor analysis and a detailed description of each item for each of
the three factors. Factor loadings ranged from .62 to .82. The first factor consisted of eight
items that measured the importance of self such as personal integrity, knowing your own self,
possessing individual will, being true to oneself, personal responsibility for a task, doing
things for one’s own self, importance of decisions for self, and concerns about will and ego.
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Table 4.2
Results of Factor Analysis and Descriptive Statistics of Cultural-self of Indian Mall Shoppers
(N=301)
Mean1

S.D

Factor Loadings

I think it is important in life to have personal
integrity/be true to myself.

4.63

2.02

0.76

If I had children I would teach my children to
know themselves and develop their own potential
as a unique individual.

4.89

1.56

0.75

I regard myself as someone with his or her own
individual will.

4.66

1.66

0.73

I think an individual can attain happiness by being
true to one-self.

4.72

1.53

0.69

I would regard someone as being trustworthy if he
or she takes personal responsibility for an assigned
task until it is completed.
The most satisfying activity for me is doing
something for myself.
When faced with an important personal decision to
make I ask myself what I really want to do most.
I am most concerned about my relationship with
myself (I have to come to agreement with my own
will and ego).
Eigenvalue= 4.12
Cronbach’s alpha=0.74
Total Variance Explained=30.74%
Relational-self

4.58

1.58

0.71

4.74

1.56

0.66

4.88

1.62

0.69

4.71

1.79

0.75

I think it is most important in life to have good
personal relationships with people who are
important to me.
If I had children I would teach my children to be
caring to their (lover, significant other, wife or
husband, parents) and attentive to their needs.

5.05

1.44

0.64

4.92

1.43

0.62

Factor Titles and Items
Individual-self

1

Items score range from 1 (Not Important at all) to 7 (Extremely Important)
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Table 4.2 (continued)
Mean 1

S.D

Factor Loadings

I regard myself as a good partner/a good child to
my parents.

4.93

1.39

0.63

I think an individual can attain happiness by being
true to people with whom one has personal
relationships (people here are referred to as wife or
husband, lover, significant other or parents).

5.03

1.43

0.67

I would regard someone as being trustworthy if he
or she gets along well with other members of
family and co-operates.

4.72

1.34

0.65

The most satisfying activity for me is doing
something for someone who is important to me
(wife/husband, significant other).

5.00

1.49

0.74

When faced with an important personal decision to
make I talk with my partner (wife, husband, lover,
significant other).

4.95

1.96

0.67

I am most concerned about my relationship with a
specific person like wife, or husband, lover,
significant other.

5.04

1.43

0.63

It is important in life to work for the causes to
improve the well being of my friends.

4.63

1.53

0.67

If I had children I would teach my children to be
loyal to the group of friends to which they belong
and associate with the most

4.25

1.58

0.68

I regard my-self as a good member among my
group of friends

4.87

1.33

0.70

I think an individual can attain happiness by being
true to group of friends.

4.71

1.36

0.69

I would regard someone as being trustworthy if he
or she works for the development of stronger
friendship bonds.

4.31

1.39

0.71

Factor Titles and Items
Relational-self (continued)

Eigenvalues=1.41
Cronbach’s Alpha=0.70
Total Variance Explained=25.44%
Collective–self
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Table 4.2 (continued)
Mean 1

S.D

Factor Loadings

The most satisfying activity for me is doing
something for my friends.

4.68

1.38

0.61

When faced with an important personal decision to
make, I talk to friends.

4.74

1.31

0.72

I am most concerned about my relationship with
my friends.

4.72

1.38

0.60

Factor Titles and Items
Collective–self (continued)

Eigenvalue = 1.35
Cronbach’s alpha = 0.73
Total Variance explained = 13.05%
This factor was named Individual-self. Cronbach’s alpha reliability of the items included in
this factor was 0.74.
The second factor consisted of eight items that measured the importance of significant
other, husband or wife, family member, and was named Relational-self. The third factor
consisted of eight items that measured the importance of friends in an individual’s life; this
factor was named Collective-self. The Cronbach’s alpha reliability of the items was
respectively 0.70 and 0.73. The labels of individual-self, relational-self, and collective-self
used for the three factors were based on the use of these terms in the literature on culture.
Overall, respondents exhibited positive reflections of what was important to them as
an individual. The most important things for respondents in this study were their
relationships with a specific person such as wife/husband, lover, or significant other, and
family member (M=5.04), and doing something for someone who is important to them
(M=5.00).
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Motivations. Factor analysis in research is a technique that allows for reduction of
data set with a large number of variables to one with a smaller and more meaningful number
of factors (Gray, 1997). Principal component analysis with varimax rotation of 35
motivational items about Indian mall shoppers revealed 12 factors with spurious factor
loadings. Therefore, a higher order factor analysis was performed on the multi-item
motivation scale. The higher order factor analysis is described as follows. Conceptually, the
argument for higher order factor analysis is a logical outgrowth of the use of oblique
transformations (Wind, Green, & Jain, 1973).
In order to reduce the data, higher order factor analysis requires the first order factors
to be rotated obliquely. This yields a correlated factor matrix, which in turn is used as matrix
of associations, or input for, second order factor analysis (Victoria, 1999). From this factor
X factor matrix of associations, second-order factors are extracted (Gray, 1997). This reassociation of the first order factors redistributes the variance contributed by the variables to
the factors in such a way that yields a more understandable structure. The factors that are
extracted from such an analysis are called second-order factors. Factoring of second order
factors would lead to higher order factors and so on (Wind, Green & Jain, 1973).
Figure 4.1 below represents one possible relationship between the original set of variables
and the factor orders.
It is important to note that when first order factors are rotated to do a hierarchical
factor analysis, an oblique rotation must be used so that the factors are allowed to be
correlated as orthogonal factors would not yield higher-order analysis (Cattell, 1965).
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Figure 4.1. Graphical representation of Second Order Factor Analysis
Based on the aforementioned concept, factor analysis with oblimin (oblique) rotation was
performed on 35 motivational items in the survey. Table 4.3 presents the KMO and
Bartlett’s test results for the first order factor analysis.
Table 4.3
KMO and Bartlett’s Test of Sphericity for First Order Factor Analysis of Motivations
Kaiser Meyer Olkin Measure of Sampling Adequacy
Bartlett’s Test of Sphericity

0.775

Approx. Chi square

24113.918

df

595
≤0.001

p

KMO measure of sampling produces a value of 0.775 (>0.5) which means that the
sample is adequate to perform factor analysis. The Bartlett’s test of sphericity (Sig. ≤0.001)
confirms the results of KMO. The direct oblimin first order factor analysis of items that
measured motivations revealed 12 factors that explained 62% of the total variance. The
eigenvalues ranged from 1.76–1.02. Table 4.4 represents the structure matrix of the first
order factor analysis. The factor structure matrix represents the correlations between the
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various items and the factors. Factor loadings below 0.60 were suppressed for clarity in
analyzing the results. Table 4.4 represents the structure matrix of the first order factor
analysis on motivational factors. The structure matrix reveals variegated item loadings on
the 12 factors after orthogonal rotation. This first order structure matrix is further factored.
The advantage of continuing the analysis beyond the first order factor analysis is in providing
a better understanding of the structure of relationship among factors. KMO and Bartlett’s
test of sphericity confirm the adequacy of the factors for second order factor analysis (see
Table 4.5).
Further, the second order analysis yielded four factors (see Figure 4.2 Appendix A)
that grouped the resulting 12 factors in the following pattern: factor 1 (1, 2, 9); factor 2 (4, 6,
12); factor 3 (5, 7); factor 4 (3, 8, 10, 11). Table 4.6 presents results of structure matrix of
the second order factor analysis on motivations. Building from the results of the second order
factor analysis, the four shopping motivations that emerged were: (a) Pleasure, (b) Variety
Seeking, (c) Economic, and (d) Role Shopping. The four factors measuring Indian
consumers’ motivations to shop or visit the malls and explained 44.6% of the total variance.
Table 4.7 presents the individual items that measure each of the aforementioned second order
motivational factors along with their overall mean, individual means, standard deviations,
eigenvalues, and variance explained by each of these factors.
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Table 4.5
KMO and Bartlett’s Test of Sphericity for Second Order Factor Analysis of Motivations
Kaiser Meyer Olkin Measure of Sampling Adequacy
Bartlett’s Test of Sphericity

0.674

Approx. Chi square

143.902

Df

66
<0.001

p

Table 4.6
Results of Structure Matrix of the Second Order Factor Analysis of Motivations (N=301)
Second Order (S.O) Factors
First Order Motivation Factors
Factor Score 1 (Pleasure)
Factor Score 2 (Self Enjoyment)

Pleasure

Variety

Economic Role shop

0.69
-0.65

Factor Score 3 (Pleasure in watching others)

-0.64

Factor Score 4 (Seeking Variety)

-0.75

Factor Score 5 (Economic Shopper)

0.77

Factor Score 6 (Product Variety)

0.69

Factor Score 7 (Bargain Hunter)

0.75

Factor Score 8 (Social Shopping)
Factor Score 9 (Enjoyment I)

-0.64
0.77

Factor Score10 (Role Shopping I)

-0.63

Factor Score11 (Role Shopping II)

-0.65

Factor Score12 (Diversity)

0.70
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Table 4.7
Results of Second Order Motivational Factors and Descriptive Statistics (N=301)

Factor Titles and Items

Mean1

S.D

Pleasure
Shopping in malls makes me feel like
I am in my own universe.
I find shopping in malls stimulating
for my senses.
I feel shopping in malls gives me a
thrill.
To me shopping in malls is a way to
relieve stress.
When I am in down mood, I go
shopping in malls to make me feel
better.
I go to shopping in malls when I
want to treat myself to something
special.
I enjoy spending time in malls.
Shopping in malls is one of the
enjoyable activities of my life.
I enjoy the décor of the malls.

4.89

1.31

4.48

1.33

4.65

1.32

4.96

1.32

4.78

1.22

4.67

1.31

4.23

1.23

4.00

1.15

4.47

1.13

Variety Seeking
I go to shopping malls because of
video games arcade.
I go to shopping malls because I like
to compare different brands of
products.
I go shopping in the malls to keep up
with new fashions.
I go to shopping malls to see what
new products are available.
I go to shopping malls to experience
new things.
I enjoy eating at various food
establishments in malls.
I go shopping in malls because of the
huge variety of products available.
1

3.92

1.56

4.74

1.39

4.91

1.49

4.75

1.59

4.45

1.50

4.62

1.65

4.57

1.58

Eigenvalue

Variance
Explained (%)

1.14

16.12

1.09

10.41

Items score range from 1 (strongly disagree) to 7 (strongly agree).
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Table 4.7 (continued)
Factor Title and Items

Mean 1

S.D

Economic Motivations
For the most part, I go shopping in
malls when there are sales.
I enjoy looking for discounts when I
shop in malls.
I enjoy hunting for bargains when I
shop in malls.

Role Shopping
I enjoy watching other people
having a good time in malls.
I enjoy socializing with friends
when I shop in malls.
I feel good when I buy things for
the special people in my life.
I go to shopping malls because
my kids enjoy in malls.
I like shopping from malls for
others because when they feel
good I feel good.
I enjoy shopping in malls for my
friends.

4.68

1.53

4.73

1.40

4.34

1.58

4.43

1.48

4.37

1.44

4.39

1.73

4.53

1.60

4.52

1.36

4.54

1.56

1.01

Variance
Explained (%)
9.12

1.00

8.85

Eigenvalue

The reliability statistics (Cronbach’s alpha) of these factors (Pleasure, Variety
Seeking, Economic Motivations, Role Shopping) were 0.67, 0.50, 0.35, and 0.31,
respectively. Although, it is a norm to report Cronbach’s alpha, there are issues with
interpreting Cronbach’s alpha reliability with categorical data (Afifi & Elashoff, 1963). The
low reliabilities of these individual subscales are a likely product of two factors: (a) reduced
scale length (shorter scales have lower reliability), and (b) the nature of the abilities
measured by the items. Scales with fewer items tend to have lower internal consistency. In
contrast to the low Cronbach’s alpha, the communality values of the second order factors are
high. Table 4.8 represents the communality values of first order motivation factors. The
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communality measures the percent of variance in a given variable explained by all the factors
jointly and may be interpreted as the reliability of the indicator. In complete principal
components analysis, with no factors dropped, communality is equal to 1.0 or 100% of the
variance of the given variable. In other words communalities represent the proportion of the
variance in the original variable that is accounted for by the factor solution (Gorsuch, 1983).
The factor solution should explain at least half of each original variable's variance thus,
communality values above 0.50 are generally considered to be a good indicator of reliability
of an item (Darlington, Wienberg & Walberg, 1973; Gorsuch, 1983). The communality
values for the first order motivations factors range from 0.59 to 0.71.
Table 4.8
Results of Communality Values of First Order Motivation Factors
Motivation Factors

Communality (h2)

Factor Score 1 (Pleasure)

0.69

Factor Score 2 (Self Enjoyment)

0.61

Factor Score 3 (Pleasure in watching others)

0.67

Factor Score 4 (Seeking Variety)

0.65

Factor Score 5 (Economic Shopper)

0.60

Factor Score 6 (Product Variety)

0.59

Factor Score 7 (Bargain Hunter)

0.64

Factor Score 8 (Social Shopper)

0.62

Factor Score 9 (Enjoyment I)

0.71

Factor Score 10 (Role Shopping I)

0.63

Factor Score 11(Role Shopping II)

0.72

Factor Score 12 (Diversity)

0.70
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Attitude. Indian consumers’ attitudes regarding shopping malls are represented in
this study by respondents’ belief about the importance and their affective satisfaction with
those attributes of malls they like to purchase from or visit. Principal component analysis
with varimax rotation was performed on 17 items that measured hedonic and utilitarian
attributes of malls in India. The analysis revealed two underlying factors that explained 56%
of the variance in attitudes toward shopping malls. Table 4.9 presents the results of factor
analysis and a detailed description of each item. Factor loadings ranged from 0.62 to 0.75.
The first factor consisted of 10 items that measured hedonic attributes of the malls such as
satisfaction with space of mall; number of specialty and department stores; decor;
atmosphere; entertainment features for kids, young adults, adults; courteousness of mall
personnel; and cleanliness. Hence, this factor was named Hedonic Attributes. Cronbach’s
alpha reliability of the items included in this factor was 0.78. The second factor included
seven items that captured Utilitarian Attributes of Indian malls. This factor includes items
such as: satisfaction with mall hours, availability of parking space, safety provisions in
parking of mall, return policies of stores in malls, location of mall from home, location of
mall from work, and quality of the products sold in malls. Items score range from
1(extremely unsatisfied) to 7(extremely satisfied).
Subjective norms. Subjective norms are defined as an individual's perceptions of
whether people important to the individual think the behavior should be performed.
According to Ajzen and Fishbein (1980), subjective norms can be calculated by multiplying
the normative beliefs (i.e., contribution of an opinion of any given referent) with the
motivation to comply with the wishes of that referent groups (parents, siblings, co-workers,
and friends).
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Table 4.9
Results of Factor Analysis and Descriptive Statistics of Attitudes Towards Attributes of
Shopping Malls (N=301)
Factor Loading
Factor Titles and Items
Mean1 S.D
Hedonic Attributes
I am satisfied with the spaciousness of the mall.
4.67
1.22
0.75
I am satisfied with the number of department stores 4.62
1.19
0.72
in the mall.
I am satisfied with the variety of specialty stores in
4.58
1.21
0.65
the mall.
I am satisfied with décor in malls.
4.72
1.31
0.79
I am satisfied with atmosphere of malls.
4.36
1.24
0.71
I am satisfied with selection of entertainment
4.41
1.34
0.65
features for children in malls.
I am satisfied with selection of entertainment
4.37
1.33
0.61
features for young adults in malls.
I am satisfied with courteousness of mall personnel. 4.18
1.48
0.63
I am satisfied with cleanliness of malls.
4.85
1.53
0.62
Eigenvalue = 3.53
Cronbach’s Alpha= 0.78
Total Variance explained=34.33%
Utilitarian Attributes
Mean1 S.D
Factor Loading
I am satisfied with mall hours.
4.69
1.31
0.62
I am satisfied with the availability of parking space
4.48
1.37
0.65
in malls.
I am satisfied with safety provisions of the parking
4.42
1.23
0.69
in malls.
I am satisfied with return policies of stores in malls. 4.30
1.35
0.75
I am satisfied with location of the mall as it is
4.49
1.46
0.63
convenient distance from home.
I am satisfied with location of mall as it is
4.47
1.49
0.72
convenient distance from work.
I am satisfied with the quality of products sold in
4.78
1.56
0.73
the malls.
Eigenvalue=3.33
Cronbach’s alpha= .70
Total Variance explained= 21.32%
1
Items scores range from 1 (Extremely Unsatisfied) to 7 (Extremely Satisfied)
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Hence, overall subjective norms can be expressed as the sum of the individual perception x
motivation assessments for all relevant referents. Normative beliefs about Indian consumers’
mall shopping behavior are represented in this study by respondents’ beliefs about whether
friends, co-workers, parents, or siblings of an individual think they should visit or purchase
from a particular mall. Following Fishbein and Ajzen’s formula (1980), weighted scores
were obtained through measures of salient referents multiplied by the corresponding
motivation to comply with those referents. Principal component analysis revealed one
underlying factor with four weighted subjective norm items. This factor accounted for 63%
of the total variance in norms related to shopping behavior and was labeled Subjective
Norms. Results of Pearson’s correlations revealed that all four items were correlated highly
(see Table 4.10). A Cronbach’s alpha of 0.82 was obtained for these items.
Table 4.10
Results of Descriptive Statistics and Correlation Matrix for Indian Consumers’
Subjective Norms Regarding Mall Shopping (N=301)
Itemsb

a

Weighted
Score Meana

S.D.

Correlations
2

My friends influence my decision to
visit/purchase from the mall.

4.85

1.57

1
1.00

3

My co-workers influence my
decision to visit /purchase from the
mall.
My parents influence my decision to
visit/purchase from the mall.
My siblings influence my decision to
visit/purchase from the mall.

4.54

1.32

.45**

1.00

5.92

1.54

.38**

.42**

1.00

3.33

1.61

.32**

.31**

.49**

4

1.00

The weighted score was obtained through measures of salient referents multiplied by the corresponding
motivation to comply with those referents; motivation to comply with referents items scores range from -3 (not
at all) to 3 (very much).
b
Items scores range from 1 (do not) to 7 (do).
** p≤ .01

79

Perceived behavioral control. Perceived behavioral control reflects respondents’
perceptions of ease of selection of the mall and resources’ (time and money) to spend at the
mall. This factor accounted for 44.3% of the total variance in perceived behavioral control.
Results from the KMO and Bartlett’s test of sphericity confirm the adequacy of data for
factor analysis is presented below.
Table 4.11
KMO and Bartlett’s Test of Sphericity for Perceived Behavioral Control
Kaiser Meyer Olkin Measure of Sampling Adequacy
Bartlett’s Test of Sphericity

Approx. Chi square
df
p

0.639
116.636
3
≤0.001

The first item regarding the ease of selecting the mall was found to have low internal
consistency within the factor. Results of Pearson correlations between the items revealed
that this item correlated with other items marginally. Thus, the item was excluded from
further analysis. Cronbach’s alpha reliability of .69 was obtained from the correlation
between the two items regarding resources (time and money) to spend at the mall (see Table
4.12).
Patronage intentions. Patronage intentions for this study, after factor analysis,
revealed two factors that explained 50% of the total variance. The first factor measured
consumers’ intentions to purchase from the malls. This factor was hence named Willingnessto-Buy. The internal consistency of these two items based on their correlation was estimated
to be 0.79, and a Cronbach’s alpha coefficient of 0.75 was obtained. Thus, these two items
were used to measure Indian consumers’ willingness-to-buy. The second factor measured
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Table 4.12
Results of Descriptive Statistics and Correlation Matrix for Perceived Behavioral Control
(N=301)

1

Items

Mean1

S.D

It is very easy for me to select the mall I want to
visit or buy from many malls in my city or region.

4.37

1.23

Correlations
1
2
1.00

I have the time to spend in shopping malls.

4.52

1.36

.17**

1.00

.22**

.53**

I have the money to spend in shopping malls.
4.78
1.17
Item score range from 1(strongly disagree) to 7(strongly agree); **p≤.01

3

1.00

re-patronage intentions of Indian consumers and consisted of four items that measured
consumers’ willingness to recommend a mall, possibility of their visiting, or using a mall. A
Cronbach’s alpha coefficient of 0.81was obtained for patronage intentions (see Table 4.13).
Overall Mean Scores for Research Variables
Descriptive statistics such as means, standard deviations, and the minimum and
maximum values of research variables are summarized in Table 4.14. Summated scores
were created for all research variables, and divided by the number of items included in the
variable. It was interesting to discover that Indian mall shoppers in this study possess
moderately high attributes of relational-self. This suggests that most Indian shoppers give
importance to their relationship with significant others, partners or lovers, or family members
(M=4.96). They consider relationships with family as their first priority. This is consistent
with “role shopping motivations” (visiting shopping malls because others in the family
enjoy); one of the themes that emerged in the focus group interview was that Indian mall
shoppers placed equal importance to hedonic and utilitarian attributes of the malls with
overall mean value of M =4.52. All scores are based on 7-point scales ranging from 1(not
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Table 4.13
Results of Factor Analysis and Descriptive Statistics of Patronage Intentions (N=301)
Factor Titles and Items

Mean1

Willingness-to-buy
The likelihood that I would shop in this mall is
4.10
very high.
I would be willing to buy merchandise at this
4.23
mall.
Eigenvalue =1.27
Cronbach Alpha= 0.75
Total Variance Explained= 32.16%
Intention to Revisit
I would be willing to recommend this mall to my
4.37
friends.
I am likely to use malls like (Select City Walk), or
4.40
similar malls in the future for shopping.
I will possibly use malls like (Select City Walk)
4.50
or similar malls in the future for shopping.
I have every intention of using malls like
4.82
(Select City Walk), or similar malls in the future
for shopping.
EigenValue=1.21
Cronbach’s alpha = 0.81
Total Variance Explained= 17.84
1
Items scores range from1 (strongly disagree) to 7 (strongly agree).

S.D

Factor Loading

1.68

0.86

1.48

0.82

1.55

0.62

1.13

0.81

1.06

0.66

1.45

0.69

important at all, strongly disagree, extremely unsatisfied, do not, not at all) to 7 (extremely
important, strongly agree, extremely satisfied, do, very much).
Correlations Among Research Variables
Pearson correlations were used to examine whether there was an association among
variables for the proposed model: individual-self, relational-self, or collective-self; pleasure;
product, economic, and role shopping motivations; attitudes towards hedonic, utilitarian
attributes; subjective norms; perceived behavioral control; and patronage intentions towards
mall shopping. All correlations were significant for hypothesized relationships (see Table
4.15). The correlation co-efficient reported in the table 4.15 describe the degree of
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Table 4.14
Overall Mean Scores of the Research Variables
Research
Variables
Individualself

Relationalself

Items

Min

Max

Mean

S.D

Overall mean response
• I think it is important in life to have personal
integrity/be true to myself.
• If I had children I would teach my children to know
themselves and develop their own potential as a
unique individual.
• I regard myself as someone with his or her own
individual will.
• I think an individual can attain happiness by being
true to one-self.
• I would regard someone as being trustworthy if he or
she takes personal responsibility for an assigned task
until it is completed.
• The most satisfying activity for me is doing
something for myself.
• When faced with an important personal decision to
make I ask myself what I really want to do most.
• I am most concerned about my relationship with
myself (I have to come to agreement with my own
will and ego).
Overall mean response
• I think it is important in life to have a good personal
relationship with people who are important to me.
• If I had children I would teach my children to be
caring to their lover, significant other, wife,
husband) and attentive to their needs.
• I regard myself as a good partner/good child to my
parents.
• I think an individual can attain happiness by being
true to people with whom one has personal
relationships (people here are referred to as wife or
husband, lover, significant other or parents).
• I would regard someone as being trustworthy if he or
she gets along well with other family members and
co-operates.
• The most satisfying activity for me is doing
something for someone who is important to me
(wife/husband, significant other).
• When faced with an important personal decision to
make I talk with my partner (wife, husband, lover,
significant other).
• I am most concerned about my relationship with a
specific person such as wife, husband, lover or
significant other.

1.25
1.00

7.00
7.00

4.73
4.63

1.67
2.02

1.00

7.00

4.89

1.56

1.00

7.00

4.66

1.66

1.00

7.00

4.72

1.53

1.00

7.00

4.58

1.56

1.00

7.00

4.74

1.62

1.00

7.00

4.88

1.62

1.00

7.00

4.71

1.79

1.10
1.00

7.00
7.00

4.96
5.05

1.49
1.44

1.00

7.00

4.92

1.43

1.00

7.00

4.93

1.39

1.00

7.00

5.03

1.43

1.00

7.00

4.72

1.34

1.00

7.00

5.00

1.49

1.00

7.00

4.95

1.96

1.00

7.00

5.04

1.43
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Table 4.14 (continued)
Research
Variables
Collectiveself

Pleasure
Motivation

Product
Variety

Items

Min

Max

Mean

S.D

Overall mean response
• It is important in life to work for the causes to
improve the well being of my friends.
• If I had children I would teach my children to be
loyal to the group of friends to which they belong
and associate with most.
• I regard my-self as a good member among my group
of friends.
• I think an individual can attain happiness by being
true to group of friends.
• I would regard someone as being trustworthy if he or
she works for the development of stronger friendship
bonds.
• The most satisfying activity for me is doing
something for my friends.
• When faced with an important personal decision to
make I talk to friends.
• I am most concerned about my relationship with
friends.
Overall mean response
• Shopping in malls makes me feel like I am in my
own universe.
• I find shopping in malls stimulating for my senses.
• I feel shopping in malls gives me a thrill
• To me shopping in malls is a way to relieve stress.
• When I am in down mood, I got shopping in malls to
make me feel better.
• I go to shopping in malls when I want to treat myself
to something special.
• I enjoy spending time in malls.
• Shopping in malls is one of the enjoyable activities
of my life.
• I enjoy the décor of the malls.
Overall mean response
• I go to shopping malls because of video game
arcade.
• I go to shopping malls because I like to compare
different brands of products.
• I go to shopping malls to keep up with new fashions.
• I got to shopping malls to see what new products are
available.
• I go to shopping malls to experience new things.
• I enjoy eating at various food establishments in mall.
• I go shopping in malls because of the huge variety of
products available.

1.18
1.00

7.00
7.00

4.10
4.63

1.41
1.53

1.00

7.00

4.25

1.58

1.00

7.00

4.87

1.33

1.00

7.00

4.71

1.36

1.00

7.00

4.31

1.39

1.00

7.00

4.68

1.38

1.00

7.00

4.74

1.31

1.00

7.00

4.72

1.38

1.18
1.00

7.00
7.00

4.57
4.89

1.26
1.31

1.00

7.00

4.48

1.33

1.00

7.00

4.65

1.32

1.00

7.00

4.96

1.32

1.00

7.00

4.78

1.22

1.00

7.00

4.67

1.31

1.00
1.00

7.00
7.00

4.23
4.00

1.23
1.15

1.00
1.22
1.00

7.00
7.00
7.00

4.47
4.56
3.92

1.13
1.54
1.56

1.00

7.00

4.74

1.39

1.00

7.00

4.91

1.49

1.00

7.00

4.75

1.59

1.00

7.00

4.45

1.50

1.00
1.00

7.00
7.00

4.62
4.57

1.65
1.58
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Table 4.14 (continued)
Research
Variables
Economic
Motivations

Role
Shopping

Hedonic
Attributes

Utilitarian
Attributes

Items

Min

Max

Mean

S.D

Overall Mean Response
• For the most part, I go shopping in malls when there
are sales.
• I enjoy looking for discounts when I shop in malls.
• I enjoy hunting for bargains when I shop in malls.

1.20
1.00

7.00
7.00

4.58
4.68

1.50
1.53

1.00

7.00

4.73

1.40

1.00

7.00

4.34

1.58

Overall Mean Response
• I enjoy watching other people having a good time in
malls.
• I enjoy socializing with friends when I shop in
malls.
• I feel good when I buy things for the special people
in my life.
• I go to shopping malls because my kids enjoy in
malls.
• I like shopping from malls for others because when
they feel good I feel good.
• I enjoy shopping in malls for my friends.

1.50
1.00

7.00
7.00

4.46
4.43

1.53
1.48

1.00

7.00

4.37

1.44

1.00

7.00

4.39

1.73

1.00

7.00

4.53

1.60

1.00

7.00

4.52

1.36

1.00

7.00

4.54

1.56

Overall Mean Response
• I am satisfied with the spaciousness of the mall.
• I am satisfied with the number of department stores
in the mall.
• I am satisfied with the variety of specialty stores in
the mall.
• I am satisfied with décor in malls.
• I am satisfied with atmosphere of malls.
• I am satisfied with selection of entertainment
features for children in malls.
• I am satisfied with selection of entertainment
features for young adults in malls.
• I am satisfied with courteousness of mall personnel.
• I am satisfied with cleanliness of malls.

1.05
1.00

7.00
7.00

4.52
4.67

1.32
1.22

1.00

7.00

4.62

1.19

1.00
1.00
1.00

7.00
7.00
7.00

4.58
4.72
4.36

1.21
1.31
1.24

1.00

7.00

4.41

1.34

1.00
1.00
1.00

7.00
7.00
7.00

4.37
4.18
4.85

1.33
1.48
1.53

Overall Mean Response
• I am satisfied with mall hours.
• I am satisfied with the availability of parking space
in malls.
• I am satisfied with safety provisions of the parking
in malls.
• I am satisfied with return policies of stores in malls.
• I am satisfied with location of the mall as it is
convenient distance from home.
• I am satisfied with location of mall as it is
convenient distance from work.
• I am satisfied with the quality of products sold in the
malls.

1.10
1.00

7.00
7.00

4.52
4.69

1.40
1.31

1.00

7.00

4.48

1.37

1.00

7.00

4.42

1.23

1.00

7.00

4.30

1.35

1.00

7.00

4.49

1.46

1.00
1.00

7.00
7.00

4.47
4.78

1.49
1.56
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Table 4.14 (continued)
Research
Variables
Subjective
Norms b

Items

Min

Max

Mean

S.D

Overall Mean Response
• My friends influence my decision to visit/purchase
from the mall.
• My co-workers influence my decision to
visit/purchase from the malls.
• My parents influence my decision to visit/purchase
from the malls.
• My siblings influence my decision to visit/ purchase
from the mall.

8.75
15

21.0
21.0

4.66
4.85

1.51
1.57

8

21.0

4.54

1.32

21

21.0

5.92

1.54

0

21.0

3.33

1.61

Perceived
Behavioral
Control

Overall Mean Response
• I have the time to spend in the malls.
• I have the money to spend in the malls.

1.20
1.00
1.00

7.00
7.00
7.00

4.65
4.52
4.78

1.27
1.36
1.17

Willingnessto-buy

Overall Mean Response
• The likelihood that I would shop in this mall is very
high.
• I would be willing to buy merchandise from this
mall.
Overall Mean Response
• I would be willing to recommend this mall to my
friend.
• I am likely to use malls like Select City Walk or
similar malls in the near future.
• I will possibly use malls like Select City Walk or
similar malls in the near future.
• I have every intention of using malls like Select City
Walk or similar malls in the future for shopping.

1.03
1.00

7.00
7.00

4.17
4.10

1.58
1.68

1.00

7.00

4.23

1.48

1.23
1.00

7.00
7.00

4.52
4.37

1.30
1.55

1.00

7.00

4.40

1.13

1.00

7.00

4.50

1.06

1.00

7.00

4.82

1.45

Patronage
Intentions

b

The weighted scores was obtained through measures of salient referents ranging from 1 to7
multiplied by corresponding motivation to comply with those referents ranging from -3 (not
at all) to 3 (very much).

relationship between indicators of cultural-self, motivations, attitude towards mall attributes,
subjective norms and perceived behavioral control. As a case in point the correlation
coefficient between dimensions of cultural-self and perceived behavioral controls (PBC) was
insignificant. This result confirms that there is no relationship between cultural-self and
PBC. Results of the correlation matrix were used to establish construct validity. Measures of
constructs that theoretically should be related to each other are, in fact, observed to be related
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to each other convergence between similar constructs (indicators of cultural-self, i.e.,
individual-, relational- and collective-self dimensions correlate highly).
Confirmatory Factor Analysis
To assess the dimensionality obtained in exploratory factor analysis (EFA), individual
constructs were subjected to confirmatory factor analysis (CFA). The aim of the CFA was to
cross-check construct dimensionality and, to provide partial assessment of model fit. All
measurement items from the EFA were entered into the analysis by respective construct. A
standard procedure was used for model assessment (Anderson & Gerbing, 1998). First, fit
statistics were checked to evaluate model fit. The chi-square statistic is an absolute measure
of model fit (Snedecor & Cochran, 1989). Although useful as general fit indictor, it is biased
in the case of large samples (200 or >), complex models, and models with large number of
indictors (Hoelter,1983). Since these conditions apply to the present model, alternative fit
indices were also referenced. A particularly meaningful index of absolute fit is the Root
Mean Square Error of Approximation (RMSEA). The RMSEA measures how well the
model would fit the population covariance matrix, if available. Index values less than .05
indicate good fit, while those ranging .08 to .10 are moderately acceptable (Byrne, 1998).
The next level of model assessment employed incremental fit indices. Commonly reported
incremental fit indices in Mplus statistical analysis software include (Muthén & Muthén,
2000) the Comparative Fit Indices (CFI), and Tucker-Lewis Indices (TLI). Perfect fit for
incremental indices is 1.0. If the CFI is less than one, then the CFI should always be greater
than the TLI (Bentler,1990).
Next, item to factor loadings were assessed. Presence of positive and significant item
to factor loadings supports convergent validity in the measurement model (Anderson &
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David, 1991). Modification indices were checked for item to factor cross-loading to assure
discriminant validity. Standardized residual are considered large if they exceed 2.58, and
problematic if they form a pattern of error among other indicators (Byrne, 1998). No such
items with high error terms and cross-loadings were observed in the results. This step
provided an assessment of the construct validity (Cronbach & Meehl, 1955). Results of
confirmatory factor analysis by construct are shown in Appendix B (Tables1 through 6). The
resulting item scales for each construct were assessed for internal consistency using
composite scale reliability and average variance extracted. Scales for each of the latent
variables exceeded minimum levels (0.70) of acceptable composite reliability (Nunnally,
1978). Average variance extracted also exceeded the minimum standard of 0.50 (Hair,
Anderson, Tatham, & Black, 1995).
Model Testing
The first step in testing the hypothesized model for this study was to specify and test
the measurement model. All variables (cultural-self, motivations, attitudes, and patronage
intentions subjective norms and perceived behavioral control) were specified as the latent
variables.
Measurement Model Testing
A measurement model is based on Confirmatory Factor Analysis (CFA). When
estimating a measurement model, it is first necessary to specify the model based on theory
(i.e. specify which indicators measure which latent variables). A final level of confirmatory
factor analysis was subsequently conducted with all constructs that comprised the full
measurement model (see Figure 4.3 Appendix C). The model contained all six latent
constructs and their indicator variables. This analysis assessed the relationship of constructs

89

contained in the model. Byrne (1998) supports this approach, suggesting that assessment of a
full confirmatory factor analysis allows for overall evaluation of construct relationships and
model fit. Based on this assessment, one can have more confidence in findings related to the
hypothesized structural model.
It is imperative to note that the measurement model was specified with correlations
between cultural-self, motivations, attitudes, and subjective norms. There are two plausible
explanations to the aforementioned step: 1) individual hypotheses specified had both positive
and negative relationships between indicators of these latent variables construct; 2)
specifying the model with correlations of latent variables resulted in a better fit of the
measurement model. This approach of specifying correlations is acceptable and is predicated
on the notion that correlations provide evidence of a common nomological network
(Cronbach & Meehl, 1955).
A nomological network is a foundational concept used to establish construct validity.
The laws in nomological network may relate a) observable variables or indicators to each
other; b) latent variable constructs to each other, c) latent variables constructs to observables
or indicators (Cronbach & Meehl, 1955). Hypotheses 1, 2 and 3 in the measurement model
follow the sequence specified in the Theory of Planned Behavior (TPB). Thus, construct
validity was verified through a nomological network based on correlations obtained between
cultural-self, motivations, attitudes, and subjective norms in addition to the causal
relationships between attitude, subjective norms, perceived behavioral control and patronage
intentions. CFA Results of the full measurement model are presented in table 4.16.
Identification issues resulted in initial non-convergence of the measurement model.
Constructs containing fewer than two averaged indicators (Subjective Norms: single
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indicator with four items; Perceived Behavioral Control: single indicator with two items)
contributed to the non-convergence. To rectify this problem, both the aforementioned
construct were specified with individual items rather than summated indicators. All
standardized residual variances were below 2.58 (Byrne, 1998; Bollen, 1989). Results of the
CFA for the full measurement model indicated acceptable fit (106.52, df= 63, p= <0.001),
CFI= 0.95, TLI=0.91 and RMSEA= 0.047).
Table 4.16
Full Confirmatory Factor Analysis of Measurement Model: Cultural-self, Elements of the
Theory of Planned Behavior and Patronage Intentions of Indian Mall Shoppers
Construct
Cultural-self

Motivation

Attitudes
Subjective
Norms

Perceived
Behavioral
Control
Patronage
Intentions

Indicator
Variables
Y1
Y2
Y3
Y4
Y5
Y6
Y7
Y8
Y9
Y10

S.E

t-value

p-value

0.82
0.77
0.67
0.75
0.72
0.74
0.66
0.84
0.79
0.69

0.024
0.044

35.99
13.00

≤0.001
≤0.001

0.034
0.056
0.038

21.28
13.20
17.77

≤0.001
≤0.001
≤0.001

0.033

23.97

≤0.001

Y11
Y12
Y13
Y14

0.79
0.73
0.76
0.71

0.051
0.056
0.052

15.47
13.03
14.67

≤0.001
≤0.001
≤0.001

Y15
Y16

0.73
0.72

0.025

29.33

≤0.001

Y17

0.81

0.049

16.88

≤0.001

Β
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Structure Model Testing
A latent variable model is a possibly nonlinear path analysis or graphical model. In
addition to the manifest variables, the model includes one or more unobserved or latent
variables representing the constructs of interest (Bartholomew & Knott, 1999; Skrondal &
Hesketh, 2004). The latent variable structural model (see Figure 4.4 Appendix D) in this
study consisted of cultural-self as exogenous variables. Latent variables such as motivation,
attitude, subjective norms, perceived behavioral controls, and patronage intentions were
included as the endogenous variables. Gender and age were included as moderator variables
in the model. Causal model analyses were conducted by maximum-likelihood estimation
procedures using Mplus version 6 statistical software (Muthén & Muthén, 2000).
Standardized path coefficients and t-ratios for each path along with the fit indices are
presented in Table 4.17. Squared multiple correlation values (R2) for endogenous constructs
ranged from 0.19 to 0.39. The results of the structural model analysis revealed that all of the
hypothesized paths, with some minor exceptions, were as predicted. The beta weights were
statistically significant at α =0.001 (one tailed test).
The overall fit of the model was assessed by Chi-square statistics; the comparative fit
index (CFI), Tucker-Lewis index (TLI), and the root mean square error of approximation
(RMSEA) were examined. Criteria used for assessing model fit analyses were that all
indices yielded fit of 0.90 or greater for the CFI, TLI, and below .05 for the RMSEA (Hu &
Bentler, 1999; Kline, 2007). The results revealed a Chi-square ( 2) of 196.45 (df = 75,
p≤0.001), CFI= 0.731, TLI= 0.622, and RMSEA = 0.0705. These fit indices indicated only
marginal fit of the initial hypothesized model to the data. The results of each hypothesis test
are presented in Table 4.18. The effects of gender (hypothesis 2a; 2b) and age (hypothesis
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Table 4.17
Standardized Path Coefficients with t-ratios for the Structural Model
Hypothesis

Paths From

Paths To (Indicators)

R2 **

β

S.E

t-value

p-value

1a

Individual-self

0.39

0.23

0.02

11.65

<0.001

1b

Relational-self

Utilitarian
Motivations
Hedonic Motivations

0.29

0.44

0.03

14.55

<0.001

1c

Collective-self

Hedonic Motivations

0.36

0.34

0.04

8.41

<0.001

4a

Individual-self

Utilitarian Attributes

0.19

4b

Relational-self

Hedonic Attributes

0.22

0.23
3
0.37

0.03
20.04

4c

Collective-self

Hedonic Attributes

5a

Individual-self

5b

4
0.31

7.92

<0.001

9.77

<0.001

6.42

<0.001

Subjective Norms*

0.05
-0.25 00.04

-6.21

<0.001

Relational-self

Subjective Norms

0.32

0.06

5.52

<0.001

5c

Collective-self

Subjective Norms

0.69

0.11

6.29

<0.001

6

Subjective
Norms

Attitudes

0.25

0.11

0.23

0.022

7

Subjective
Norms
Attitudes

PBC

0.11

0.22

0.51

0.018

0.21

0.03

7.07

<0.001

8

Patronage Intentions

0.25

0.37

9

Subjective
Patronage Intentions
0.19 0.05
3.85
<0.001
Norms
10
PBC
Patronage Intentions
0.34 0.04
8.45
<0.001
* Negative relationship was hypothesized
**Variance explained in each of the latent variable constructs due to the independent variables
p-value ≤ 0.01 (one tailed test); PBC : Perceived Behavioral Control

3a; 3b) as moderator variables were tested using multi-group analysis technique; hence, the
results of the aforementioned hypotheses are discussed separately.
In order to test the gender and age differences, a multi-group comparison technique
was followed. A multi-group comparison technique consists of three steps: (a) estimating the
model across each group (unconstrained); (b) estimating the model across each group,
constraining the path coefficients to be equal (constrained model); and (c) comparing model
fit of the constrained model to the unconstrained model. The differences in Chi-square (∆

2

)
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statistics and in changing degrees of freedom between the unconstrained and constrained
models were identified. Observed significant differences in (

2

) were analyzed for their

significance value in order to support the hypothesis (see Table 4.18).
To test the results for gender differences in relationship between motivations and
cultural-self, constrained and unconstrained models were run for males and females
respondents in the study. To test the results for age, it is important to note that the data
(N=301) was divided into two groups based on the results of the descriptive statistics. These
two groups were age <30 (younger) and age > 30 (older) [30 yrs being mean age of the
respondents]; since there were only three cases in the age group 47–53, it seemed appropriate
to separate the age group as aforementioned. Based on the results of the difference in
Chi-square values, hypotheses 2 and 3 were not supported.
Table 4.18
Difference in Chi-square Statistics for Models Tested for the Effects of Gender and Age
Variable
Gender

Age

Model
Unconstrained

ᵪ2
178.524

df
89

p-value
<0.001

Constrained (all paths equal)

142.290

60

<0.001

Difference in values between
the models

∆ ᵪ2

∆df

p

36.466

29

0.19

Unconstrained

186.180

92

<0.001

Constrained (all paths equal)

144.401

61

<0.001

∆df

p

31

0.17

Differences in values between ∆ ᵪ2
the models
42.221
p-value ≤ 0.01 (one tailed test)
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Alternative Model Testing
According to Kline (2007), researchers should re-specify the model when the
researcher’s initial models do not correspond well to the data. In order to improve the fit of
the structural model, some of the paths between variables were fixed at 0 which indicated
that there is no relationship between the two variables. Fixing some paths at 0 in the analysis
of the hypothesized model improved the fit of the model. In order to analyze these paths and
discover if additional paths existed between variables, an alternate model was proposed and
analyzed for fit.
An alternative model (see Figure 4.5 Appendix E) was developed by deleting the nonsignificant paths from the hypothesized model and, based on the modification indices, adding
a new path between variables in the model. All changes made to the alternative model were
also consistent with the theories used to guide this study. The non-significant paths, as
determined through analysis of the hypothesized model, were deleted (subjective norms to
attitude and subjective norms to perceived behavioral control). In addition to the above,
gender and age as moderators were also removed from the model. The results of the
structural model analysis indicated the presence of a Heywood case (i.e., a negative residual
with the latent variable patronage intention). In order to solve the problem with the negative
residual on patronage intention, two approaches were implemented:
•

Constraining the residual of Patronage intentions to be at 1.

•

Constraining the residuals of the two indicators of patronage intention (i.e.,
Willingness-to-buy and revisit) by using 1.
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Structural equation modeling of the alternative model revealed a good fit to the data with
Chi-square ( 2) value of 69.18 (df= 44, p=<0.001), CFI= 0.972, TLI= 0.951, and RMSEA =
0.0408). Table 4.19 presents the results of the hypothesis testing in the alternative model.
Cluster Analysis
As a confirming step, cluster analysis was performed on each of the three components
of the cultural-self scale (i.e., individual-, relational-, and collective-self). This analysis was
conducted to glean more specific consumer profile information based on the cultural-self
dimensions. Added knowledge concerning consumers’ cultural orientations and shopping
behavior will not only enhance discussion of findings from the present study but also allow
for more targeted implications and recommendations for retailers and marketers serving the
Indian retail market.
Cluster analysis classifies a set of observations into two or more mutually exclusive
unknown groups based on combinations of interval variables. The purpose of cluster
analysis is to discover a system of organizing observations, usually people, into groups where
members of the groups share properties in common (Kaufman & Rousseeuw, 1990). The
goal is that the objects within a group be similar or related) to one another and different from
(or unrelated to) objects in other groups. Hierarchical cluster methods produce a tiered
arrangement of clusters from small groups of very similar items to large groups that include
more dissimilar items. Hierarchical methods are particularly useful in that they are not
limited to a predetermined number of clusters and can display similarity of samples across a
wide range of scales (Holland, 2006).
A prime reason for performing cluster analysis in this study was the researcher’s’ aim
of identifying heterogeneous groups of individuals based on dimensions of cultural-self. A
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Table 4.19
Standardized Path Coefficients with t-ratios for the Alternative Model
Hypothesis Paths From
1a

Relational-self

1b

Collective-self

1c

Individual-self

2a

Paths To
(Indicators)
Hedonic
Motivations

R2 **

β

S.E

t-value

0.34 0.39

0.04

9.75

pvalue
<0.001

0.41

0.06

6.83

<0.001

0.24 0.26

0.07

3.66

<0.001

Relational-self

Hedonic
Motivations
Utilitarian
Motivation
Hedonic Attributes

0.36 0.30

0.03

8.35

<0.001

2b

Collective-self

Hedonic Attributes

0.34

0.05

6.88

<0.001

2c

Individual-self

0.33 0.21

0.02

10.51

<0.001

3a

Relational-self

Utilitarian
Attributes
Subjective Norms

0.37 0.32

0.07

4.21

<0.001

3b

Collective-self

Subjective Norms

0.24

0.04

6.13

<0.001

3c

Individual-self

Subjective Norms*

-.16

0.03

-5.23

<0.001

4a

Attitude

Willingness-to-buy

0.32 0.73

0.07

10.89

<0.001

4b

Attitude

Revisit

0.35 0.56

0.07

7.56

<0.001

5a

Willingness-to-buy

0.16

0.05

3.11

<0.001

Revisit

0.13

0.03

4.23

<0.001

H6a

Subjective
Norms
Subjective
Norms
PBC

0.45

0.04

11.24

<0.001

H6b

PBC

Willingness-tobuy
Revisit

0.39

0.05

7.77

<0.001

H7a

Motivations

Willingness-to-buy

0.16

0.08

2.18

0.029

H7b

Motivations

Revisit

0.11

0.07

1.69

0.090

5b

*Negative relationship was hypothesized
**Variance explained in each of the latent variable constructs due to the independent
variables
p-value ≤ 0.01 (one tailed test); PBC: Perceived Behavioral Control
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hierarchical cluster analysis using Ward’s (1963) method produced five clusters. The first
cluster possessed characteristics from all three dimensions of cultural-self. Summated mean
scores of the three dimensions were calculated for each case that belonged to a respective
cluster or group. The researcher named the first cluster as “enthusiasts.” A total number of
68 (22%) cases were categorized under this group. The second cluster group scored high on
self-views and strongly believed that the self is generally dissimilar to others (M=5.11).
Hence this cluster was named “autonomous” (n= 75, 25%). The third cluster group of
individuals scored equally on relational- and collective-self dimensions. They place equal
importance to their relationships with family members (significant other, wife/husband,
lover, parents) and group of friends with whom they most frequently associate (n= 36,
11.9%). Therefore, summated mean scores for relational- and collective-self were calculated
for this group (M= 4.97). This group was referred to as the “sociables.” The fourth cluster
was comprised of cases that scored high on prioritizing their relationships with friends with
whom they most frequently associate. Thus, this group was referred to as “affables” (n=42,
13.9 %). The fifth cluster was named “family-oriented” (n = 80, 26.5%) as they scored high
on relational-self dimension (M>5.00), which means that they prioritize family bonds above
any other relationship. The five clusters were tested for group mean differences on
individual-, relational-, and collective-self using one-way analysis of variance (ANOVA)
(see Table 4.20).
The results of ANOVA F-tests confirmed differences between the clusters of
“enthusiasts,” “autonomous,” “sociables,” “affables,” and “family-oriented” on the
dimensions of individual-self (F 4,296= 396.33, p<.001), relational-self (F 4, 296=148,
p<.001), and collective-self (F 4,296= 65.443, p<.001) (see Table 4.20). Bonferroni post
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Table 4.20
One-way ANOVA for Cluster Analysis to Test for Differences among Five
Independent Clusters of Cultural-self (N=301)

Individualself

Relationalself

Collectiveself

Mean Square

F

p-value

4

105.256

396.335

<0.001

78.610

296

.266

499.634

300

Between
groups
Within
groups
Total

146.205

4

36.551

148.001

<0.001

73.102

296

.247

219.306

300

Between
groups
Within
groups
Total

66.902

4

16.726

65.443

<0.001

75.650

296

.256

Between
groups
Within
Groups
Total

Sum of
Squares
421.024

Df

300

hoc tests were used to evaluate significant differences in the clusters obtained. Based upon
post-hoc analyses, significant differences (p<0.00).were detected between the cultural self
dimensions.
Then a K-means (MacQueen, 1967) clustering procedure with initial seeds provided
by the hierarchical analysis solution confirmed the results obtained from hierarchical (Ward,
1963) method of obtaining clusters. The results of cluster analysis are reported in Table 4.21.
Bold type values presented in the table indicate a result that is significantly different from 0,
is significant at 0.001 level. The five resulting cultural-self profile clusters for Indian
consumers are described as follows:
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Family-Oriented
The first group of Indian mall shoppers is comprised primarily of females (53%)
above 30 years of age and scored highest on the relational-self dimension of cultural-self.
These consumers scored high on hedonic motivations; the highest association with role shop
motivations, followed by variety seeking and pleasure motivation.
Autonomous
This group of Indian mall shoppers reflected the second largest cluster (i.e., 25% of
all survey respondents). The autonomous shoppers scored below average (<0) on relationalself, collective-self dimensions of cultural-self indicating their priority on the self. Their
association with role shop motivations and subjective norms was also below average. This
group scored high on economic motivations (i.e., a utilitarian shopping motivation). Sixtytwo percent of the respondents in this group were males, and 63% were below 30 years of
age.
Enthusiasts
The third group of Indian mall shoppers, which made up 22% of all survey
respondents, scored above average (<0) on all three dimensions of cultural-self, as well as
pleasure motivation, variety seeking motivation, hedonic attributes, and subjective norms.
More than 50% of the respondents were above 30 years of age with the majority being males.
Affables
The fourth group of shoppers, which made up 13.9% of the respondents, scored the
highest on collective-self dimension, the second highest on variety seeking motivation,
followed by subjective norms, and hedonic attributes of the mall. The affables comprised of
56% of the males less than 30 years of age.
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Sociables
The final group of shoppers, which made up the lowest percentage (11.9%) of the
respondents, scored the lowest on utilitarian mall attributes, but above average on relational-,
collective-self, role shop motivations, hedonic mall attributes, and subjective norms. The
majority of the sociables were males below 30 years of age.
Managerial implications for retailers and mall managers of these clusters are
discussed in Chapter 5.
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CHAPTER 5. SUMMARY AND CONCLUSIONS
This chapter includes a summary of the research results. Based on the findings of this
study, conclusions, implications, limitations, and recommendations for future research are
discussed.
Summary of Research
An increase in the number of malls in India may be seen as an indicator growing
economic prosperity. These shopping malls provide entertainment and shopping to
consumers under one roof (Chugh, 2006). Although, the mall culture has gained popularity
in India, minimal information about the shopping motivations and patronage intentions of
Indian consumers exists. Based on market research reports on Indian consumers’ mall
shopping behavior (Ernest &Young , 2007; Sheth &Vital, 2007) and relevant literature in
consumer behavior and international retailing (Batra & Niehm, 2009; Halpete & Iyer, 2008;
Kaur & Singh 2007;), this study was undertaken to address the aforementioned gap.
The purpose of this study was to investigate Indian consumers’ motivations and
intentions to patronize contemporary retail formats, such as shopping malls. The study
attempts to explain the effect of cultural-self (Brewer & Chen, 2007) on Indian consumers’
shopping attitudes and subjective norms in addition to motivations on the intentions to
patronize malls in India. Specific objectives were to:
1. Identify variables that have potential impact on Indian consumers’ mall patronage
such as dimensions of cultural-self, motivational factors, attitudes towards mall
attributes, subjective norms of purchasing from malls, and perceived behavioral
controls over purchasing from malls.
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2. Propose and operationalize a model integrating the research variables.
3. Empirically test and evaluate the operational model empirically.
The main analysis in this study was based on data collected from Indian consumers
using a mall-intercept survey technique. Data were collected from shoppers present in four
different zones (i.e., north, south, west, and east) of New Delhi. Trained data collection staff
approached 845 Indian mall shoppers at the various malls in New Delhi. Of those, 427
respondents participated for a response rate of 50.5%, and 301 completed surveys were used
for the statistical analysis.
Two phases of data analysis were conducted: preliminary analysis and model testing.
Preliminary analysis of research data consisted of descriptive analysis, principal components
analysis, internal reliability assessment of research variables using Cronbach’s alpha
coefficients, and correlation analysis. To identify the dimensionality of the research
variables, principal axis with varimax rotation was conducted for multi-item research
variables: cultural-self, attitudes, subjective norms, perceived behavioral control and
patronage intentions and patronage intentions. Principal axis factor analysis for motivation
resulted in variegated factor loadings. Therefore, a second order factor analysis with oblimin
(oblique) rotation was deemed necessary in order to obtain factors for the latent variable
motivation. One possible reason for spurious loading could be the adequacy of the sample
size (N=301) for this study. Comfrey and Lee (1992) suggest that “the adequacy of sample
size might be evaluated very roughly on the following scale: 50–very poor; 100–poor;
200–fair; 300–good; 500–very good; 1000 or more–excellent” (p. 217). Gorsuch (1983, p.
332) and Hatcher (1994, p. 73) recommend a minimum subject to item ratio of at least 5:1 in
exploratory factor analysis (EFA), but they also have stringent guidelines for when this ratio
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is acceptable, and they both note that higher ratios are generally better. There is a widelycited rule of thumb from Nunnally (1978, p. 421) that the subject to item ratio for exploratory
factor analysis should be at least 10:1. Thus, the issue of clear factor loadings in first order
factor analysis for Indian shopper motivation could be explained by a comparatively low
subject to item ratio (9:1). Confirmatory factor analysis (CFA) for each construct and
measurement model testing was performed using Mplus version 6 statistical software
(Muthén & Muthén, 2000).
Model testing was conducted through two steps: structural model testing and
alternative model testing. Model testing was performed through maximum-likelihood
estimation procedures using Mplus version 6 statistical software (Muthén & Muthén, 2000).
In the first step, hypotheses were tested based on analysis of path coefficients. The second
step included re-specification and validation of an alternative model. The research variables
included in the analysis of the structural model testing were (individual-, relational-, and
collective-) dimensions of cultural-self. The four indicators of motivation (i.e., pleasure,
variety seeking, economic, and role shopping), the two indicators of attitudes towards
attributes of shopping mall (hedonic and utilitarian), the subjective norms, and the perceived
behavior control were included in the model. Latent variable patronage intentions with
indicators such as willingness-to-buy and revisit were included as the dependent variables in
the structural model. Categorical variables such as gender and age were used as moderator
variables. To assess overall fit of the hypothesized model to the data, Chi-square statistics
and fit indices—[comparative fit index (CFI), Tucker-Lewis fit index (TLI), and root mean
square error of approximation (RMSEA)]—were examined. Results indicated a
nonacceptable fit to the data, although the majority of hypothesized paths were statistically
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significant (p<0.001). Hypotheses 1a–1c focused on testing relationships among the
dimensions of cultural-self and Indian consumers shopping motivations. Hypotheses 2a, 2b,
3a, and 3b explored the moderation effect of gender and age on the relationship between
cultural-groups and motivations. The results of multi-group analysis—the difference in the
chi-square values of males/females (for gender), younger (>30) / older (<30) for age—were
not significant. Hence, these hypotheses were not supported.
Hypotheses 4a–4c and 5a–5c tested the relationship between dimensions of
cultural-self, attitude towards attributes of a shopping mall, and subjective norms,
respectively. As expected, in each of the aforementioned hypotheses, people who believed in
relational-self and collective-self related positively to the hedonic shopping motivations such
as pleasure, role shop, and variety seeking. It was also found that positive attitudes (H8),
believe in subjective norms (H9), and believe in possession of behavioral control (H10) had
significantly positive impacts on the mall patronage intentions of Indian consumers. The
results of hypotheses 8–10 are in accordance with the theory of planned behavior (Ajzen,
1991).
Due to lack of fit indicated in the initial stage of model testing, an alternative model
was developed by examining modification indices of the research variables, deleting nonsignificant paths and adding new paths to improve the fit. The re-specified model provided
much improved overall fit [Chi-square ( 2) of value of 69.18 (df= 44, p=<0.001), CFI=
0.972, TLI= 0.951, and RMSEA = 0.0408].
As a final step of assessment, cluster analysis was performed on each of the
dimensions of the cultural-self scale (i.e., individual-, relational-, and collective-self). This
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analysis provided targeted information regarding segments or clusters of Indian mall
shoppers based on the cultural-self dimensions.
Conclusions
A primary aim of this study was to examine the antecedents of mall shopping
behavior in India. Findings revealed that cultural-self, motivations, attitudes towards
attributes of mall shopping, subjective norms, and perceived behavioral control were all
important factors in predicting consumers’ willingness-to-buy and to visit Indian malls. To
reflect the cultural predispositions of Indian consumers, the multi-dimensional aspect of
cultural-self (i.e., individual- , relational-, and collective-self) was used to frame the study
along with theory of planned behavior (TPB) (Ajzen, 1988). Across many subfields in
psychology, there is a growing interest in understanding the influence of culture and cultural
differences in how people feel, think, and behave. An important contribution of this study is
the identification of cultural groups based on the dimensions of cultural-self. The results of
the cluster analysis revealed that the concepts of individualism and collectivism are not the
only cultural dimensions with which Indian consumers align their shopping motives (Bond,
2002; Earley & Gibson, 1998; Hofstede, 1994; Hui & Yee, 1994; Kagitcibasi, 1994;
Oyserman et al., 2002; Rohner, 1984; Triandis, 1994). The emergence of five cultural
clusters or groups in this study—“enthusiasts,” “autonomous,” “sociables,” “affables,” and
“family-oriented”—confirm the multidimensionality of the individualism-constructivism
construct (Bond, 2002; Fiske, 2002; Ho & Chiu, 1994; Oyserman et al., 2002; Triandis &
Gelfand, 1998).
Furthermore, the five distinct Indian consumer cultural segments or clusters that
emerged from the analysis provide valuable insight and information for retailers and
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marketers. The largest segment, the “family-oriented” (n=80, 26.5%), reported their
shopping motivations to be role shopping (M= 0.97724). Grounded in McGuire’s (1974)
collection of affiliation theories of human motivation, social or role shopping (family
oriented shopping) reflects consumers’ tendencies to be altruistic, cohesive, acceptance
seeking, and affectionate in interpersonal relationships (Arnold & Reynolds, 2003; McGuire,
1976; Westbrook & Black, 1985).
The second largest Indian consumer cluster, the “autonomous” (n=75, 25%), was
more closely aligned with economic shopping. They do not appear to be socially oriented,
are not interested in role playing, attach little value to seeking self-gratification, and are high
on budget shopping. They care least for the hedonic side of their shopping experience.
The third largest group of people, the “enthusiasts” (n= 68, 22%), identified pleasure,
variety seeking, and role shopping as important motivations. Like respondents in Babin et
al.’s (1994) study, the enthusiast respondents in this study recognized shopping as a selfgratifying, therapeutic activity. This also reflects the affiliation motive (Tauber, 1972)
whereby individuals seek to affiliate with friends and family and other shoppers because
shopping is treated as a social process. This suggests that these customers view mall visit
and shopping as an escape mechanism to get their minds off of their problems and as a way
for relieving stress and alleviating a negative mood. In addition, they continue to retain the
traditional lifestyle roles involved in caring for the household and family members
(Thompson, 1996).
The fourth group of Indian consumers, the “affables” (n=42, 13.9%), related
positively to variety seeking motivation. Variety-seeking in consumer behavior is defined as
the tendencies of individuals to seek diversity in their choices of goods and services (Kahn,
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1995). The most widely accepted theories describing variety-seeking behavior include
hedonic motivations (Kwon & Jain, 2009). This means that Indian affable shoppers reflect a
high need for stimulation and are more likely to engage themselves in exploration than those
with a low need for stimulation.
The smallest segment, the “sociables” (n=36, 11.9%), related positively to role shop
motivations. It was interesting, however, to find that their relationship with pleasure
motivation was non-significant. These results are generally consistent with the defining
characteristics of sociables as they give equal importance to friends and family.
Another interesting and surprising finding of this study was the non-significant effect
of moderator variables, such as gender, on the relationships between Indian cultural clusters
and motivations for mall shopping (∆ᵪ2 36.766, df= 29, p= 0.19). This finding is in
opposition to prior studies (Grewal, Baker, Levy, & Voss, 2003; Otnes & McGrath, 2001)
that found gender differences in mall shopping to be quite robust across cultures and product
categories (Cox & Dittmar, 1995; Dennis & McCall, 2005; Solomon & Schopler, 1982) in
previous studies. The results of this study are not congruent with past research that indicates
women find shopping and buying more satisfying and pleasurable or less dissatisfying or
irritating than do men. In the literature, women’s mall shopping motivations encompass
browsing and social interaction, thereby associating buying with leisure (Cody, Seiter, &
Miller, 1995; Fisher & Arnold, 1990). Shopping plays a stronger emotional, psychological,
and symbolic role for women compared with men (Dittmar & Drury, 2000; Nelson, 2000;
Noble, 2006). At the same time, men see shopping at the malls as work, and they want to
accomplish this task with a minimum of time and effort (Campbell, 1997; Dholakia, 1999;
Reid & Brown, 1996). The mall shopping culture is new to Indian consumers. Perhaps as
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the format matures, a similar study may yield different results. Since this study did not
merely focus on cross-sectional comparison between genders, further investigation is
warranted.
The hypothesized differences in mall shopping motivations by age did not prove to be
significant (∆ᵪ2 42.221, df= 31, p= 0.17). This study failed to statistically distinguish Indian
mall shopping motivations by age. Data for the age groups were divided into two groups,
less than 30 years old and 30 or more years. It may be difficult to conceptually reveal these
differences in highly skewed data with a younger population, suggesting further study of
Indian shoppers using a more diverse sample of consumers.
In addition to the cultural-self, this study is also framed by the theory of planned
behavior (TPB). The TPB has been applied extensively in the U.S. and other western
countries; there is little empirical evidence to support its validity in other cultural groups,
especially the Indian market. Overall results from this study confirm the applicability of
elements of the theory of planned behavior in a non-western cultural context. As proposed
by Ajzen (1991) attitudes, subjective norms, and perceived behavioral control were important
predictors of behavioral intentions related to Indian consumers’ mall shopping preferences
and behaviors.
Among the three antecedents of patronage intentions towards malls in India (i.e.,
subjective norms, attitude towards mall attributes, and perceived behavioral control),
perceived behavioral control had the highest effect on purchase intention (β=0.34, t= 8.45),
followed by attitude (β=0.21, t= 7.07), and then subjective norms (β= 0.19 t= 3.85). The
results indicate that having resources such as money and time to spend at the mall are more
critical factors for Indian consumers. This finding corresponds to Shim et al. (2001), who
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confirmed that PBC has a greater effect on purchase intentions than does attitude. In
addition, the results of this study also concur with numerous studies that have proven the
significance of attitude over importance to subjective norms (Chung & Pysarchik, 2000;
Shen, Dickson, Lennon, Monalto, & Zhang, 2003; Summers, Belleau, & Xu 2006). In other
words, consumers in India preferred going to malls because of their satisfaction with
attributes of the malls. Indian consumers’ visits to malls were least dependent on the
wishes/opinions of referent groups such as siblings, parents, and co-workers. In the
alternative model, additional paths were added from shopping motivation to
willingness-to-buy and revisit was added to see the relationship between these research
variables. By adding these paths, fit of the alternative model improved, however, both paths
were found to be statistically non-significant.
Implications
This study was an initial attempt to systematically understand Indian consumers’ mall
patronage intentions by simultaneously examining the influence of cultural-self aspects. The
cultural-self perspective is unique to the literature in its application to the study of Indian
consumers approach. Such an approach is critical as ‘‘it is unwise to blindly apply a
particular business intelligence model to understand consumer behavior without explicit
consideration of the cultural norms of the samples studied’’ (Malhotra & McCort, 2001, p.
259). The results of cluster analysis in the present study confirmed significant differences
among cultural groups of Indian consumers. From a managerial perspective, an
understanding of consumer profiling schemes will provide essential understanding of the way
contemporary Indian shoppers can be effectively segmented and targeted by retailers and
marketers.
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Results of this study provide a deeper understanding of the reasons Indian consumers
go shopping, and specifically why they patronize malls. Findings from this research yield
important insight for retailers’ strategic marketing activities directed toward different Indian
consumer groups. A conclusion from this research is that marketing communication for
different consumer groups could be enhanced by addressing the cultural-orientation,
mindsets, and shopping motives of Indian consumers. As a case in point, the segment of
“autonomous” Indian shoppers aligns with the functional or economic shopper reported by
Westbrook and Black (1985), who scored high on the motivation to search for the right
product and make product/price comparisons to obtain value. Marketing communication
messages with typical sales promotional offers and price reductions are likely to be very
effective for the autonomous segment of Indian consumers. This is because the price
promotion-based messages are likely to provide savings, quality, and convenience benefits to
these consumers, thus improving their overall mall shopping experience (Chandon, Wansink,
& Laurent, 2000; Davis, Inmam, & McAlister, 1992).
In contrast, the Indian “enthusiasts” customers appear to actively seek redress for
their problems. Thus, retail managers need to focus on improving store atmospherics,
introducing recreational and fun activities, and generally adding to the entertainment and
emotional worth of shopping experiences (Wakefield & Baker, 1998). The fact that this
segment attaches high importance to variety seeking role shopping along with the pleasure
dimension of shopping is strategically significant for retailers and mall managers in India.
Individuals driven largely by pleasure and family orientation are likely to value the hedonic
dimension of shopping and are also likely to focus on messages that are perceived as being
self-relevant and reflecting group idealism. This implies that retail managers would be wise
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to make ample space and time for shopping and for shopper interaction and engagement.
This could be achieved by improving the layout for food establishments and entertainment
areas for get-together activities within shopping malls. Furthermore, store managers can
place greater emphasis on training staff by encouraging them to develop personal rapport and
dialogue with such customers. The effectiveness of these strategies within the enthusiast
segment could be further developed by using messages that reflect the social dimension of
shopping, presenting it as a pleasurable, enjoyable, and family-oriented activity.
The next Indian consumer cluster, the “affables,” are customers who appear to
actively seek novelty/variety during their mall visits. They prefer activities they can indulge
in with their friends. Mall managers and retailers need to focus on improving store
atmospherics, introducing recreational and fun activities, and adding to the entertainment and
the emotional worth to address the needs and interests of this group (Wakefield & Baker,
1998). The fact that this segment attaches significant importance to actively engaging in
activities with friends during their mall visits is significant for retailers and managers.
Individuals driven largely by hedonism are likely to pay more attention to promotions that
involve their indulgence in activities with friends such as a chance to win a trip to a theme
park by buying a product.
The findings of this study provide a spectrum of meaningful implications for
practitioners. This study found that perceived behavioral control (PBC) was the most
important factor in explaining mall patronage intentions of Indian consumers. This finding
indicates that as the economy in India develops and the disposable incomes of the middle
class rises, consumers will have greater resources (i.e., money and time) and the ability to
spend more on brand name apparel goods; as such, they are more likely to frequent the malls.
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This finding is particularly important to U.S. and other global retail companies seeking
marketing opportunities in India. The results of this study on Indian consumers will help
retailers and marketers provide an effective consumer experience by developing
sales/strategy plans that would target specific customer clusters in India providing an indepth understanding of the consumer base in India.
Limitations of the Study
The study has several limitations that should be noted. Although care has been taken
to choose a representative and a large sample, sample results may still not reflect population
characteristics. Data for this study were collected from four popular malls in the north region
of India. This may cause a generalization issue due to a lack of external validity and using a
convenient and somewhat homogenous sample.
Although, an attempt was made to design a mall specific rather than a general
inventory of items for the various multidimensional constructs used in the study, these items
may not adequately reflect of the Indian consumers and their relationship with the mall
culture that is new in comparison to western and/or other Asian cultures. Second, although
mall attributes studied here were taken into consideration after an extensive literature review,
the possibility of a bias cannot be eliminated. Halo-effect is also a possible problem in the
attribute-evaluation scale. Halo-effect in consumer behavior is believed to occur “when
consumers assume that because one product is good or bad on particular characteristics, it
will be good/ bad on another characteristic” (Thorndike, 1920). If a respondent has a quite
positive or negative attitude towards one particular and important attribute of the malls, this
feeling may be projected to the other attributes covered by the scale.
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The data were collected using a mall intercept survey, which is considered another
limitation due to the inability to control acquiescence bias. Acquiescence bias is defined as a
response bias in which respondents have a tendency to agree with all questions that indicate a
positive association (Watson, 1992). In this study, acquiescence bias could have been a
possible problem in being able to generate true representative answers for the cultural-self
construct as the respondents may have agreed with all the questions to indicate a positive
connotation of collectivism and/ or relational-self.
Finally, an option for “not applicable” as an answer choice was not provided in the
mall-intercept survey. This may contribute to reducing missing values as well. In the event
of not providing the not applicable option, respondents might have been compelled to choose
any option when they were not able to find the exact answer reflecting their opinions. To
assess the answer scales accurately, it would have been better to provide a “not applicable”
option to avoid a biased data set.
Directions for Future Research
To improve its external validity, the hypothesized structural model should be tested
with consumers in diverse age groups in multiple cities in India (see Figure 4.4 in Appendix
D). An increase of the sample size and the diversity within Indian consumer sample is more
desirable. Longitudinal data collection is more reliable to interpret the findings from the
study. Because mall shopping behavior is subject to change in a country like India where it
is beginning to gain popularity, a longitudinal data collection method will be more reasonable
to investigate the causal relationship among cultural-self; mall shopping motivations and
patronage intentions; and collecting the dataset from more than one point of the time.
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Additionally, cultural clusters of Indian consumers on the basis of shopping
motivations, shopping value, and decision-making styles could prove to be significant
because most of the existing literature has sought to develop typologies of shoppers based
either on shopping motives, shopping values, or decision-making styles. A future study that
combines the three perspectives together to seek a better understanding of the reasons
consumers go shopping could benefit the marketers and mall managers to segment the
consumers in this growing economy.
The overall results from this study confirmed the applicability of elements of the
theory of planned behavior in a non-western cultural context. As proposed in the theory of
planned behavior (Ajzen, 1991), attitudes, subjective norms, and perceived behavioral
control were important predictors of behavioral intentions related to Indian consumers’ mall
shopping preferences and patronage intentions. There may be a gap, however, between
behavioral intentions and actual behavior. Therefore, future research could extend its scope
to examine subsequent actions and actual behavior.

Figure 4.2. Graphical representation of Second Order Dimensions of Motivations
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Appendix B
Results of Confirmatory Factor Analysis (CFA) by Each Construct
Table 1
Confirmatory Factor Analysis and Reliability Estimates for Cultural-self
Construct
Sub-scales

Parameter Standardized t-value Standardized
Estimate
Estimate
Residual Variance

Items

Individual-self C1a
C2a
C3a
C4a
C5a
C6a
C7a
C8a
Relational-self C1b
C2b
C3b
C4b
C5b
C6b
C7b
C8b
Collective-self C1c
C2c
C3c
C4c
C5c
C6c
C7c
C8c
*P<.05

1.00
0.87
0.72
0.75
0.80
1.14
0.69
1.09
1.00
0.75
0.77
1.01
1.10
0.82
0.88
1.18
1.00
0.74
0.70
0.79
0.98
0.77
0.80
1.05

0.72
0.69
0.64
0.64
0.66
0.75
0.65
0.73
0.67
0.69
0.64
0.72
0.74
0.66
0.69
0.72
0.66
0.64
0.67
0.67
0.75
0.66
0.67
0.78

0.46
0.52
0.59
0.60
0.57
0.64
0.63
0.47
0.69
0.77
0.73
0.59
0.42
0.69
0.69
0.59
0.51
0.39
0.53
0.65
0.50
0.73
0.81
0.64

20.04*
17.08*
16.47*
17.93*
18.65*
16.31*
23.35*
15.45*
12.49*
14.93*
14.87*
16.28*
13.45*
13.55*
15.67*
11.75*
15.89*
20.45*
15.41*
13.28*
19.44*

Chi-square

df

CFI

TLI

RMSEA

113.428

64

0.94

0.91

0.051

Construct
Cultural-self

Composite Reliability 1
0.96

Variance Extracted 2
0.54
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Table 2
Confirmatory Factor Analysis and Reliability Estimates for Shopping Motivations
Construct
Sub-scales
Pleasure

Variety Seeking

Economic
Motivations

Role Shopping

Items

Parameter
Estimate

Standardized tEstimate
value*

M2
M3
M4
M20
M22
M31
M32
M33
M21
M14
M15
M16
M23
M24
M35
M5

1.00
0.81
0.71
1.10
0.81
0.80
0.88
0.97
0.98
1.00
0.85
0.92
1.14
0.69
0.75
1.27

0.66
0.74
0.69
0.77
0.68
0.73
0.68
0.75
0.79
0.70
0.69
0.74
0.75
0.64
0.67
0.80

M6
M7
M8
M9
M11
M17
M26

1.00
1.13
1.11
1.00
0.80
1.02
1.22

0.74
0.76
0.68
0.72
0.65
0.71
0.79

14.43*
14.77*
20.82*
22.54*
17.38*
13.45*
13.87*
21.98*

Standardized
Residual
Variance
0.86
0.73
0.67
0.73
0.55
0.61
0.94
0.87
0.63

13.85*
11.97*
15.35*
18.55*
17.78*
15.99*

0.55
0.78
0.92
0.88
0.86
0.57
0.39
0.43
0.56
0.94
0.86
0.88
0.69

13.48*
15.83*
16.29*
12.77*
12.68*

*P<.05
Chi-square

df

CFI

TLI

RMSEA

120.42

72

0.90

0.87

0.047

Construct
Motivations

Composite 1
Reliability
0.96

Variance 2
Extracted
0.61
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Table 3
Confirmatory Factor Analysis and Reliability Estimates for Attitudes Towards
Attributes of Shopping Mall
Construct
Sub-scales
Hedonic Attributes

Utilitarian Attributes

Items Parameter
Estimate
B1
B5
B10
B11
B12
B13
B14
B15
B16
B2
B3
B4
B7
B7
B8
B9

1.00
1.33
1.04
0.96
0.99
0.85
1.16
0.77
1.09
1.00
1.22
1.17
1.15
0.87
0.95
0.88

Standardized
Estimate
0.73
0.81
0.70
0.72
0.75
0.69
0.73
0.67
0.76
0.70
0.77
0.71
0.71
0.69
0.76
0.68

tvalue*

17.61*
12.26*
21.37*
14.82*
14.55*
20.84*
17.54*
17.38*
20.25*
12.92*
16.24*
13.25*
19.57*
21.87*

Standardized
Residual
Variance
0.71
0.77
0.74
0.83
0.59
0.78
0.72
0.67
0.84
0.55
0.82
0.61
0.72
0.87
0.57
0.66

*P<.05
Chi-square
67.60

df
33

CFI
0.95

TLI
0.93

Construct

Composite 1
Reliability

Variance 2
Extracted

Attitudes
towards
attributes of
shopping mall

0.94

0.59

RMSEA
0.059
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Table 4
Confirmatory Factor Analysis and Reliability Estimates for Subjective Norms
Subjective
Norms
Single
Indicator

Items
S.N1

Parameter
Estimate
1.00

Standardized tEstimate
value*
0.69

Standardized
Residual Variance
0.47

S.N2
S.N3
S.N4

1.19
1.35
1.01

0.78
0.82
0.76

0.52
0.63
0.59

Chi-square
11.66

df
7

Construct

Composite 1
Reliability
0.90

22.25*
13.89*
17.27*

CFI
0.91

TLI
0.90

RMSEA
0.047

Variance 2
Extracted
0.71

Table 5
Confirmatory Factor Analysis and Reliability Estimates for Perceived Behavioral
Control
Perceived
Behavioral
Control
Single Indicator

Items

Parameter Standardized
Estimate
Estimate

P1
P2

1.00
1.05

tvalue*

0.75
0.75
CFI
0.95

21.46*
18.44*

Chi-square
5.702

df
3

TLI
0.093

Construct

Composite 1
Reliability

Variance 2
Extracted

Perceived
Behavioral
Control

0.72

0.56

Standardized
Residual Variance

0.46
0.51
RMSEA
0.051
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Table 6
Confirmatory Factor Analysis and Reliability Estimates for Patronage Intentions
Construct
Sub-scales

Items

Parameter
Estimate

Standardized
Estimate

Willingness- to-buy

W.B1

1.00

0.81

W.B2
R1
R2
R3
R4

0.99
1.00
1.05
0.89
1.04

0.72
0.65
0.71
0.69
0.74

Revisit

CFI
0.94

t-value*

Standardized
Residual
Variance
0.43

24.88*
21.57*
13.54*
12.99*

Chi-square
25.34

df
13

TLI
0.91

Construct

Composite 1
Reliability

Variance 2
Extracted

Patronage
Intentions

0.92

0.67

0.62
0.62
0.33
0.49
0.56

RMSEA
0.06

1

(sum of standardized loading) 2 / [(sum of standardized loading) 2 + sum of indicator
measurement error
Indicator measurement error = 1-square of each loading
2

(sum of squared standardized loading) / (sum of squared standardized loading + sum of
indicator measurement error)
Indicator measurement error = 1-square of each loading
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Appendix C

Figure 4.3. Measurement Model: Indian consumers’ mall patronage intentions,
including indicators of cultural-self, shopping motivations, and elements of the Theory
of Planned Behavior.

Key :
Y1= Individual-self
Y2= Relational-self
Y3= Collective-self
Y4= Pleasure
Y5= Variety Seeking
Y6= Economic Motivation
Y7= Role Shopping
Y8= Hedonic Attributes
Y9= Utilitarian Attributes

Y10= Subjective Norm1
Y11= Subjective Norm 2
Y12= Subjective Norm 3
Y13= Subjective Norm 4
Y14= Perceived Behavioral Control 1
Y15= Perceived Behavioral Control 2
Y16= Willingness-to-buy
Y17= Revisit

Figure
of
Figure4.4.
4.4. Structural
StructuralModel:
Model:Indian
IndianConsumers’
Consumers’Mall
MallPatronage
PatronageIntentions,
Intentions,Including
IncludingDimensions
Clusters of CulturalCultural-self,
Motivations,
and Elements
of theofTheory
of Planned
self, ShoppingShopping
Motivations,
and Elements
of the Theory
Planned
BehaviorBehavior
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Appendix D

Figure 4.5. Alternative Model: Indian Consumers’ Mall Patronage Intentions, Including Dimensions of
Cultural-self, Shopping Motivations, and Elements of the Theory of Planned Behavior
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Appendix F
Informed Consent Document (Focus Group)
Title of Study: Indian Consumers and their Mall Patronage Intentions:
Application of cultural-self and the theory of planned behavior to patronage intentions
Investigators: Mansi Batra (mansi@iastate.edu)
Linda S. Niehm, Associate Professor (niehmlin@iastate.edu)
INTRODUCTION
The purpose of this study is to understand:
•
•
•
•

- What motivates you to visit a mall or shop from a particular mall?
- What do you like or dislike about the malls in India?
- Your opinion about the services in malls in India.
- Preferences of desired company in the malls.

You are invited to participate in this study because you are customers likely to patronize
malls in India.
DESCRIPTION OF PROCEDURES
Your participation in this study is completely voluntary, and you may refuse to participate or
leave the study at any time without penalty or loss of benefits. If you agree to participate in
this study, your participation will last for about one hour and thirty minutes. If you are
interested in participating, you will be asked to complete the informed consent document. At
this time there are no foreseeable risks from participating in this study, and no potential risks
are involved in this study.
BENEFITS
If you decide to participate in this study, there will be no direct benefit to you. It is hoped that
the information gained from this study will benefit society by providing insight needed for
planning and developing multichannel retail environments, thereby enriching the channel
choice and usage of multichannel retailing. It is expected that this study will give consumers
and communities a better understanding of how future malls can be developed in India to
better serve the consumers, based on consumer choices and preferences. You will not incur
any costs from participating in this study.
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CONFIDENTIALITY
Records identifying participants will be kept confidential to the extent permitted by
applicable laws and regulations, and will not be made publicly available. However, the
Institutional Review Board (a committee that reviews and approves human-subject research
studies) may inspect and/or copy your records for quality assurance and data analysis. These
records may contain private information. To ensure confidentiality to the extent permitted by
law, the following measures will be taken: subjects will not be referred by their original
names during the focus group interview session. Your name will not be attached to the data
or to the results. Only the primary investigator and the supervising faculty will have access to
this study’s records that will be destroyed after the completion of this study.
QUESTIONS OR PROBLEMS
You are encouraged to ask questions at any time during this study.
For further information about the study contact Mansi Batra (mansi@iastate.edu)
Linda S. Niehm, Associate Professor (niehmlin@iastate.edu)
If you have any questions about the rights of research subjects or research-related injury,
please contact the IRB Administrator, (515) 294-4566, IRB@iastate.edu, or Director, (515)
294-3115, Office for Responsible Research, Iowa State University, Ames, Iowa 50011.
PARTICIPANT SIGNATURE
Your signature indicates that you voluntarily agree to participate in this study, that the study
has been explained to you, that you have been given the time to read the document, and that
your questions have been satisfactorily answered. You will receive a copy of the written
informed consent prior to your participation in the study.
Participant’s Name (printed)

(Participant’s Signature)

(Date)
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Appendix G
Focus-Group Interview Question Protocol
Hello and welcome to our session today. Thank you for taking the time to join our
discussion on shopping malls in India. My name is Mansi Batra, and I am a doctoral
candidate in the program of Textiles and Clothing at Iowa State University. Dr. Linda
Niehm, who is a faculty member in Textiles and Clothing, will assist me in facilitating
discussions through the webcam on SKYPE. We will attempt to gain information about the
variety of reasons that shopping malls in India are becoming popular.
We are interested in your views because of your experience with shopping malls in India.
Today, we will discuss your reasons to shop at the malls in India. There are no right or wrong
answers but differing points of view. Please feel free to share your opinion even if it is
different from what other participants may say. You should feel free to discuss any topics
about which you feel uncomfortable.
Before we begin, let me remind you of some ground rules in the discussion. This is strictly a
research project. No sales or solicitations will be made. Please speak one person at a time.
We are tape-recording this session because we don’t want to miss any of your comments.
We will be on our first-name basis today, but in our reports there will not be any names
attached to your comments. You can be assured of complete confidentiality. We would like
you to keep our discussion confidential as well as so that comments taken out of context of
the group will not be misunderstood by others. Please keep in mind that we are just as
interested in negative comments as positive ones.
The session will last about one hour and a half. Let’s begin. There are name tags on the table
in front of you to help us remember each other’s names. Let’s find out more about each other
by going around the table one at a time.
Shopping Mall
Let’s start by discussing your understanding of “shopping malls”. When you hear the word
“shopping mall,” what ideas come to your mind? What does “shopping mall” mean to you?
How old were you when you first visited a shopping mall in India?
Today how much do you shop at the malls vs. other retail places in India? What are some of
the places that you shop besides the malls and why?
Reasons for the mall visits
Think back to your most recent visit at the shopping mall in India. What did you visit the
mall for? What are the major motivating factors that would encourage you to go to the mall
in India?
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What are your reasons to visit a mall? What motivates (personal factors) you to go to the
mall – (atmosphere, Status quo/ merchandise/ variety/ fun/ pleasure etc) Can you explain
more?
Does time affect your visit at the malls? Do you think more time is wasted at the malls when
you just browse? How does money affect your visit at the malls? Let me give you an
example “you think more money may be wasted in other things at the malls besides the
merchandise you may want to buy” does this factor control your reason to visit the mall
Why do you think your parents go to the mall?
Those who have your grandparents living with you, do your grandparents visit the malls?
What may their reasons for not enjoying/enjoying at the malls?
Experiences at the Mall
Think of a mall in India that you like going to the most. Can you share with us why this mall
is your favorite mall? Why does this mall attract you more than any other in your city?
Think of a mall that you may not want to visit at all. What may be some of the reasons that
you don’t want to visit this mall?
Tell me about your impression of the products sold at the malls. What do you think about all
the global brands (Espirit, DKNY, etc.) and the merchandise at the stores in the malls? How
do you compare this to the products sold at the local markets like Karol Bagh, South
Extension, or other regional markets in your cities etc.
Do you think girls/ women visit the malls more than boys/ males? As a male/ female what is
your general opinion about the opposite gender at the malls?
Services at the malls
What are your thoughts about the services that are currently offered in the malls in India?
What are some of the services that you like and dislike? What are some of the services you
desire in the malls in India?
Do you think that the visiting malls in India provide you a pleasurable experience or are they
rather over whelming for you?
What do your parents have to say about the products in the malls and mall atmosphere in
general? Can you share with us some of your parent’s views about the malls?
Do you have any additional thoughts or feelings you would want to share regarding malls in
India? What do you not like about the mall?
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What do you most like or most desire in a mall in India?
Buying at the Malls
What is our reason to buy at the mall? Why do you want to visit the same mall that is become
your favorite mall?
Social Groups
Who do you most prefer going with to the malls? Does it depend on what is the purpose of
the visit? Who do you prefer going with when you are going for buying? Or browsing the
mall?
Do your parents influence you in your decision about choosing a mall? Any other person/
people who you are most influenced by regarding your decision about choosing a mall?
Closing statement
The purpose for our meeting has been to discuss a wide range of reasons why customers in
India enjoy or do not enjoy going to the mall. Do you have any additional last-minute
thoughts or feel that we have missed anything in our discussion?
Thank you so much for your participation in this focus group stud. Your opinion and answers
are valuable to us and will be very helpful to us in this research study.
The purpose for our meeting has been to discuss a wide range of reasons why customers in
India enjoy or do not enjoy going to the mall. Do you have any additional last-minute
thoughts or feel that we have missed anything in our discussion?
Thank you so much for your participation in this focus group study Your opinion and
answers are valuable to us and will be very helpful to us in this research study.
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Appendix H
Agreement Contract between Principal Investigator and Vlink
(Company Used for Focus Group Participants)

131

Appendix I
Agreement Contract between Principal Investigator and PMRT
(Company Used For Data Collection Via Mall Intercept Surveys)
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Appendix J
Informed Consent Document for Mall Shopping Survey
Title of Study: Indian Consumers and their Mall Patronage Intentions:
Application of cultural-self and the theory of planned behavior to patronage intentions
Investigators: Mansi Batra (mansi@iastate.edu)
Linda S. Niehm, Associate Professor (niehmlin@iastate.edu)
INTRODUCTION
The purpose of this study is to understand what motivates you to visit a mall or shop from a
particular mall. You are invited to participate in this study because you are customers likely
to patronize malls in India.
DESCRIPTION OF PROCEDURES
Your participation in this study is completely voluntary, and you may refuse to participate or
leave the study at any time without penalty or loss of benefits. If you agree to participate in
this study, your participation will last for 30to 45 minutes. If you are interested in
participating, you will be asked to complete the informed consent document. You will then
receive general instructions to complete each section of the survey. You may skip any
question that you do not wish to answer or that makes you feel uncomfortable. Once your
survey is completed, you can hand the survey to the person who asked you to fill out the
survey. At this time there are no foreseeable risks from participating in this study, and no
potential risks are involved in this study.
BENEFITS
If you decide to participate in this study, there will be no direct benefit to you. It is hoped that
the information gained from this study will benefit society by providing insight needed for
planning and developing multichannel retail environments, thereby enriching the channel
choice and usage of multichannel retailing. It is expected that this study will give consumers
and communities a better understanding of how future malls can be developed in India to
better serve the consumers, based on consumer choices and preferences. You will not incur
any costs from participating in this study.
CONFIDENTIALITY
Records identifying participants will be kept confidential to the extent permitted by
applicable laws and regulations, and will not be made publicly available. However, the
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Institutional Review Board (a committee that reviews and approves human-subject research
studies) may inspect and/or copy your records for quality assurance and data analysis. These
records may contain private information. To ensure confidentiality to the extent permitted by
law, the following measures will be taken: subjects will be assigned a numeric code used
when entering the data. Your name will not be attached to the data or to the results. Only the
primary investigator and the supervising faculty will have access to this study’s records that
will be destroyed after the completion of this study.

QUESTIONS OR PROBLEMS
You are encouraged to ask questions at any time during this study.
For further information about the study contact Mansi Batra (mansi@iastate.edu)
Linda S. Niehm, Associate Professor (niehmlin@iastate.edu)
If you have any questions about the rights of research subjects or research-related injury,
please contact the IRB Administrator, (515) 294-4566, IRB@iastate.edu, or Director, (515)
294-3115, Office for Responsible Research, Iowa State University, Ames, Iowa 50011.
PARTICIPANT SIGNATURE
Your signature indicates that you voluntarily agree to participate in this study, that the study
has been explained to you, that you have been given the time to read the document, and that
your questions have been satisfactorily answered. You will receive a copy of the written
informed consent prior to your participation in the study.
Participant’s Name (printed)

(Participant’s Signature)

(Date)
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Appendix K
Approved Cover Letter for the Mall Intercept Survey

136

Appendix L
Mall Intercept Survey
Mall Shopping in India Survey
(Note: Participants must be at least 18 years or older to complete this survey. Thank You.)
Section I: How do you define yourself?
This part of the survey addresses what is most important to you as an individual, your personal behavior, and
decision making. The questions in this section will be helpful to us in understanding your shopping decisions
and satisfaction with shopping malls. Please answer the following questions based on how you actually feel
about yourself and your behavior
For each of the numbered statements (1-8) shown below, there are three choices (A, B, and C).
To answer this section of the questionnaire, please select the number that best represents the strength
of your response (1= Not Important at all, 7= Extremely Important) against each of the three options
(A,B and C).

1.

I think it is most important in life to :

a

have personal integrity/be true to
myself

1

2

3

4

5

6

7

b

have good personal relationships with
people who are important to me (lover,
significant other, wife, husband,
parents)

1

2

3

4

5

6

7

C

work for causes to improve the wellbeing of my friends

1

2

3

4

5

6

7

2.

If I had children I would teach my children:

a

to know themselves and develop their
potential as a unique individual

1

2

3

4

5

6

7

b

to be caring to their (lover, significant
other, wife, or husband, parents) and
attentive to their needs

1

2

3

4

5

6

7

C

to be loyal to the group of friends to
which they belong and associate with
the most

1

2

3

4

5

6

7

3.

I regard myself as:
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a

someone with his or her own
individual will

1

2

3

4

5

6

7

b

a good partner/a good child to his/her
parents

1

2

3

4

5

6

7

C

a good member among his/her group
of friends

1

2

3

4

5

6

7

4.

I think an individual can attain happiness by:

a

being true to one-self

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

b

being true to people with whom one
has personal relationships (lover,
significant other, wife, husband,
parents)

C

being true to my group of friends

5.

I would regard someone as being trustworthy if:

a

he/she takes personal responsibility
for an assigned task until it is
completed

1

2

3

4

5

6

7

b

he/she gets along well with other
members of the family and co-operates

1

2

3

4

5

6

7

C

he/she works for the development of
stronger friendship bonds

1

2

3

4

5

6

7

6.

The most satisfying activity for me is:

a

doing something for myself

1

2

3

4

5

6

7

b

doing something for someone who is
important to me such as (lover,
significant other, wife, husband,
parents)

1

2

3

4

5

6

7

138

1

2

3

4

5

6

7

3

4

5

6

7

2

3

4

5

6

7

1

2

3

4

5

6

7

my relationship with myself ( I have to
come to agreement with my own will
and ego)

1

2

3

4

5

6

7

b

my relationship with my family
member (lover, significant other, wife,
husband, parents)

1

2

3

4

5

6

7

C

my relationship with my friends

1

2

3

4

5

6

7

C

doing something for the group of
people (friends) I associate with most

7.

When faced with an important personal decision to make:

a

I ask myself what I really want to do
most

1

2

b

I talk to my family member (lover,
significant other, wife, husband,
parents)

1

C

I talk to my friends

8.

I am most concerned about:

a

Section II: What motivates you to shop in/visit malls?
Motivation refers to the drive, urge, wish, or desire that leads to a behavior.
To what extent do you agree or disagree with the following statements. Please remember to respond only in
terms of shopping at the malls and not other places. Please do not respond on the basis of your shopping
experience from luxury malls such as Emporio. The word “malls” in all statement in this section refers to
malls like Select City Walk (Saket), Metrowalk, DLF Promenade, Ambience Mall (Gurgaon).
Please answer the following by circling the number that best represents the strength of your response
(1= Strongly Disagree, 7= Strongly Agree).

1= Strongly Disagree,

1.

I find shopping in malls to be an

1

2

3

7= Strongly Agree

4

5

6

7
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adventurous activity.

2.

I find shopping in malls stimulating
for my senses.

1

2

3

4

5

6

7

3.

I feel shopping in mall gives me a
thrill.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

4.

Shopping in malls makes me feel like I
am in my own universe.

5.

For the most part, I go shopping in
malls when there are sales.

1

2

3

4

5

6

7

6.

I look for discounts when I
shop in malls.

1

2

3

4

5

6

7

7.

I hunt for bargains when I shop in
malls.

1

2

3

4

5

6

7

I like shopping from malls for others
because when they feel good I feel
good.

1

2

3

4

5

6

7

9.

I feel good when I buy things for the
special people in my life.

1

2

3

4

5

6

7

10.

I enjoy shopping in malls for my
parents.

1

2

3

4

5

6

7

11.

I enjoy shopping in malls for my
friends.

1

2

3

4

5

6

7

12.

I enjoy shopping around in malls to
find the perfect gift for someone I
adore.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

8.

13.

I go shopping in malls to keep up with
new fashions.
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14.

I go to shopping malls to see what new
products are available.

1

2

3

4

5

6

7

15.

I go to shopping malls to experience
new things.

1

2

3

4

5

6

7

16.

I got to shopping malls because of the
video games arcade.

1

2

3

4

5

6

7

17.

I enjoy socializing with friends when I
shop in malls.

1

2

3

4

5

6

7

18.

To me, shopping in the mall with
friends is like a special occasion.

1

2

3

4

5

6

7

19.

Shopping in malls with friends is a
bonding experience.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

20.

When I’m in a down mood, I go
shopping in malls to make me feel
better.

21.

To me, shopping in malls is a way to
relieve stress.

1

2

3

4

5

6

7

22.

I go to shopping in malls because of
the huge variety of products available.

1

2

3

4

5

6

7

23.

I go shopping in malls because of the
huge variety of products available.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

24.

25.

I go to shopping in malls because I like
to compare different brands of
products.

I like to shopping malls because I like
the concept of variety (products and
activities) under one roof.
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26.

27.

28.

29.

30.

31.

I go to shopping malls because my
kids enjoy in malls.

1

2

3

4

5

6

7

I always plan my trip for shopping in
malls.

1

2

3

4

5

6

7

I always carry a list of needed products
when I got shopping in malls.

1

2

3

4

5

6

7

It is important to accomplish what I
planned for the trip to the mall.

1

2

3

4

5

6

7

Visiting shopping malls makes me feel
better even if I don’t buy anything.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

I enjoy spending time in malls.

32.

Shopping in malls is one of the
enjoyable activities of my life.

33.

I enjoy the décor of malls.

34.

I enjoy watching other people having a
good time in malls.

1

2

3

4

5

6

7

35.

I enjoy eating at various food
establishments in malls.

1

2

3

4

5

6

7

Section III: Your beliefs about facilities of Indian shopping mall you like to visit or purchase from.
Facilities like interiors, décor, parking space, mall hours, nd the whole environment at the mall.
To what extent are you satisfied/not satisfied with the facilities provided at the mall. Please remember to
respond only in terms of shopping from the malls and not other places. Please do not respond on the basis of
your shopping experience from luxury malls like Emporio.
Please answer the following by circling the number that best represents the strength of your response
(1= Extremely Unsatisfied, 7= Extremely Satisfied).

1.

I am satisfied with the cleanliness of
mall.

1

2

3

4

5

6

7
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2.

I am satisfied with the mall hours.

1

2

3

4

5

6

7

3.

I am satisfied with the availability of
parking at malls.

1

2

3

4

5

6

7

4.

I am satisfied with the safety
provisions of parking in malls.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

5.

6.

I am satisfied with the courteousness
of mall personnel.

I am satisfied with the return policies
of stores in malls.

7.

I am satisfied with the location of the
mall as it is a convenient distance from
home.

1

2

3

4

5

6

7

8.

I am satisfied with the location of the
mall as it is a convenient distance from
work.

1

2

3

4

5

6

7

9.

I am satisfied with the quality of
products sold at the mall.

1

2

3

4

5

6

7

10.

I am satisfied with the spaciousness of
the mall.

1

2

3

4

5

6

7

I am satisfied with the number of
department stores (big bazaar) in the
mall.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

12.

I am satisfied with the variety of
specialty stores (chocolates stores,
wedding cake stores).

13.

I am satisfied with the décor in malls.

1

2

3

4

5

6

7

14.

I am satisfied with the atmosphere of
malls.

1

2

3

4

5

6

7

11.
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15.

I am satisfied with selection of
entertainment features for children in
malls.

1

2

3

4

5

6

7

16.

I am satisfied with the selection of
entertainment features for young adults
in malls.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

17.

I am satisfied with the selection of
entertainment features for adults in the
malls.

Section IV : Influence of others on your selection of malls for shopping.
To what extent do friends, family members, co-workers influence your decision regarding visiting a mall or
purchasing from the mall. Please answer the following by circling the number that best represents the
strength of your response ( 1= Do not , 7= Do)

1= Do Not

7 = Do

1.

My friends influence my decision to
visit a particular mall.

1

2

3

4

5

6

7

2.

My friends influence my decision to
purchase from a particular mall.

1

2

3

4

5

6

7

3.

My co-workers influence my decision
to visit a particular mall.

1

2

3

4

5

6

7

4.

My co-workers influence my decision
to purchase from a particular mall.

1

2

3

4

5

6

7

My parents influence my decision to
visit a particular mall.

1

2

3

4

5

6

7

5.

6.

My parents influence my decision to
purchase from a particular mall.

1

2

3

4

5

6

7

7.

My partner influences my decision to
visit a particular mall.

1

2

3

4

5

6

7
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My partner influences my decision to
purchase from a particular mall.

8.

1

2

3

4

5

6

7

Section V: Importance of influence of others on your selection of malls for shopping/browsing.
To what extent do friends, family members, or co-workers influence your decision regarding visiting a mall
or purchasing from that mall?
Please answer the following by circling the number that best represents the strength of your response
(1= Not at all, 7= Very Much).

1= Not at all

7= Very Much

1.

Generally speaking, how much do you
care about what your friends tell you
about a mall?

1

2

3

4

5

6

7

2.

Generally speaking, how much do you
care about what your co-workers tell
you about a mall?

1

2

3

4

5

6

7

3.

Generally speaking, how much do you
care about what your parents tell you
about a mall?

1

2

3

4

5

6

7

4.

Generally speaking, how much do you
care about what your partner (husband,
wife, lover)?

1

2

3

4

5

6

7

Section VI: Managing decisions related to visit at the mall or shopping from the mall
The section focuses on questions that address your perceived ease of difficulty of carrying out a shopping
behavior. For the purposes of this study behavior could mean one or all of the following.
•
•

Buying at the mall
Spending time at the mall

Please answer the following by circling the number that best represents the strength of your response
(1=Strongly Disagree, 7= Strongly Agree)
1= Strongly Disagree

1.

It is very easy for me to select the mall
I want to visit or buy from many malls
in my city or region.

1

2

3

7= Strongly Agree

4

5

6

7
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2.

3.

I have the money to spend in the
shopping mall.

1

2

3

4

5

6

7

I have the time to spend in the
shopping malls.

1

2

3

4

5

6

7

Section VII: Shopping and Purchase Decisions
This section focuses on questions that address your shopping and purchase decisions. As you answer the
following questions, “think of a mall that you most often shop”.
Please answer the following by circling the number that best represents the strength of your response
( 1= Strongly Disagree, 7=Strongly Agree).

1= Strongly Disagree

7= Strongly Agree

The likelihood that I would shop in
this mall is very high.

1

2

3

4

5

6

7

I would be willing to buy merchandise
at this mall.

1

2

3

4

5

6

7

2.

I would be willing to recommend this
mall to my friends.

1

2

3

4

5

6

7

3.

1.

4.

I am likely to use malls like (Select
City Walk), or similar malls in the
future for shopping.

1

2

3

4

5

6

7

5.

I will possibly use malls like (Select
City Walk) or similar malls in the
future for shopping.

1

2

3

4

5

6

7

6.

I have every intention of using malls
like (Select City Walk), or similar
malls in the future for shopping.

1

2

3

4

5

6

7
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Section VII: Personal Background
1.

What is your gender?

□Male
□ Female

2

How old are you?

□ 21-26
□ 27-33
□ 34-40
□ 41-46
□ 47-53
□ Other

3.

What is your Marital Status

□ Married
□ Unmarried

4ᵪ

What is your level of education?

□ High School
□ Undergraduate
□ Post Graduate Diploma
□ Post Graduate Degree
□ PhD
□ Other

4.

What is your family Income per
month?

□ Other

.

5.

□ Less than $25,00
□ $25,00 - $13,000
□ $14,000 - 28,000
□ $29,000 - $41,000
□ $42,000 - $54,000
□ $55,000 - $67,000

How often do you visit malls?

□ Once a week
□ Once every 15 days
□ Once a month
□ Rare
□ Other
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6.

What do you do when you visit
malls?

□ Window shop□ See people and gather about
trends
□ Enjoy the food at the restaurant and food courts
□ Relax, socialize with friends and not shop
□ Relax, socialize and shop as well
□ Physical activity by browsing the mall
□ Bargain while shopping
□ Other
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Appendix M
Approval of the Survey Material and Research on Indian Mall Shoppers
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Appendix N
Approval of the Modified Survey Material And Research on Indian Mall Shoppers
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