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ABSTRACT

This study examines the influence of atmosphencsonsumer perceptions of
service quality, merchandise price, and mercharglisdity influencing behavioral
intentions in an outlet mall environment. The reskalesign was a survey method and
data were collected through a mall intercept qoastiire. A pilot test of the instrument
was conducted with 43 subjects. The final questnercontained 30 items and a
demographic section. A total of 586 questionnaiveee collected from three different
outlet malls. The results indicated that the atrhesip variables and the human variable
of crowding are related to consumer’s perceptidrie@service quality, merchandise
price, and merchandise quality at an outlet madhwelver, the atmospheric variables and
the human variable of crowding were determinedaichave a significant relationship to
consumer behavioral intentions at the outlet n@ther findings indicate that the
consumer perception of service quality was detezthio be significantly related to
consumer behavioral intentions. However, the comesperceptions of merchandise
price and merchandise quality at the outlet malewsketermined to not have a significant
relationship with consumer behavioral intentionsndgerial and theoretical implications

are discussed along with future research suggestion
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CHAPTER 1: INTRODUCTION

The world of the traditional shopping venue hasbaeanging dramatically in the
last few decades resulting from, among other thittgsintroduction of a variety of non-
traditional retailers, saturation of competitiondachanging consumer behavior (Ruiz et
al., 2004). Retailers today are faced with an iasiegly competitive environment and a
market over-saturated by consumer products. Consuane building loyalties to
category Kkillers, discount stores, and factoryetutenters (Ruiz et al., 2004) thus
creating competition for the traditional shoppirenue. In addition, the over-saturation
of products has impacted the performance of time Berry, 1995). This has resulted in
a need for retailers to project the appropriategenand atmosphere in order to attract and
maintain consumers (Turley & Milliman, 2000). Ashepetition has increased, the
preferences of the American consumer have evol®edsumers are becoming more
comfortable with using a variety of retail forméi®., online, catalog, and discount
retailing). This change in preferences motivatedilers, marketers, and developers to
conform to what the consumer prefers.

When a retailer expands to new locations or intargety of formats, the retailer
becomes a product in itself and thus has a liféecyks new retail formats are adopted,
they gain popularity during the introduction andssiacceptance phases of the life cycle.
Over time, their popularity fades as other retailters position themselves in the
marketplace. This competition makes it necessaryettailers to assess existing retail
formats, repositioning themselves from time to timerder to attract and maintain their

consumer base.



A significant influence on the retailing environnidras been the change in
consumer preferences. Retailers are experiencimgcagasing number of bargain—
hunters and time-conscious consumers who also demanique experience. Therefore,
in recent years retailers have begun to reposatr@hredesign in an attempt to remain
competitive (Reynolds et al., 2002). Retailersdiversifying themselves across brands
and formats. One example of this change is thgi@hg centers are developing overall
themes to differentiate themselves from their cartipa and redefining themselves in
American culture as unique and easy places to @io@loud, 1994). Shopping has
become more than an act of buying and a shoppintgicbas become more than a place
to purchase things. A shopping center can be thafgis a consumer habitat where
consumers interact with one another, accumulaterexmes, and spend time (Solomon
et al., 2002). In addition, consumers have becatnacted to value-oriented and discount
shopping environments. Discount retailers are ogitn outlet shopping centers in order
to become destination retailing environments, dngvaustomers seeking convenience
and value (LeHew, 1993). On average, a consuméspehd 68 minutes on a shopping
trip to a traditional mall, while the same consumeél spend 120 minutes on a shopping
trip to an outlet mall (Reynolds et al., 2002). $&eatatistics indicate to retailers that
consumers are spending more time in non-traditicetail venues that offer discounted
merchandise.

This study will focus on the retailing format ofttat malls. Like individual
retailers, outlet malls generate income largelgéling merchandise and services.
However, the relationship with the consumer isnect (LeHew, 1993). In addition,

outlet malls receive income from space leasedduwvidual retailers. Therefore, if



individual retailers are successfully performinghe outlet mall, the outlet mall will be
successful due to receiving a percentage of thergead sales volume (LeHew, 1993).
Outlet mall managers and developers are becomargasingly aware of the link
between the retailers and the consumers. Therdf@enanagers of outlet malls are
educating themselves and individual retailers oatveonsumers want while shopping in
their outlet malls in order to increase sales vayiteHew, 1993; Martin, 1986).

Outlet shopping began primarily with apparel andikes but has evolved to
include a variety of products, therefore extendialyie to the consumer (O.R.M.A.,
2005). Many manufacturers’ outlet stores maintdireapectful silence” about their
outlet business in deference to their wholesalewuts with department and specialty
stores. Outlet malls operate primarily by “wordrtuth” advertising (O.R.M.A., 2005).
Therefore, it is imperative for developers, managard retailers who operate in outlet
malls to evoke positive responses from consumers.

Today stores within outlet malls are designed maaner similar to their
counterparts in traditional malls. Outlet stores lacated within a mall setting, which
often contains an extensive array of amenitiesuding on-site restaurants and
additional entertainment venues. The stores wahioutlet mall vary in merchandise
and pricing. In general the stores carry primdiitst-quality, factory over-run or
discounted merchandise. Irregular or damaged medtbais almost non-existent in
today’s outlet stores (O.R.M.A., 2005). Some stor@s include items made exclusively
for their outlet stores; this trend has resulted mgher quality-perception for outlet mall

merchandise.



The outlet mall atmosphere plays a significant molattracting consumers. As
defined by Ghosh (1990), the atmosphere has a pegihal effect on a consumer which
is created by the design and the physical surrogsdiThe atmosphere elicits emotional
reactions influencing customer behaviors. Initedations regarding the atmosphere are
essential in order to draw in the consumer (Ghb8R0). In the retail environment,
research indicates that when physical elementshwetb what a consumer expects to
find, a more pleasing combination is created legtio higher satisfaction and increased
spending (Matilla & Wirtz, 2001).The perceptual eggriateness of elements within an
environment affects consumers significantly (Badtial., 2004), representing how
congruent the environmental characteristics arb thi¢ venue type. The perception of
one characteristic affects the perception of otherthey come together to give the whole
environment, like an outlet mall, an emergent meguiBabin et al., 2004).

Previous research has shown that consumers aragna&ironage decisions
based on the overall shopping complex instead efiBp retailers (LeHew, 1993; May,
1980). Therefore, it has become very importantianagers and retailers of shopping
centers, malls and outlet malls to monitor the sfphere of an entire complex in order to
bring in and maintain customers.

Previous research has indicated that there aréyfpves of atmospheric variables:
the external and the human variables (Turley & ihiéin, 2000). The external variables
are important because the exterior of an outlet emlironment provides the initial
opportunity for retailers to interact with the canger (Turley & Milliman, 2000). If the
external variables are not pleasing and do notdaegwsitive approach behaviors, the rest

of the atmosphere may not matter (Turley & Millim&000). The atmosphere can



influence the way a consumer perceives a varietgtailer attributes, including the
guality of service, the quality of the merchandeseg the price of the merchandise. The
atmospheric factor of the human variable also heigraficant effect on shopping
behaviors. This variable includes crowding, whiels been linked to the consumer
behavior of approach or avoidance (Turley & Millim&000).

As the retailing environment is becoming more cotitige, managers are
incorporating value-benefits to their core servicerder to sustain a competitive
advantage (Hightower et al., 2002). Outlet mallelepers are turning their locations into
end destinations, places where consumers cometml gpne and satisfy their
purchasing needs through a wide assortment of ptadtiegories and entertainment.
Since consumers visit outlet mall retailing envirants for entertainment purposes in
addition to utility, it is necessary to evaluateleumalls in terms of experiential
perspectives (Babin et al., 1994). This evaluategjuires an emphasis on managing the
outlet mall atmosphere. The atmosphere has becamagax factor in delivering
customer delight (Hightower et al., 2002), espégi@arr non-traditional consumers like
outlet mall customers (Hightower et al., 2002). Tl atmosphere works on the
pleasure domain of consumer perceptions and mélsfavorable atmospheres are
likely to illicit positive behavioral intentions flang & Tan, 2003).

The current study addresses the impact of outldtatraospherics on consumer
perception and thereby on their behavioral intergtiddy means of a conceptual model,
developed for that purpose, the relationship betvike outlet mall atmospherics and
consumer perceptions is investigated in order terdene their influence on behavioral

intentions.



Purpose of the Study

The purpose of the study is to investigate the thpathe outlet mall
atmospherics associated with the exterior enviragriraed the human variable of
crowding on consumer perceptions of service guatitgrchandise quality and
merchandise price. In addition, the consumer péimepare investigated with regard to
their influence on behavioral intentions.

Drawing on previous research, a conceptual framlevegoroposed, indicating
that a relationship exists between the variablesutiet mall atmospherics and consumer
perceptions influencing behavioral intentions. Tobaceptual framework is tested in the
retailing venue of an outlet mall.

Potential Contributions

The results of this study will aid academicians prattitioners in the
understanding of the relationships among the coastipresented in the conceptual
framework. The results will add knowledge to thee@ch streams focusing on outlet
malls, atmospherics, and consumer perceptionstivaers will benefit from this
research by developing a more comprehensive ligttobutes that can create a
successful outlet mall in order to compete in toslagtail marketplace.

Research Objectives

The aim of this study is to increase knowledge rdigg the relationship between
outlet mall atmospherics and consumer prefereno@shee influence of this relationship
on behavioral intentions in an outlet mall retailtsg. Specifically, the goals are to:

1) Identify the following variables with regard to teitmall consumers and determine

how they impact consumer perceptions and behaviaeitions: (a) the exterior



environment, (b) the human variable of crowding,s@rvice quality, (d)
merchandise-price perceptions, and (e) mercharmpliabty perception.

2) Determine whether the external environment infl@snoonsumer perceptions
toward: (a) service quality, (b) merchandise prarg] (c) merchandise quality.

3) Determine whether the human variable of crowdirlyé@nces consumer preferences
toward: (a) service quality, (b) merchandise prarg] (c) merchandise quality.

4) Determine whether behavioral intentions are infaezhby consumer perceptions
toward: (a) service quality, (b) merchandise prarg] (c) merchandise quality.

5) Determine whether the atmospheric variables oettterior and the human factor of
crowding influence behavioral intentions.

6) Compare the three outlet malls with regard to denaqaigics, the atmospheric
variables, consumer perceptions and behavioraltiotes.

Dissertation Organization

This dissertation is organized into five chapt&asch chapter is developed in
order to stand alone, yet each chapter builds tip@previous chapters. Chapter One
introduces the significance of the study basecdherptevious literature. In addition, the
purpose and objectives of the study are discussed.

Chapter Two presents the conceptual frameworki®istudy. This chapter also
presents a review of literature examining the aoiess represented in the conceptual
framework. Research hypotheses are stated.

Chapter Three focuses on the research methodsrnutezlstudy. The chapter

discusses the research design, including the i@seaodel, instrument development,



pilot testing, validity and reliability, questionna format, the sample, and procedures of

data analysis.

Chapter Four discusses the data analysis usedisttilly. Research items and
hypotheses are tested and analyzed. The validityeability are confirmed for the
constructs included in the research model.

Chapter Five focuses on the theoretical and marag®plications regarding the
results of the study. Limitations of the currenitdst are also presented. This chapter
concludes with directions for future research.

Operational Definitions

The following definitions of the key constructs arged throughout this study
(Glossary of Definitions included in Appendix)

* Atmospherics: The conscious designing of a spacesiate specific effects in buyers;
an effort to produce certain emotional effectshia tonsumer that enhance purchase
probability (Kotler, 1973).

* Behavioral intentions: A consumer’s reactions tmsti in an environment that
results in: a) positive word-of-mouth advertisingthe consumer, b) willingness to
recommend the environment to others, ¢) and repag® behavior (Cronin et al.,
2000).

*= Merchandise price perceptions: A consumer’s peraef the price of a product or
service as what is given up or sacrificed in otdevbtain the product or service
(Zeithaml, 1988).

* Merchandise quality perception: The consumer’sggaron of what actually is

gained from an exchange for merchandise (Bakdr,&2G02).



Outlet mall: A shopping center whose tenants airagoily owned and operated by
manufacturers who market and distribute their petglas discounted prices. Outlet
centers are often found in rural or tourist cen{@isdfelter & Fowler, 1999).
Service quality: An individual’s evaluation of argiee based on perceptions of

service performance (Dabholkar et al., 1996).



CHAPTER 2: LITERATURE REVIEW

The purpose of this study is to investigate whetheglationship exists between
outlet mall atmospherics (i.e., external varialaled the human variable of crowding) and
consumer perceptions (i.e., service quality, mardis® price perceptions and
merchandise quality perceptions) thus influenciogstimers’ behavioral intentions. In
this chapter, literature is reviewed in order teelep hypotheses. First, a conceptual
framework is introduced based on a research masaldped by Bitner (1992).
Secondly, outlet mall research is reviewed. Thirghevious literature is reviewed with
regard to the constructs presented in the conckjpturaework. More specifically, the
constructs examined include the atmospheric vasabt external and human factors,
service quality, merchandise quality perceptionsrainandise price perceptions, and
behavioral intentions. Finally, hypotheses are psegl regarding influences among the

constructs stated in the conceptual framework.

Conceptual Framework

The proposed framework for this study is basecherrésearch model developed
by Bitner (1992), which incorporates the variablkgsresented in this study. The section
of the Bitner (1992) model used to develop the eptal framework for the current
study is included in Figure 2.1; the complete Bit{#©92) model is included in
Appendix D. The proposed conceptual framework g study is included in Figure 2.2.

In 1992, Bitner reviewed previous literature streaand developed an
encompassing model for understanding environmegrttasationships in service
organizations. The model includes variables assstiaith the environment,

10



Environmental Halts Internal Behavior

Dimensions Envinoent Responses

Ambient

Conditions
Approach
Space/Function N Perceived - Customer - _
. Servicescapes "| Responses Avoid
Signs, Symbols &
Artifacts
Cognitive Emotional Physiological

Beliefs

Figure 2.1: Bitner’s (1992) Framework for Underslisng Environment-User Relationships in Service
Organization

perceptions of the servicescape, internal consuespionses, and behaviors. The model
indicates that perception of the servicescape doedirectly cause consumers to elicit
behaviors. The perceptions of the servicescapescleasumers to certain cognitions (i.e.,
beliefs and categorizations) of services or pragludtich in turn influence behaviors
(Bitner, 1992). In general, consumers respondéo #gnvironment cognitively,
emotionally, and physiologically, influencing holety behave in the environment
(Bitner, 1992). However, this study will focus oonsumers’ cognitive responses to their
environment. What a consumer expects to find isranronment affects their consumer
responses. Consumers, who have their expectategatinely disconfirmed, are likely to
elicit negative behaviors. The opposite occurs wheir expectations of the environment

are met or exceeded (Bitner, 1992).
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The Bitner (1992) model has been modified for gtigly to focus more
specifically on areas lacking in the research stteEhe environmental dimensions
section of Bitner’s (1992) model incorporates thra@spheric variables of the exterior
and human factors in the conceptual frameworkHor $tudy. In addition, the consumer
response variable has been modified to includewugs perceptions of service quality,
merchandise quality and merchandise price. Thesstuwts are cognitive because
perceptions of the service quality, merchandisegpand merchandise quality result in
consumer beliefs regarding products or serviceadthtion, consumers categorize
products or services based on their perceptionsteftre, the constructs of service
guality, merchandise quality and merchandise @reerepresented in the consumer
response/internal response section of the conddpam@ework for the current study. The
behavior section of the model is slightly modifiedncorporate the behavioral intentions
of willingness-to-recommend, re-patronage, and wadrthouth advertising. The
construct of behavioral intentions emphasizesiti@oitance of factors such as positive
word-of-mouth advertising, willingness to recommeadd repatronage intentions with
regard to outlet malls. Positive word-of-mouth avitingness to recommend are often
the best advertising source for outlet malls (O.RAM2005). Therefore, the following
conceptual framework regarding the influence ofeduhall atmospherics on consumer
perceptions influencing behavioral intentions isgwsed in this study:

Outlet Mall Retailing

The outlet mall is becoming a popular alternatwéraditional shopping venues
such as malls, department stores, and specialtysstd he outlet mall has been a positive
area of retail growth in the past few decades. @tdpartment stores and regional

12



Environmental
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Exterior
Physical Environment
Building Architecture
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Environment Responses
Perception of Consumer
the Responses
Environment
Cognitive

Consumer Beliefs:
Service Quality
Merchandise Price
Merchandise
Quality

large growth rate among retailers (Kim & Kang, 1997

A 4

Behavioral
Intentions

Figure 2.2: Conceptual Framework of The influenteetail atmospherics and the variable of crowding
consumer perceptions resulting in behavioral inbest

shopping centers have experienced shrinking safteprice and outlet stores have seen a

Outlet malls have grown to a $14 billion a yearsteta-coast industry, even as

located throughout the United States (Clodfeltdfdvler, 1999).

sales among traditional retailers are continuodslyreasing with the influx of non-

traditional retailers such as warehouse clubs, order, e-commerce, and discount
retailers. Outlet malls contain manufacturers afesh) apparel, electronics, cosmetics and
other products. For the consumer, the outlets difend name merchandise at lower

price points than traditional retailers. Outlet teegs promise discounts of 20-70% and are

13



In addition, outlet malls have remained conventemhost consumers. In the
past, outlet malls were located at a minimum of8I@s outside of urban and suburban
areas in order not to compete with traditionalitets. Today, outlet malls are being
located near population centers and are approxiyniate times larger than outlet malls
a decade ago (Karande & Ganesh, 2000). Developeesagly select tourist meccas or
small towns near large roadways as the sites fibetamalls.

Many retailers incorporate outlet stores as patheir retail distribution strategy
(Karande & Ganesh, 2000). Retailers such as VarséteiCoach, Ralph Lauren, Donna
Karen, and Brooks Brothers have all conformed i®dFstribution strategy. Even
traditional department stores like Nordstrom, Jalkihh Avenue, and Macy’s have
developed liquidation stores in order to move manclise that would otherwise be
written off. The outlets function not only as a hmed of increasing profit for the
retailer’s, but also serve as a way to increasealvbmouth advertising for retailers and
designers.

Outlet malls have evolved over the past few degadesging consumer
perceptions and expectations. First, today’s ogteters house a variety of retailers
ranging from discount to regular retail stores.ddelty, the prices at outlet malls are not
necessarily lower than at regular retail storestdly) outlet merchandise is not always a
good bargain. Many manufacturers develop mercharsgiscifically for an outlet mall,
often of a lesser quality. Therefore, buying a felabel does not necessarily assure top
line merchandise. Misconceptions regarding outlefiscan lead to dissatisfied
consumers (Barnes, 1998). These are important ptsta retailers to understand with
regard to outlet mall consumers’ perceptions aed thehavioral intentions.

14



Outlet Mall Consumers

A research stream in shopping behavior focusesndimfy patterns between store
visiting frequency and total amount of money sy to the demographic
characteristics of consumers (Seiders & Tigert02@one, 1995). Demographic
characteristics such as size of the family, incame level of education have been
determined to influence consumers’ choices of alrigrmat, their purchasing behavior
and spending patterns (Stone, 1995). Seiders @edt T2000) researched motives for
choosing large shopping centers over small reaibes. The study found that large
shopping centers were chosen based on percepfitmsear prices and wider product
assortments.

There are more than 14,000 outlet stores in théedr8tates with sales exceeding
$14 billion annually (Barnes, 1998). The outletrsfoare attracting upscale consumers
who seek out designer and brand name merchandikscatinted price. This outlet mall
consumer represents a target market of choicénéosluggish apparel industry (Barnes,
1998).

Outlet consumers are older, more educated and pnosperous than consumers
who shop at full price retailers (Barnes, 1998)ti&@umall consumers strive to purchase
guality goods at reasonable prices. Their demoggagtaracteristics make them a target
market for upscale and brand name apparel (Bai9&s8).

A study by Reynolds, Ganesh, and Luckett (2002)tiled shopper segments for
traditional and outlet malls. The “Destination Shepg segment is a large target market,
especially for outlet mall retailers. This outlelhsumer group travels specifically for the
purpose of shopping. Geographical conveniencetigmmortant to destination shoppers,

15



who comprise 15% of traditional retail shoppers &6% of outlet mall shoppers.
According to an article iThe Knoxville News-Sentinatated that 80% of the business at
the Five Oaks Outlet Mall in Sevierville, Tennessemes from destination shoppers.

Karande and Ganeshin (2000) identified three tgpemitlet mall shoppers:
recreational shoppers, serious economic shopp®idjrae-conscious deal-prone
shoppers. This study focused on the serious ecansimoipper as the most attractive to
retailers. Economic shoppers spent more moneyiargthan the average consumer at
outlet malls. Recreational shoppers were browsleestime-conscious and reluctant
consumers who only shop on sale days.

In the early 1990’s, as consumer-demand became impatant, the appearance
of outlet malls changed. More emphasis was placestare design, ambience, and
amenities because consumers expected a certaioftgowironment. The new buzzword
for developers of outlet malls was ‘upscale’ (Ckltdr & Fowler, 1999). This
transformation led to outlet malls forming upscaliages and centers with a strong
emphasis on brand names (Clodfelter & Fowler, 19@)tlet malls today have become
well-arranged retail environments, catering to coners, and stocking merchandise
similar to what is found in their traditional rdtaounterparts. Many outlet malls cannot

be distinguished from stores in regional shoppiradisr(Clodfelter & Fowler, 1999).

ATMOSPHERIC STIMULI
The current study aims to establish a relationbkeigveen the atmospheric
attributes of an outlet mall and the behavioraiions of the consumers. The emphasis

on the physical environment is important for retesito understand due to influencing
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consumer perceptions of customer service (Hightawat., 2002; Turley & Fugate,
1992). Prior research has determined that atmospbesiables are mediated by
cognitive responses (Bitner, 1992) and affectigposses (Donovan & Rossiter, 1982;
Mehrabian & Russell, 1974; Wakefield & Blodgett989. However, little research exists
to indicate how atmospheric variables influencesconer perceptions resulting in
behavioral intentions.

Kotler (1973) is credited with coining the termrtfaispherics’ referring to
intentional, controlled physical environmental cuds stated that one of the most
influential aspects of a product is the physicaliemment where the product is
purchased or consumed. In the same study, Kotligcates that a store environment,
both interior and exterior, can be shaped to ejoécific feelings from consumers,
feelings that can have an important effect on pastig behavior. A later study by
Turley and Kelley (2001) found that even minor &tijnents in Servicescapes can impact
behavioral intentions and misuse of Servicescagesiegatively impact consumer
behavior.

Mehrabian and Russell (1974) developed a theotetiodel of the effects of the
physical environment on human behavioral intentiditniss model measures consumers’
responses to their surrounding environment andglihk physical environment to
service-firm success. The model proposed thredienab states as moderators between
environmental stimuli and consumer behavior. Thedlstates are referred to as
“pleasure, arousal, and dominance”, or PAD. The fdlelan-Russell study was the first
to propose that people react through approachadanmce (Price-Rankin, 2004), and is
commonly cited in the field of environmental psyldgy. The PAD framework is based
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on the Stimulus-Organism-Response (SOR) paradigma.SIOR paradigm indicates that
physical and social surroundings affect consumeatiems, which then influence
behaviors (Hightower et al., 2002). According te 8OR paradigm and the PAD model,
it is expected that a favorable perception of anrenment will evoke emotions that
result in positive behavioral intentions (Bigneakt 2005).

In 1982, Donovan and Rossiter applied the MehraRiassell model to a retail
environment. The study determined that pleasureaamalsal can predict positive
consumer behavior in a retail setting. FindingHlmpovan and Rossiter (1982) indicate
that the physical environment influences severt&d@ues including increasing the
enjoyment of shopping, influencing time spent iesidretail store, spending more money
than planned, and increasing repatronage behavior.

The consumers’ perception of the total atmosph&fies outlet mall is the sum
of their emotional satisfaction and their perceptid the quality of services offered,
along with the financial gains achieved throughdowrices. Bolton and Drew (1991)
determined that by understanding the concept dbousr satisfaction, retail centers can
develop atmospheric strategies to fulfill custorsatisfaction in order to elicit an
appropriate behavioral response. This kind of&attion is referred to as ‘non-product
satisfaction’ and has become increasingly more mapbas competition in the
marketplace has increased.

Retailing has focused over the past several deaadawreasing the shopping
efficiency of the average buyer (Downs, 1970). t8gies found to promote shopping
efficiency include an attractive shopping atmosphkrgh-volume outlets, large free
parking areas, and longer hours of operation (Kindaag, 1997). Previous literature on
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the physical environment took a broad perspecéxamining atmosphere across several
industries. However, marketing literature has laré@cused on the physical
environment.

The physical environment is often referred to &seavicescape” which is defined
as an area where products and services are pudc(Biseer, 1992). In Bitner’s
framework, Servicescapes consist of ambient caditispatial layout, functional layout,
signage, symbol and artifacts. Businesses assdaiatie the service industry must
continually manage their Servicescapes in ordext®! in the industry. This idea has
been discussed widely in the marketing literatia&bfn & Dardin, 1996; Baker et al,
1994; Donovan & Rossiter, 1982).

The emphasis on the physical environment is impofta retailers to understand
due to its influence on consumer perceptions ofocnser service (Hightower et al., 2002;
Turley & Fugate, 1992). Prior research has detezththat atmospheric variables are
mediated by cognitive responses (Bitner, 1992)adfettive responses (Donovan &
Rossiter, 1982; Mehrabian & Russell, 1974; Wakdf&IBlodgett, 1999). However,
little research exists to indicate how atmospheaitables influence consumer
perceptions that affect behavioral intentions.

Previous research has indicated that consumersndgp their environments
holistically (Mattila & Wirtx, 2001). They perceive configuration of stimuli, which
determines their response to the physical environrftéolahan, 1982; Mattila & Wirtz,
2001). Bitner (1992) described a holistic approaagarding the concept of
Servicescapes. When an environment is perceivadmmole, various arousing cues from
the environment stimulate the consumer’s sensdszittual consumers’ reactions to
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various combinations of cues then produce differesphonses or behaviors.
Atmospherics are mediated by cognitive and emotigsponses (Hightower et al.,
2002; Bitner, 1992), thus indirectly affecting reépaage intentions, word of mouth, and
image (Baker et al., 1994; Wakefield et al., 1996).

Baker (1996) claimed that consumers are influetgedngible cues in the
physical environment. This influence is due toldek of direct physical contact during a
service encounter. Baker developed a framework wbaparates the physical
environment into ambient, design and social factdmvever, the most regarded and
cited study of the physical retail environment imBr's (1992) study regarding the
effects of the physical environment on the behaofaervice employees and customers.
This classic study found that the level of serweyitably affects consumer behavioral
intentions.

Turley and Fugate (1992) determined that serviadityuand affective behavior
are outcomes of facility perceptions. Hightoweale{2002) indicated that the link
between quality and affect is particularly strondacility-driven services like
entertainment venues. Wakefield and Blodgett (1288curred with the finding that a
positive link exists between the physical environirend affect.

Berman and Evans (1995) divided atmospheric stimtdifour broad categories:
1) the exterior, 2) the interior, 3) the layout atesign, and 4) the point-of-purchase and
decoration variables. Turley and Milliman (2000¥led a fifth category, human
variables, to the atmospheric variables that BeramahEvans (1995) developed, based

on findings in the literature stream.
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External Variable

The external variables identified by Turley andlivhian (2000) are the
storefront, marquee, entrances, and display windbuitding architecture, the
surrounding area, and parking. Interestingly enpughsidering the current research
stream on atmospherics, the literature in this afexternal atmospherics is limited. The
literature that does exist has mainly examinedrtigact of the exterior on buyer
behaviors (Turley & Milliman, 2000).

Researchers Grossbart, Mittelstaedt, Curtis, argeRq1975) examined the
impact of a shopping district’s external attributesa variety of shopping behaviors. This
pivotal study determined that consumers form pedroep of large and complex
environments. However, these perceptions are iddalito the consumer and are based
on personal experiences.

Pinto and Leonidas (1994) studied the effects dfipg and location on
perceptions of quality. The study determined tteakimg and location had a significant
effect on consumer perception of the quality oféehgironment and the products within
the environment. The current study further invegeg exterior atmospheric variables
such as the physical environment, building archite parking and the surrounding area
in relation to consumer perceptions.

A consumer perception of a single exterior atmosgploeie can potentially result
in a consumer’s interpretation of the entire enwingnt. The atmosphere may fail to
produce the desired effect because some elementangg the environment to seem less

appropriate (Babin et al., 2004). Therefore, retaiand outlet mall managers must
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develop an understanding of what their consumeitsvamd continue to reanalyze the
overall exterior environment of the outlet mall.

Human Variable of Crowding

Turley and Milliman (2000) added the human varidbléhe Berman and Evans
(1995) categorical list of atmospheric stimuli. Fategory includes crowding, customer
characteristics, and employee characteristics.clinent study focuses specifically on
the variable of crowding. Crowding has been a wedearched aspect of consumer
behavior. Bateson and Hui (1992) determined thasamers perceive crowding while
shopping as an unpleasant experience. Eroglu artil®la(1990) determined that
consumers who were task-oriented perceived moreding then consumers who were
not task-driven. This study indicated that consumetives can influence crowding
perceptions.

Machleit, Kellaris, and Eroglu (1994) studied thepact of perceived crowding
and satisfaction on expectations of crowding. his experimental study, crowding was
negatively correlated with satisfaction and pernceyst of service suggesting that
consumers have a pre-conceived notion of the levelowding desired. If their notions
prove to be incorrect consumers are likely to lssatisfied.

Research on crowding has determined that crowdagautively affects browsing
and comparison shopping (Grossbart et al., 1994fppaed shopping (Grossbart et al.,
1991), going to another location (Grossbart etl&91), price perceptions (Wakefield
and Blodgett, 1994), shopping excitement (Wakefgld Blodgett, 1994), and quality

perceptions (Wakefield and Blodgett, 1994).
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The atmospheric variable of crowding can be con@izied as a stimulus leading
to a perception within the individual consumer, @hin turn, leads to a behavioral
response (Turley & Milliman, 2000). The physicaleanment interacts with the
consumer’s expectations and perceptions to eli@sponse. This being said, the
behavior that the physical environment elicits me @onsumer may be entirely different
from the behavior it elicits in another consumdrisistudy investigates how the variable
of crowding in an outlet mall influences the conguis perceptions, thus influencing
their behavioral intentions.

CONSUMER PERCEPTIONS

Service Quality

The concept of service quality is a well-researclied in consumer behavior
literature. The variable of service quality exteadsoss many disciplines including
marketing, psychology, sociology, and retailingtdfleng literature is beginning to take
notice of how service quality can enhance an dttna@and thus elicit positive behavioral
intentions.

The production and consumption of services arepiausble (Parasuraman et al.,
1985). Quality in service can not be manufacturetithen delivered to the consumer
like a product. Service quality occurs during tleéiveery of the service, usually through
the interactions of consumers and employees (Paragun et al., 1985); thus service
quality is intangible. Due to the absence of talegdvidence of service quality, the
consumer depends on other cues to determine qadityatmospheric variables, price,
and merchandise quality). Retailers may find ificifit to understand how consumers
perceive service quality (Parasuraman et al., 1985)
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Smith and Houston (1985) determined that satisfacatiith service is related to
the confirmation or disconfirmation of perceptiariservice. Parasuraman et al. (1985)
identified three different dimensions of servicegeptions, level of materials, facilities,
and personnel. This study implied that the peroaptif service quality is more than just
an outcome: it also includes the way the servickeiwered.

Hansen & Solgaard (2004) revealed that consumeepgons of service quality
exercised an important influence on store patromatgations. The same finding was
obtained by a recent study of shopping behavidrdbtermined that consumers were
more sensitive to product assortment, merchandiabty, brand identity and service
guality when selecting a retail venue (Baltas & &tathopoulou, 2003).

A recent study confirmed the importance of non-pictdactors like atmosphere
and service perceptions on consumer patronagei@exig his study, focusing on
supermarkets, determined that consumers rateddaaaitthe retailer and perceptions of
facility service as the most important determinamttheir decision to visit a specific
supermarket (Davies & Goode, 2001). These researclfe found that services within a
supermarket were perceived negatively if they viecengruent with what the consumer
expected to experience. The authors draw imptinatregarding a variety of retail
formats, including outlet malls, arguing that vestigat offer consumers what they are
searching for trigger a high rate of satisfactiathvheir atmosphere (Davies & Goode,
2001).

The links among service quality, customer satigactand behavioral intentions
is well supported in marketing literature (Oliv&éB897; Rust & Oliver, 1994; Anderson &
Sullivan, 1993; Cronin & Taylor, 1992) and hedosézvice literature (Wakefield &
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Barnes., 1996; Babin et al., 1994; Wakefield & Bjett, 1994; Turley & Fugate, 1992;
Donovan & Rossiter, 1982). A common thread throwgltlois literature indicates that
consumers with positive feelings resulting fromittiservice experience are more likely
to respond with positive outcome behaviors (Highgoet al., 2002). Consumers, as a
group, tend to value the service experience abossgssions (Hopkinsons & Pujari,
1999). However, consumers’ overall experience ¢i@n their behavior by affecting their
perceptions of service quality. Superior servicalifyican enhance sales levels,

profitability, positive word of mouth advertisingnd repatronage behavior.

Merchandise Price Perceptions

Most previous research on merchandise price paotephas focused on
consumer value judgments of specific products agpeoed to the actual price of the
products (Baker et al., 2002). A consumer percetivegrice of a product or service as
what is given up or sacrificed in order to obtdiae product or service (Zeithaml, 1988;
Monroe & Krishnan, 1985). Ultimately, pricing shdukesult in a profit for the retailer
and a perception of a good value by the consumemn@s, 1998).

Several researchers in the past have focused onflirence of price on value
perceptions that affect behavioral intentions (Dodtal., 1991; Grewal et al., 1998;
Sirohi et al., 1998). These studies suggest a ivegatkage: the higher the consumer
perception of the price, the lower the value petioeg, a dynamic that lends to negative
behavioral intentions (Baker et al., 2002). Presioesearch also indicates that consumers
are motivated to travel beyond convenient retaiieqsurchase goods, even inexpensive

goods (Levin, 1994). An explanation for this maytlh& consumers are influenced
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significantly by price. This behavior may be motaé by economic considerations or by
consumers’ enjoyment of hunting down the lowestefor a product (Kim & Kang,
1997).

Jacoby and Olson (1977) suggested that a distmeticsts between the objective
and perceived price of products and services. Dpectve price is the actual price of the
product or service, while the perceived price iatthe consumer encodes (Zeithaml,
1988). Consumers may encode prices by a number§28.99), by category (i.e., cheap
or expensive), or not at all. Encoding can alsb&s&ed on atmospheric variables in the
retail environment. Previous literature on thisi¢gZeithaml, 1988; Allen et al., 1976)
has indicated that consumers, on average, do call eectual prices of products or
services. However, they encode the prices in sopaily meaningful manner (Zeithaml,
1985, 1988). This encoding can be affected by etyaof factors including the physical
environment or perception of the service environtyians price perception can in turn
affect consumer behavior.

A study developed by Zeithaml et al. (1996) foulnal forice perceptions differ
among demographic groups. Findings indicated tinswmers with the highest price
perception tend to be female, married, older, astcemployed outside the home.

According to Keown (1989), price perception is ofithe most influential factors
in generating shopping. Keown found that the chetdpeprice perception of the
destination, the more popular shopping at the nlaistin will be. In addition, Biswas and
Blair (1991) determined that consumer’ perceptioing given price markdown can vary
depending on the store type. As the author Lundbeitgs, “Nearly everyone likes a
bargain; nearly everyone likes to buy; nearly evagylikes to have a reason for going
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some place different to do so” (1990, p.46). Thedesnent underscores the importance of
consumer price perceptions in retail venues suautst malls. The popularity of outlet
malls among consumers reflects the importancetathto a good’s value, price and
novelty.

Outlet Mall Merchandise Price Perceptions

A change in the mix of merchandise in outlet ma#is impacted pricing. Prior to
the 1990’s, merchandise in outlet malls tendeckttold-of-date or defective (Clodfelter
& Fowler, 1999). However, during the 1990’s, degignand brand-names like Calvin
Klein, Ralph Lauren, Ann Taylor, Donna Karen, aneb@rey Beene began using outlet
stores as an additional retailing venue. Many daesigare now producing product lines
just for their outlet shops. Prime Retail, a depeloof outlet malls, reports that 90% of
their merchandise is first-run and in-season (@df & Fowler, 1999). A research
study byValue Retail Newdound that 37% of merchandise in an outlet is atecked
by their traditional counterparts simultaneoustytha tail-end of the retail life cycle
(Clodfelter & Fowler, 1999).

Today, the apparel market is weak, competitiomeicé&, and economic conditions
have increased consumer awareness of price. Rethdge adjusted to price-conscious
consumers by incorporating off-price, discount, antlet centers into their retailing
channels. This change in pricing policy means amehasis on value and quality, a shift
in emphasis that retailers deplore (Barnes, 1988act, consumers are attracted to outlet
malls because of the feeling of getting both a pwiwe and a wide selection of
merchandise (Vargo, 1995). Outlet mall shoppercamwinced they are getting a
bargain and enjoy the challenge of finding markdewuithin the outlet mall (Clodfelter
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& Fowler, 1999).Given these consumer motivatiohs advantageous to investigate the
effect of merchandise price on consumer behavintahtions in an outlet mall setting.
The current study incorporates the variable of im@ndise price perceptions in
the same manner as the Baker et al. (2002) stwigéal on how behavioral intentions
are influenced by price perceptions rather thathbyproduct per se, that is, how
consumers perceive the general price level thes lzdsheir observations of the retail
environment. This way of conceptualizing price pgtons is referred to below as

“merchandise price perceptions”.

Merchandise Quality Perceptions

A consumer’s perception of quality can be descriged judgment of a product’s
overall excellence and superiority. A consumerigption of quality should not be
confused with actual quality; it is a higher asse=st or judgment based on the
consumer’s attitudes and beliefs (Zeithaml, 198®)at one consumer perceives as a
quality product, another consumer may view a prothoking in quality. Olshavsky
(1985) found that quality is an overall evaluataira product or service by a consumer,
and in some ways an attitude.

Several researchers (Garvin, 1983; Parasuramdn £988) have focused on the
differences between objective and perceived qudl@pjective quality” is a term used in
the literature to describe the actual superiontgxcellence of a product or service
(Zeithaml, 1988). However, in recent years reseagchave debated the practice of
measuring quality by selecting and weighing objectjuality. Most researchers find it

difficult to agree on ideal standards of qualitgitBaml, 1988), and many researchers
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claim that objective quality does not exist at #igt all quality evaluations are subjective
(Maynes, 1976).

A study for General Electric developed by Morga885), pointed out a
difference between perceptions of appliance qualhtyng consumers, dealers, and
managers. When managers were asked how their censy@rceived quality, they listed
performance and workmanship. However, consumeigitdes quality in terms of
appearance, clean-ability, and durability (Zeithat®88). This study argues that quality
is a perception which is subjective rather tharectye.

Lutz et al. (1986) found that the higher the nemdif attributes a consumer
assesses positively before the purchase of a prodservice, in proportion to those
assessed during consumption, the more likely tihhewmer is to experience a higher
perception of quality. Zeithmal (1988) found thattity perceptions usually take place
in a comparative context. Merchandise quality isleated as high or low depending on
the level of excellence or superiority among menclise that the consumer views as
comparable. The set of merchandise used for cosgrally the consumer depends on the
consumer’s assessment of competing products.

In a study by Mazyursky and Jacoby (1985), conssrimemed quality
perceptions based on brand names of merchandisefrequently than any other
information. In addition, when brands were unfaarilprice was used as a quality cue far
more often than when brand names were availabked®eh has also determined that
when a high level of risk for making an unsatiséagtpurchase is involved, consumers

select higher-priced products as a determinantiality (Peterson & Wilson, 1985).
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Literature on measurement of hedonic quality iniisdhat price is the best
measure of product quality (Griliches, 1971; Zei#hni988). Considerable research has
investigated the relationship between price andityu®lsen, 1977); this research
generally indicates that consumers use price terae quality if it is the only available
cue (Zeithmal, 1988). However, when price is corabdiwith other cues, including
atmospheric cues, the findings become less comgn@eithmal, 1988).

A study by Downs (1970) found that the qualityneérchandise was among the
most important variables in choosing a shoppingreeand that perception of
merchandise quality works in conjunction with seevgquality to appeal to the consumer
and create satisfied behaviors. Consumers’ pearepbdf quality and expectations are
positively correlated (Swanson & Horridge, 2002)eTquality of merchandise indicates
a great deal about a retail store. High-qualityahandise is better received by
consumers than cheaper-quality merchandise (Tim@0g5). In addition, the study
rated quality as very important in consumers’ deaisnaking.

Fox et al. (2004) revealed that the assortmentafity goods and frequency of
promotional activities are the two leading factdesermining the selection of a shopping
center. A recent study regarding purchasing padtdetermined that the price range,
guality merchandise, and assortment of the prochftdésed were important factors when
choosing between three retail formats: hypermarkstount store or conventional
supermarket (Hansen & Solgaard, 2004).

Outlet Mall Merchandise Quality Perceptions

A common misconception regarding merchandise guialibutlet malls is that all
the stores are factory outlets, and therefore aostgcond-hand quality merchandise.
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However, many of the new malls being built aroumgl Wnited States have only a small
number of genuine manufacturers’ factory outletod@lter & Fowler, 1999). Today
outlet malls house discount retailers, off-priagd #&raditional full-priced retailers
(Clodfelter & Fowler, 1999).

Bailey et al. (1999) found in a study focusing ba guality of merchandise in
outlet malls that few differences existed in thalgy of apparel products purchased at an
outlet mall and the quality of apparel at correspng retail stores. Consumer Reports
found that made-for-outlet merchandise often igapately labeled. However, despite
specification of origin, little difference amongetlpparel products existed, and the
overall quality of made-for-outlet merchandise \gasd (Bailey et al., 1999). In the
same study, more than 70% (n=700+) of the surveypkaindicated that they were
completely or very satisfied with the quality of roleandise purchased at the outlet mall
(Bailey et al., 1999). It is imperative for resders to understand merchandise quality

perceptions in order to elicit positive behavioraéntions from outlet mall consumers.

BEHAVIORAL INTENTIONS
The goal of any organization is to increase prbfity. Previous literature has
indicated that customer loyalty (Hightower et 2002), positive word of mouth
advertising (Zeithmal et al., 1996), and repatr@nlghavior (Fornell et al., 1996;
Babkus & Boller, 1992) correlate highly with an anjzation’s success. However, to
date, literature is lacking on the effects of cansuperceptions of the environment on
behavioral intentions (Bigne et al., 2005). Givieattconsumers interact with the physical

environment and other consumers during the consamptocess, it becomes critical to
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understand consumers’ behavioral responses (Bigale 2005; Szymanski & Henard,
2001).

Consumers’ behavioral responses can be affectéothysituations and objects.
The commonly used S-O-R paradigm indicates thahaumers’ behavior toward a
product or service, is regarded as a unique inglicgtfuture behavioral intentions (Belk,
1975). Several studies attempt to develop an utedetmg of the experiences and
emotional concepts that may explain behaviorahtm@s (Zins, 2002; Vitterso et al.,
2000). A related congruent objective in marketing aocial sciences is to understand
how to influence behavioral intentions.

The earliest research on behavioral intentionsasatork of Fishbein & Ajzen
(1975). Fishbein & Ajzen investigated the relatioipsamong beliefs, attitudes and
intentions with respect to consumer behavior. Rodr980, their theory was called the
Fishbein-Ajzen behavioral intention model. This raloidrms a part of the Theory of
Reasoned Action or TRA (Ajzen & Fishbein, 1980)cArling to TRA, attitudes toward
behaviors determine behavioral intentions. The rhisdsonsidered suitable for
measuring attitudes toward products or brands. & htgudes affect consumers’
behavioral intentions.

Belk (1975) found that situational variables affechsumers’ behavioral
intentions. In his study, Belk found that a behavegarding a product or service was
impacted by the source of the behavioral influeBedk identified five major situational
variables affecting consumers, including physicat@indings, social surroundings,
temporal perspective, task definition and moodestathe social surroundings include
the people around the consumer, such as emplopdés ather consumers. Temporal
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perspective refers to the time component associitthdthe product or service (i.e.,
convenience and waiting time). The variable of wsknition refers to the consumer’s
intent to gather information regarding the taskaatd. Finally, mood states refer to how
the consumer is feeling at the moment of choicki@mice (Price-Rankin, 2004). These
situational variables are affected by a consunresponse of satisfaction or
dissatisfaction with the environment. Belk proposeat physical surroundings have the
largest impact on the consumer.

The Mehrabian and Russell (1974) model, along thighfindings of Donovan
and Rossiter (1982), proposed that consumers wiied@easure from an experience
are more likely to exhibit positive behavioral intens, including positive word-of-
mouth advertising (Bigne et al., 2005; Donovan &Biter, 1982; Mehrabian & Russell,
1974). Regarding willingness to pay more, it hasnb@etermined by previous research
(Baker & Crompton, 2000; Wakefield & Blodgett, 19%®itaml et al., 1996) that
consumers who positively evaluate their experieacesnore willing to pay more while
in the environment (Bigne et al., 2005).

Zeithaml, Berry and Parasuraman (1996) suggesttgdsitive behavioral
intentions are correlated with a service providabgity to 1) get their consumers to say
positive things about them, 2) recommend themherst 3) remain loyal and repurchase,
4) spend more time with them, and 5) pay highergsti These aspects of behavioral
intentions are imperative to the retailing industnd especially to outlet malls which do
not have consistent consumers, but instead depepdstive behavioral intentions

(Cronin et al., 2000).
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Dissatisfaction with products or services typicalpuse strong feelings in
consumers (Woodside & King, 2001), as well as liac& of re-patronage, and
unfavorable word of mouth advertising (Baker & Cpgon, 2000). Given that retaining
an existing customer is less costly than acquiaimgw customer (Bigne et al., 2005),
understanding behavioral intentions is vital forkesers and retailers. Behavioral
intentions are directly influenced by a customexperience of satisfaction.

Misconceptions of outlet malls can lead to dis§iatisconsumers. Kahneman and
Tversky (1996) developed a 'prospect theory' a$fattion, suggesting that the cost of a
negative experience, misconception, or dissatisfaetith a retailer, is higher than
bringing satisfaction to new customers. Consumexsreore likely to express their
negative experiences than their positive expergtio®ugh word-of-mouth advertising
(Kahneman & Tversky, 1996). Thus if outlets aredatinue enjoying the steady growth
they are currently experiencing, they must culBvaiong-term relationship with their
consumers. Repatronage and positive word-of-maiikréising are the results of long-

term relationships with outlet mall consumers (Bs;n.998).

PROPOSED RESEARCH HYPOTHESES
Based on the previous literature, the following ¢tyy@ses regarding the influence
of atmospherics on consumer perceptions that dbfgtavioral intentions (i.e., word-of-

mouth advertising, willingness to recommend to rghand repatronage) are proposed.
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H1: There is a direct relationship between consumecgqions of the exterior
atmospheric variables and consumers’ perceptions of
(a) service quality
(b) merchandise price
(c) merchandise quality
H2: There is a direct relationship between consumecgyions of the human
atmospheric variable of crowding and consumerstcpgtions of:
(a) service quality
(b) merchandise price
(c) merchandise quality
H3: Behavioral intentions will differ depending on somers’ perceptions of:
(a) service quality
(b) merchandise price
(c) merchandise quality
H4: Behavioral intentions will differ depending on @enospheric variables of:
(a) exterior

(b) the human variable of crowding

Several constructs exist within a retailing envir@amnt. It is imperative for

academicians and practitioners to study the infteesf atmospherics on consumer
perceptions in order to more effectively understtmar relationship to behavioral

intentions. By understanding these relationshipiebmall retailers can develop an

effective marketing mix in order to compete in tpdacompetitive retail marketplace.
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CHAPTER 3: METHODS

The purpose of this study was to determine theiamte of atmospheric stimuli
(i.e., the exterior and the human variable of criog@ion consumer perceptions of
service quality, merchandise price, and mercharglisdity in an outlet mall. In addition,
this study focuses on how these perceptions reddtehavioral intentions. This study
examined perceptions and behavioral influencesxduivisit to an outlet mall. The
hypothesized conceptual framework for this studpaetuded in Figure 3.1. The
objectives of study are to measure the variablésdarresearch model in order to
determine their relationships with one another, twedeby how they relate to behavioral
intentions. The methods for the study, includingtiament development, sampling, data
collection procedures, and data analyses, wergmasito elicit responses that would

meet the objectives. This chapter gives an explamaflf the methods used in this study.

Hypotheses

H1: There is a direct relationship between consumecgqions of the exterior
atmospheric variables and consumers’ perceptions of

(a) service quality

(b) merchandise price

(c) merchandise quality
H2: There is a direct relationship between consumecgyions of the human
atmospheric variable of crowding and consumerstcpgtions of:

(a) service quality

(b) merchandise price

(c) merchandise quality
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Research Conceptual Framework

Environmental Holistic Intexd Behavior
Dimensions Environment Responses
Exterior

Physical Environment
Building Architecture

Parking Behavioral
Surrounding Area Perception of Consumer Intentions
Cleanliness > the »  Responses >

Environment

Human Variable
Crowding

Cognitive:
Consumer Beliefs
e Service Quality
. Merchandise Price
*  Merchandise

Quality

Figure 3.1: Conceptual Framework of The influenteetail atmospherics and the variable of crowding
consumer perceptions resulting in behavioral imbest

H3: Behavioral intentions will differ depending on somers’ perceptions of:
(a) service quality
(b) merchandise price
(c) merchandise quality

H4: Behavioral intentions will differ depending on @enospheric variables of:
(a) exterior

(b) the human variable of crowding

Instrument Development
The first step in this study was the developmendtthe pre-testing of the data
collection instrument. A non-experimental survegige and mall intercept methodology
was adopted in order to survey outlet mall consgrasrthey experienced the

environment. The data collection instrument corsigif a series of items based on
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previous research. The questionnaire, intendee@terichine the consumer perceptions
and behavioral intentions derived from the atmosplsimuli of the outlet mall, was
composed of seven sections: 1) perceptions ofxtezier atmospheric factors, 2)
perceptions of the human atmospheric factor of diogy 3) perceptions of the service
quality, 4) perceptions of the merchandise pri¢gesceptions of merchandise quality,
6) behavioral intentions, and 7) demographic arakgpaund information. A paper-based

copy of the questionnaire is attached in the Append

Study-Questionnaire Development

The constructs in Table 3.1 were measured usingj-iterh scales to determine
the relevance of the constructs. All items wereedas previous valid research, and
adapted so the content would match the focus ofuheent study. All items have been
previously tested in various disciplines for valdand reliability. For this study, the

scales were revised to include wording associaiddoutlet malls.

Atmospherics
Exterior Variable
The first part of the atmospheric section of thesjionnaire consisted of items
related to the exterior of the outlet mall. Thesenis were derived from the conceptual
works of Bitner (1992) on Servicescapes. The seedgrted items based on the

Servicescapes scale have been tested repeatedipameé Cronbach alpha of .93.
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Table 3.1: Constructs Sources and Reliability frdPnevious Research

Variables Reliability/Alpha # of ltems Source
Exterior Atmospheric .93 7 Bitner, (1992)
Perceptions
Human Atmospheric .93 4 Machleit et al. (1994)
Perceptions- Crowding
Service Quality .85 & .78 5 Baker et al. (2002)
Perceptions
Merchandise Price 77 2 Baker et al.(2002);
Perceptions .90 2 Lichtenstein et al. (1993)
Merchandise Quality 77 2 Baker et al.(2002);
Perceptions .90 2 Lichtenstein et al. (1993)
Behavioral Intentions 91 4 Zeithaml et al.(1996)

The seven items (Table 3.2) were scored on a forethikert scale with ‘five’
being ‘strongly agree’ and ‘one’ being ‘stronglgdgree’. High scores indicated that

respondents believed the exterior of the outlet mas pleasant and attractive.

Human Variable of Crowding

The second part of the atmospheric section ofjtiestionnaire focused on
measuring the human variable of crowding (Tablg. 3 Bese items were derived from
the works of Machleit, Kellaris, and Erogulu (199%hese four items have been tested
repeatedly, and the scales have a Cronbach alpB&.ofThe items were scored on a
five-point Likert scale with ‘five’ being ‘stronglggree’ and ‘one’ being ‘strongly
disagree’. High scores indicated a respondent hrejative perception regarding the

level of crowding while visiting the outlet mallhis is a reverse scored section.
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Service Quality
The third section of the questionnaire focusedhertraditional service constructs
(Table 3.2). Service quality items were derivedrfrihe works of Baker et al. (2002).
These five items have been tested repeatedly,hensciles have a Cronbach alpha of .85
and .78. The items were scored on a five-poinettikcale with ‘five’ being ‘strongly
agree’ and ‘one’ being ‘strongly disagree’. Higloses indicated a respondent had a

positive perception regarding the level of serwidgle visiting the outlet mall.

Merchandise Price Perceptions

The next section of the questionnaire focused oneatawy price perceptions
(Table 3.2). The monetary price perception itemeevaerived from the works of Baker
et al. (2002) and Lichtenstein et al. (1993). Twe items derived from Baker et al.
(2002) have been tested repeatedly, and the duaesa Cronbach alpha of .70 and .78.
The items were scored on a five-point Likert seaili ‘five’ being ‘strongly agree’ and
‘one’ being ‘strongly disagree’. High scores indexha respondent had a negative
monetary perception regarding the merchandiseablaikt the outlet mall.

The two items derived from Lichtenstein et al. (3PBave also been tested
repeatedly, and the scales have a Cronbach alpBé.ofhe items were scored on a five-
point Likert scale with ‘five’ being ‘strongly ageéand ‘one’ being ‘strongly disagree’.
High scores indicated a respondent had a positeremandise price perception with

regards to the outlet mall.
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Merchandise Quality Perceptions

The fifth section of the questionnaire focused @agsuring consumer perceptions
of the merchandise quality (Table 3.2). The fivgd imerchandise quality items were
derived from the works of Baker et al. (2002). Tdhnaso items have been tested
repeatedly, and the scales have a Cronbach alpfi@ ahd .78. The items were scored
on a five-point Likert scale with ‘five’ being ‘singly agree’ and ‘one’ being ‘strongly
disagree’. High scores indicated a favorable pergef merchandise quality at the
outlet mall.

The next two merchandise quality items were derivench the works of
Lichtenstein et al. (1993). These two items hawnldested repeatedly, and the scales
have a Cronbach alpha of .90. The items were dame five-point Likert scale with
“five’ being ‘strongly agree’ and ‘one’ being ‘stigly disagree’. High scores indicated a
respondent’s favorable perception of importancamdigg merchandise quality at the

outlet mall.

Behavioral Intentions
The behavioral intentions section of the questamr@consisted of four items
derived from the Zeithaml et al. (1996) study. Tow items focusing on behavioral
intentions have a Cronbach alpha of .91. The fiaums (Table 3.2) were scored on a
five-point Likert scale with ‘five’ being ‘stronglggree’ and ‘one’ being ‘strongly

disagree’. High scores indicated positive behavVimtantions.
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Table 3.2: Questionnaire Items

Variable

Items

Reference

Exterior

N

In general, the outlet mall’'s physical environmpletased me,

The outlet mall had more than enough space foronhbe t
comfortable.

The outlet mall was clean.

The signage used was helpful and appropriate

The restrooms are appropriately designed.

The outlet mall parking was sufficient.

The architecture is attractive and appropriate.

Bitner (1992)

Crowding

W RN O~ Ww

E

. The outlet mall seemed very crowded to me.

The outlet mall was a little too busy.

There wasn’t much traffic at the outlet mall durimg
shopping trip.

There were a lot of shoppers at the outlet mall.

Machleit et al.,
(1994)

Service Quality

wn

S

. | received very quick service while visiting thetleti mall.

Overall, | have received high quality service a thutlet mall.
During my visit to the outlet mall, | received pensl
attention.

During my visit to the outlet mall, | was treateellv

During my time at the outlet mall, the time | speiting for

service was minimal.

Baker et al.,
(2002)

Merchandise
Price

The merchandise at the outlet mall is higher pritech
expected
| spent more money than expected on merchandibe at

outlet mall

Baker et al.,
(2002)

| am willing to go the extra effort to find loweripes at the
outlet mall
The money saved by finding lower prices at theetutiall is

worth the time and effort

Lichtenstein et
al., (1993)

Merchandise
Quality

The merchandise at the outlet mall is of high dyali
Overall, the merchandise at the outlet mall is madk.

Baker et al.,
(2002)

| always try to maximize the quality | get for theney |
spend on merchandise at the outlet mall.
| generally shop around the outlet mall for loweced

merchandise, but they still must meet certain ¢yali
requirements before | will buy them.

Lichtenstein et
al., (1993)

Behavioral
Intentions

| will say positive things about going to the outieall to
others.

| will recommend going to the outlet mall to someawho
seeks my advice.

| will encourage friends and relatives to go to tluidlet mall
| will go to the outlet mall over the next few mbast

Zeithaml et al.,
(1996)
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Demographic and Background Information

Information on the demographic and backgroundaattaristics was obtained
from the consumer sample. The consumers were adl@d their age, gender, ethnic
group identity, education, and income. The samgals statistically described by
frequency and percent measures.

Pre-Testing the Instrument

After a review of the literature, a pilot test wamducted to determine the
reliability of the survey. Based on the resultshaf pilot test, the survey data collection
instrument was constructed. The instrument wadgsted in January 2007. A
convenience sample was used (n=43). Analysis regtealCronbach’s alpha higher than
.7 for all scales (Table 3.8). The participantsevemployees and students at a large
southeastern university located near several ooiddis, were between the ages of 18 and
60 and had visited an outlet mall within the pa&snsonths. Personal interviews were
conducted with the participants after the questin@s were completed allowing the
researcher to gather feedback on the questionfidieeresearcher asked the participants
if the questions were clear and if the format wasyeo follow. The analysis indicated
that only minor wording improvements were requirgdpropriate changes were made to
the data collection instrument for the main study.

Validity and Reliability

The constructs used in the research model foistody have been previously

tested individually for validity and reliability salting in scales with high Cronbach’s

alpha (See Table 3.1). The reliability of the dadliection survey was pre-tested using
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Table 3.3- Reliability determined through pre-tesftquestionnaire

Variables Reliability/Alpha # of Items
Exterior Atmospheric .76 7
Perceptions
Human Atmospheric .80 4
Perceptions-
Crowding
Service Quality .78 5
Perceptions
Merchandise Price .78 4
Perceptions
Merchandise Quality| .79 4
Perceptions
Behavioral Intentions 71 4

an n=43 and determined high Cronbach alphas (TaB)e The validity and reliability for

the main study will be discussed further in Chapiaur.

Study Instrument Development
The format of the questionnaire was developed vatig Dillman’s (2000)

recommendations for mall intercept survey develapmiEhe questionnaire was titled
‘Outlet Mall Study’. At the beginning of the survahe participants were asked if they
were over the age of eighteen. If they answeresd, yieey were asked to continue with
the survey. If they answered 'no’, the participardgee asked to return the survey to the
researcher. The format of items flowed from gehieranore specific items, concluding
with demographic information. Each section wagditivith commonly used wording to
facilitate respondents’ understanding. Colors ameslwere used to differentiate items
and to make the questionnaire easy to completddition, surveys for each outlet mall

were color-coded in order to differentiate locasion
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Questionnaire Format

The research method for this study is mall intetesing a questionnaire format
(See Appendix for copy) distributed to consumerdewisiting one of three outlet malls.
Three markets were selected for data collectiotiorliHead, SC; Sevierville, TN; and
St. Augustine, FL. All three of the markets ar@ular tourist destinations throughout
the year. In addition, each outlet mall is withisheort drive from a medium sized city.
This was taken into consideration in order to @l appropriate sample size,
independent of tourism traffic. These particulati@umalls were chosen due to their
geographic proximity to the researcher. The degisisocollect data at three outlet malls
followed a study by Clodfelter and Fowler (1999hieh focused on comparing pricing
policies at three outlet mall locations.

The first market selected for data collection wasABgustine, FL. The data were
collected at the outlet mall on January 13, 200mfd2pm to 5pm. There were eight
research assistants distributing questionnaires Wigather conditions were ideal during
the data collection time frame, sunny and in tlve @’s. The St. Augustine Premium
Outlets are located just thirty minutes south @kdanville and ninety minutes from
Orlando. The outlet mall has eighty-five stores arfdod court. St. Augustine maintains
a population of 12,263. Nearby Jacksonville, FLdt®@ population of 735,617; and
Orlando, FL has a population of 185,951 (City-da@06). There were 180 surveys
collected from The St. Augustine Premium Outlets.

The second market chosen for data collection wierHHead, SC. The data
were collected at the outlet mall on January 20,720o0m 12pm to 5pm. There were ten
research assistants handing out questionnairesv&ather was windy and rainy during
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the data collection. The Hilton Head Factory St@meslocated twenty miles north of
Savannah, GA on the island of Hilton Head. Theatutiall contains eighty stores in
addition to a food court. Hilton Head Island boasisopulation of 33,862; nearby
Savannah, GA has a population of 134,600 (City;d0186). There were 220 surveys
collected from The Hilton Head Factory Stores.

The third market chosen for data collection in #siisdy was Sevierville, TN. The
data was collected at the outlet mall on January@@7 from 12pm to 5pm. There were
eight research assistants distributing questioaaairhe weather conditions were cool
and overcast during the data collection. The Ta@gelet Center is located twenty miles
east of Knoxuville, TN. The outlet mall contains radhan one hundred stores and a
variety of eating establishments. Sevierville, Té la population of 11, 757 and nearby
Knoxville, TN boasts a population of 173,890 (Catgta, 2006). There were 186 surveys
collected from The Tanger Outlet Center.

Consumers were surveyed at all three outlet maksder to obtain a sample
from three types of atmospheric conditions. Anrafiewas made to achieve a balanced
sample of men and women consumers.

Sample and Distribution Procedure

The population of interest in this study was constgwho were visiting an outlet
mall. All of the data for the study were collectbdough mall intercept survey methods.
The data collection took place over a three-weeloden January 2007. Intercepts were
conduced on three consecutive weekends. Reseaishaass approached consumers (18
years of age and older) at various locations thmougthe three outlet malls. A decline
was replaced by the next consumer. Each outletwaaldivided into territories and each
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research assistant handled a specific territorgntptes of territories include the food
court area, outside of restrooms, parking lots, @ndtyards in between shops.

The consumers were asked to complete the questierorasite and return to the
researchers when finished. Two forms of incentivese used. First, an incentive of a
coupon for a free beverage was distributed to @pents who chose to fill out the
survey. Secondly, an incentive in the form of axdng for three prizes was offered. The
drawing for the prizes took place on February T@72 winners were contacted the
following week. The prizes included: 1) a two nigay at a local resort (i.e., Tennessee,
Florida, or South Carolina), 2) a $100 gift cecifie to the outlet mall, and 3) a $30 gift
certificate to the outlet mall.

The research assistants were family members ardif of the author. A one-
hour training session was provided prior to thedatlection procedure. During the
training, the research assistants were given ictstns on the sampling guidelines
(Appendix F).

Summary

This chapter described the methods used in devejdhis study. The research
model for this study was based on the conceptaaidivork described in Chapter Two.
The development of the instrument, sample selearmhdistribution procedures were

explained. Chapter Four explains the methods @ daslysis used in this study.

47



CHAPTER 4: RESULTS AND DATA ANALYSIS

The purpose of this chapter is to describe theltefom the data gathered in this
study. Chapters Two and Three stated researchtodgge@nd hypotheses, which were
tested to determine relationships between atmospbnables and perceptions of
service quality, merchandise price, and merchargligdity. In addition, differences in
behavioral intentions based on consumer perceptibasnospherics, service quality,
merchandise price, and merchandise quality wetedes

The data collected for this study were obtainedgia mall intercept survey
method explained in Chapter Three. Participantsptetad a thirty statement
guestionnaire while shopping at an outlet mall. $tatements measured atmospheric
variable of the exterior environment and crowdipey,ception of service quality,
merchandise price, merchandise quality and behahiittientions. The questionnaire also
contained a demographic section which gatheredrdgerding participants’ gender, age,
ethnicity, education level and household incoméotal of 586 usable surveys were
collected.

Development of the Measurement

Exterior Atmospheric Perceptions

The first seven items on the questionnaire weenoted to measure how the
participants perceived the exterior environmerthefoutlet mall. The seven items on the
guestionnaire were combined to form a scale. Amalysing Cronbach’s alpha indicated
that the seven items were related and represemeecbinstruct of “exterior atmospheric
perceptions” (alpha=.75, Table 4.1).
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Human Atmospheric Perceptions of Crowding

The next four items on the questionnaire were uhento measure if the
participants perceived the outlet mall to be crodvdiéne four items on the questionnaire
were combined to form a scale. Analysis using Cashts alpha indicated an alpha=.50
(Table 4.1) for the four items representing thestarct of “human atmospheric
perceptions of crowding”.

Service Quality Perceptions

The next section of the questionnaire containeel items that were intended to
measure how the participants perceived the qualigervice at the outlet mall. The five
items on the questionnaire were combined to fosoade. Analysis using Cronbach’s
alpha indicated that the five items were related r@present the construct of “service
guality perceptions” (alpha=.65, Table 4.1).

Merchandise Price Perceptions

The next four items of the questionnaire were idéghto measure how the
participants perceived the price of the merchandigbe outlet mall. The four items on
the questionnaire were combined to form a scalalysis using Cronbach’s alpha
indicated that the four items were related andasgmt the construct of “merchandise
price perceptions” (alpha=.68, Table 4.1).

Merchandise Quality Perceptions

The next four items on the questionnaire were théeito measure how the
participants perceived the merchandise qualithabutlet mall. The four items on the

guestionnaire were combined to form a scale. Amalysing Cronbach’s alpha indicated
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that the four items were related and representahstruct of “merchandise quality
perceptions” (alpha=.65, Table 4.1).

Behavioral Intentions

The four final survey items on the questionnaireenetended to measure the
behavioral intentions of the participants at thdedumall. These items were combined to
form a scale. Analysis using Cronbach’s alpha iatg#id that these four items were found
to be related and represented the construct ofalderal intentions” (alpha=.63, Table
4.1).

Demographics

Of the 586 individuals who participated in the $tu877 (64.3%) were female
and 209 (35.7%) were male. With regards to ethniéit% were Caucasian, 26% were
African American, and 21% were Hispanic. The minimage of respondents was 18 and
the maximum was 89. The mean age was 47. Withraegaeducation, 34% of
respondents held Bachelor degrees, 23% held Adsaegrees, and 23% maintained
Graduate degrees. The household income of thecypantits varied: 22% had a household
income between $45,000-$59,999, 21% were <$1588021% had incomes between
$90,000-$104,999.

The frequencies and percents for the participathsiicity, education and

household income are listed in Tables 4.2 -4.4aesely.
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Table 4.1- Reliability of Questionnaire

Variables Reliability/Alpha # of Iltems
Exterior Atmospheric 75 7
Perceptions
Human Atmospheric .50 4
Perceptions-
Crowding
Service Quality .65 5
Perceptions
Merchandise Price .68 4
Perceptions
Merchandise Quality| .65 4
Perceptions
Behavioral Intentions .63 4

Table 4.2: Frequencies and Percents for Participast Ethnicity

Ethnicity Frequency Percent
Caucasian 286 50.7
African American 144 25.5
Hispanic 116 20.6
Asian or Pacific Americal 10 1.8
Native American 4 g
Other 4 7

Table 4.3: Frequencies and Percents for Participast Education

Education

Frequency Percent

High School or Less
Associate Degree
Bachelor’'s Degree
Graduate Degree

Other

106
129
193
127

9

18.8
22.9
34.2
22.5

1.6
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Table 4.4 Frequencies and Percents for Participants’ Househdlincome

Household Incom¢ Frequency Percent

0 2 4
< $15,000 102 21.1
$15,000-29,999 21 4.3
$30,000-44,999 54 11.2
$45,000-59,999 105 21.7
$60,000-74,999 29 6.0
$75,000-89,999 25 5.2
$90,000-104,999 99 20.5
$105,000-119,99¢ 24 5.0
> $120,000 22 4.6

Comparison of Outlet Malls

The three outlet malls were compared to deterifivariables were independent
or if differences existed. A series of ANOVA's acdli-square tests were conducted on
the variables of age, income, gender, ethnicityethecation. For the analysis, the St.
Augustine Premium Outlets were labeled Mall 1, ¢tilHead Factory Stores were
labeled Mall 2, and The Tanger Outlet Center whslied Mall 3.

A one-way ANOVA was conducted to determine if theweze differences with
regard to age by Outlet Mall. Standardized vafoesge were created for the three
groups and a review of the resulting z-scores fledea outliers. The means and standard
deviations of age by Outlet Mall are listed in T@thb (Appendix C). Levene’s test was
significant, suggesting the three groups had urleguances. The degrees of freedom
were adjusted to compensate for the heterogenkitgr@ance by using the Brown-

Forsythe statistic. The ANOVA (Table 16, Appen@ixrevealed a significant difference
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between the groups, (2, 490.75) = 7.93) < .01. Scheffe’s post hoc tests (Table 17,
Appendix C) were conducted to determine which paevdifferences were significant.
The tests indicated that the Mall 1 respondent&w@nificantly younger than those
from Mall 2 and Mall 3. There was not a signifitaifference between Mall 2 and Mall
3.

A chi-square test of independence was conductddtermine if income was
independent of Outlet Mall. The chi-square wasificant, x* (16) = 177.12p < .01
(Table 18, Appendix C). This suggests that incafn@nsumers in three malls were
significantly different. Overall, a majority (784 of the wealthiest (i.e., $105,000
income or more) respondents went to Mall 1. On{f2.B8%) of the respondents in the
wealthiest income group went to Mall 3.

A chi-square test of independence was conductddtermine if Gender was
independent of Outlet Mall. The chi-square wassignificant,x? (2) = 5.80p > .05
(Table 19, Appendix C). This suggests that thdgdiall visited by the respondent was
independent of gender.

A chi-square test of independence was conductdétermine if ethnicity was
independent of Outlet Mall. The chi-square wasificant, x* (6) = 135.07p < .01
(Table 20, Appendix C). This suggests that thigéebmalls’ visitors differed by
ethnicity. Caucasians were more likely to shop atli (51.90%), African Americans
were more likely to shop at Mall 1 (50.3%) and Hisgs were more likely to shop at
Mall 3 (65.8%).

A chi-square test of independence was conductdétermine if the variable of

education was independent of the variable Outldt. Mighe ‘Other Education’ group was
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removed because the original chi-square was indalelto insufficient expected counts
in three of the cells. The chi-square was sigaiftcx® (6) = 42.34p < .01 (Table 21,
Appendix C). Overall, those respondents with déidevel of education were more
likely to shop at Mall 1.

Five one-way ANOVA'’s were conducted to determiirtbe 3 outlet malls (St.
Augustine, Hilton Head, & Sevierville) differed dime consumer perception variables of
the exterior, crowding, service quality, merchaedisice and merchandise quality. The
means and standard deviations are displayed ireRab(Appendix C). The ANOVA’s
(Table 23, Appendix C) revealed significant difieces between the outlet malls on all
five dependent variables. Bonferroni post hocst€sable 24, Appendix C) were
conducted to examine pairwise differences amongnidiés. Most of the post hoc tests
were significant. All of the pairwise comparisomere significant for the exterior and
merchandise price variables. There were onlya t#t3 pairwise comparisons that did
not yield significant differences.

The study hypotheses were tested by pooling tleetbutlet malls together to
form one consumer population. This method was ahoserder to determine
relationships among the variables in general outkdt environments. This study did not
focus on differences among the three outlet misitse specifically, this study
investigates overall consumer behavior during dtet ahopping in an outlet mall

environment.
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Hypotheses Testing

Hypothesis 1

Hypothesis one stated that a direct relationshigtebetween the exterior
atmospheric variables and consumers’ perceptiossmice quality, merchandise price,
and merchandise quality. Several bivariate Peateaelations were calculated to
determine if the exterior atmospheric variable wigsificantly related to consumer
perceptions toward service quality, merchandiseepasind merchandise quality. The
means and standard deviations for each variablieséed in Table 1 (Appendix C). No
outliers were found among these particular vargblBhe correlation matrix is presented
in Table 2 (Appendix C). The test revealed sigaifit positive correlations between all
the variables. The strongest correlation was batvexterior and merchandise quality,
=.68,p <.01. Therefore, Hypotheses 1 was supported rHsult suggests that
consumer perceptions of the exterior environmemtnobutlet mall are related to their
perceptions of the mall’s service quality, merchaagbrice, and merchandise quality.
The perception of the exterior had the highestatation to the perception of

merchandise quality.

Hypotheses 2

Hypothesis 2 stated that a direct relationshiptsxistween the human
atmospheric variable of crowding and consumerstggions of service quality,
merchandise price, and merchandise quality. Seberatiate Pearson correlations were
calculated to determine if the human atmospherni@bke of crowding was significantly
related to consumer perceptions toward servicatgualerchandise price and
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merchandise quality. The means and standard dmwsdor each variable are listed in
Table 3 (Appendix C). No outliers were found amtimgse particular variables. The
correlation matrix is presented in Table 4 (Appa&rd). The test revealed significant
positive correlations between all the variablesov@@ling was positively related to
service qualityr( = .52,p < .01), merchandise price£ .43,p <.01) and merchandise
quality ( = .54,p < .01). Therefore, Hypothesis 2 was supporteds Tésult suggests
that a consumer’s perception of crowding is relatetheir perception of the service

guality, merchandise price and merchandise qualign outlet mall.

Hypotheses 3a

Hypothesis 3a stated that behavioral intentiorisdifer depending on
consumers’ perceptions of service quality. A ong~ABIOVA was conducted to
determine if there were differences among behaMiotantions by service quality (High
vs. Low). Mean scores for service quality werendiomized by taking the top 1/3
(High) and bottom 1/3 (Low). Standardized valumsBehavioral Intentions were
created for the two groups and a review of thelteguz-scores revealed 4 outliers
which were deleted from the analysis. The meadsstéandard deviations of behavioral
intentions by service quality are listed in TablgAppendix C). Levene’s test was
significant, suggesting the two groups had unegaaances. The degrees of freedom
were adjusted to compensate for the heterogenkitgrance by using the Brown-
Forsythe statistic. The ANOVA (Table 6, Appendixrévealed a significant difference

between the two groupB, (1, 352.06) = 4.6§) < .05. The high service quality (M =
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4.64, SD = 0.34) group scored higher on behaviatahtions than the low service

quality (M = 4.57, SD = 0.39) group. Therefore, ldtlpesis 3a was supported.

Hypotheses 3b

Hypothesis 3b stated that behavioral intentiorisdiffer depending on
consumers’ perceptions of merchandise price. AwagANOVA was conducted to
determine if there were differences on behavigr@ntions by merchandise price (High
vs. Low). Mean scores for merchandise price werieaiomized by taking the top 1/3
(High) and bottom 1/3 (Low). Standardized valugstdehavioral intentions were created
for the two groups and review of the resulting arss revealed 4 outliers which were
deleted from the analysis. The means and stariasidtions of behavioral intentions by
merchandise price are listed in Table 7 (Appendix Kevene’s test was significant,
suggesting the two groups had unequal varianchs.d€&grees of freedom were adjusted
to compensate for the heterogeneity of variandee ANOVA (Table 8, Appendix C)
failed to reveal a significant difference betweka two groupsk (1, 410.67) = 3.66 >

.05. Therefore, Hypothesis 3b was rejected

Hypotheses 3c

Hypothesis 3c stated that behavioral intentiorisdiffer depending on
consumers’ perceptions of merchandise quality. &way ANOVA was conducted to
determine if there were differences on behavigr@ritions by merchandise quality
(High vs. Low). Mean scores for merchandise qualere dichotomized by taking the

top 1/3 (High) and bottom 1/3 (Low). Standardiz@tues for behavioral intentions were
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created for the two groups and review of the re@sylt-scores revealed 4 outliers which
were deleted from the analysis. The means andatdmeviations of behavioral
intentions by merchandise price are listed in T&{Appendix C). Levene’s test was
not significant, suggesting the two groups had bgaigances. The ANOVA (Table 10,
Appendix C) failed to reveal a significant diffecenbetween the two grougs(1, 468)

=0.004,p > .05. Therefore, Hypothesis 3c was rejected.

Hypotheses 4a

Hypothesis 4a stated that behavioral intentiodisdifer depending on the
atmospheric variables of the exterior. A one-wayQAR was conducted to determine if
there were differences on behavioral intentiongxterior (High vs. Low). Mean scores
for the exterior were dichotomized by taking the 1d3 (High) and bottom 1/3 (Low).
Standardized values for behavioral intentions veeeated for the two groups and a
review of the resulting z-scores revealed 2 owhehich were deleted from the analysis
which were deleted from the analysis. The meadsstandard deviations of behavioral
intentions by exterior are listed in Table 11(ApgerC). Levene’s test was not
significant, suggesting the two groups had equaamaes. The ANOVA (Table 12,
Appendix C) failed to reveal a significant diffecenbetween the two grougs(1, 340)

=0.82,p>.05. Hypothesis 4a was rejected.

Hypotheses 4b
Hypothesis 4b stated that behavioral intentionsdiffer depending on the
human variable of crowding. A one-way ANOVA was danted to determine if there
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were differences on behavioral intentions by crawgdHigh vs. Low). Mean scores for
crowding were dichotomized by taking the top 1/&(t) and bottom 1/3 (Low).
Standardized values for behavioral intentions weeated for the two groups and review
of the resulting z-scores revealed 4 outliers whiehe deleted from the analysis. The
means and standard deviations of behavioral irdestby crowding are listed in Table 13
(Appendix C). Levene’s test was significant, sugjmg the two groups had unequal
variances. The degrees of freedom were adjustednpensate for the heterogeneity of
variance by using the Brown-Forsythe statistice AINOVA (Table 14, Appendix C)
failed to reveal a significant difference betwekla two groupsk- (1, 327.74) = 2.99 >
.05. Therefore, Hypothesis 4b was rejected.
Summary

Chapter Four presented descriptive data for tieepga8ticipants of the study.
First, the validity and reliability of the scalegk presented. Secondly, the demographic
results from the questionnaire were discussedowallg the demographic results, the
findings from the hypothesis testing were descrilb&gpothesis 1, 2 and 3a were
supported. Hypothesis 3b, 3c and 4 were rejecthdpter Five provides a discussion of
results presented in this chapter. In addition,g@raFive will provide conclusions and

limitations for the current study and recommend#itor future research.
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CHAPTER 5: CONCLUSIONS, IMPLICATIONS, AND LIMITATIO NS

The purpose of this study was to investigate whredhd to what degree outlet
mall atmospherics associated with the exteriorremvnent and the human variable of
crowding relates to consumer perceptions of semyidity, merchandise quality and
merchandise price. The study further investigatéiaeise perceptions relate to
consumers’ behavioral intentions. This study wagumin its focus on the retail venue
of outlet malls: while the constructs representekthave previously been tested in
traditional mall settings, no previous study hagestigated these constructs in an outlet
mall setting. Previous research on outlet mallsgnasarily focused on consumer
typologies and geographical locations (Reynoldd.e2002). In addition, outlet mall
research mostly dates back to the 1970’s, 198@idlamearly part of the 1990’s
(Reynolds et al., 2002). Due to outlet malls becana popular alternative to traditional
mall shopping (Reynolds et al., 2002), academicartspractitioners need to understand
what influences consumers’ behavioral intentionsudlet malls. This current study aims
to fill this gap in the literature stream regardmglet mall consumer behavior.

The following is a discussion of the results otkiudy. A summary of findings
for each hypothesis is presented, followed by augision of their significance and
implications, both managerial and theoretical. Sastjgns for future research are offered
and limitations of the study are presented.

Summary of Hypothesis
Hypothesis 1 stated that a direct relationshipteXistween the exterior

atmospheric variables and consumers’ perceptiossreice quality, merchandise price,
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and merchandise quality. Hypothesis 1 was suppdgeatie results, which showed that a
relationship exists. These findings suggest thasemers’ perceptions of the exterior
environment of an outlet mall are related to tipeirceptions of the malls’ service quality,
merchandise price, and merchandise quality. Theepéon of the exterior had the most
impact on consumer perceptions of merchandisetguali

Hypothesis 2 stated that a direct relationshiptsxistween the human
atmospheric variable of crowding and consumerggaions of service quality,
merchandise price, and merchandise quality. HypHewas supported by the results,
indicating that a relationship does exist. Thesdifigs suggest that consumers’
perceptions of crowding at the outlet mall areteslao their perceptions of the service
guality, merchandise price and the merchandisatgual

Hypothesis 3 stated that behavioral intentionsdiffepending on consumers’
perceptions of service quality, merchandise pace, merchandise quality. Hypothesis
3a was supported indicating that consumers’ peimeptvith regard to service quality
are related to their behavioral intentions. Hype#®e3b and 3c were rejected. These
results indicated that the perceptions consumers fegarding the merchandise price
and merchandise quality at the outlet mall areralatted to their behavioral intentions.

Hypothesis 4a stated that behavioral intentioneddepending on the
atmospheric variables of the exterior. Hypothesisvas rejected. The findings suggest
that consumers’ perception of the exterior arerelgited to their behavioral intentions.

Hypothesis 4b stated that behavioral intentionfeddepending on the human

variable of crowding. Hypothesis 4b was not supgbtiy the results. These findings
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indicate that consumers’ perception of crowdingsdoet relate to their behavioral
intentions.
Discussion of the Findings

The current study suggests that when the exteradirenvironment is perceived
to be positive and appropriate, consumers ratentirehandise as higher in quality, the
prices as appropriate, and the service qualityoasl grhe perception of the exterior
seems to have the strongest relationship with awoer’'s perception of merchandise
guality. This is congruent with previous researohraditional mall shopping behavior
(Donovan & Rossiter, 1982; Pinto & Leonidas, 199drley & Fugate, 1992). However,
interestingly enough, these perceptions do nottresdifferences with regard to
behavioral intentions. These findings are incongtrugth previous research (Bigne et
al., 2005; Mehrabian & Russell, 1974) and offeirdaresting implication both
theoretically and managerially. Future researclugheview these findings and re-test
the construct in another outlet mall venue or stdunt retail environments.

The findings of the study suggest that the humaiabke of crowding affects
consumer perceptions of merchandise quality, mardika price and the overall quality
of service. This finding corroborates previous agsk that focused on traditional mall
shopping behavior (Machleit et al., 1994; Turley8lliman, 2000; Wakefield &
Blodgett, 1994). However, consumer perceptiong@ivding did not relate to their
behavioral intentions in this study. These findimgse incongruent with previous
research on traditional mall shopping behavior [@u& Milliman, 2000). Therefore,
one implication of this study is that the perceptad crowding in an outlet mall setting
does not seem to relate to consumer behavioraltiotes, which has been found in
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previous research in other retail venues. This mdigate that consumers regard outlet
malls as destinations (Reynolds et al., 2002) aadvdling to tolerate heavier crowds in
order to experience the uniqueness of the outldtshapping environment.

The current study offers interesting results regaythe relationship of
perceptions of service quality, merchandise price raerchandise quality on consumer
behavioral intentions. The results indicate thaitstomer perceptions of service quality at
an outlet mall relates to their behavioral intensioThese findings were congruent with
previous research (Babin et al., 2004; Turley &livtin, 2000). However, the results of
this study indicate that consumers perceptions@thandise quality and merchandise
price does not relate to their behavioral intergiorhese findings offer implications both
theoretically and managerially due to their incarggrce with previous research. Previous
research on consumer behavior and traditional ra&llling has determined that
perceptions of merchandise price and merchandigkty(Babin et al., 2004; Baker et
al., 2002; Hansen & Solgaard, 2004; Vargo, 1996tinal, 1988) have a significant
relationship to behavioral intentions. Howeverenastingly, in the three outlet mall
settings surveyed in this study, a relationship ardg found between consumer
perceptions of service quality and behavioral itiers. These results may indicate that
consumers are more flexible in their expectatiansl, less tied to pre-conceived notions
when visiting an outlet mall than when visitingditzonal malls. Once again, this
difference in consumer behavior may be relatedtsomers’ identification of outlet

malls as destinations (Reynolds et al., 2002).
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Implications of the Study

This study offers important implications for bottedemicians and practitioners.
The study determined that consumer may exhibiedsfit behaviors when visiting an
outlet mall. For academicians, this study adds\tedge to research streams focusing
on outlet malls, atmospherics, consumer perceptemd behavioral intentions. For
practitioners, this research suggests attributssairtlet mall retailers should consider in
order to compete more successfully in today’s retarironment.

Managerial Implications

As the outlet mall retail format matures, gonetagedays of the traditional view
of the outlet mall as a warehouse facility offerongy discounted and irregular
merchandise. Consumer expectations for outlet rhalle increased (Reynolds et al.,
2002). Therefore, it is becoming essential for ngang to elicit consumer feedback.
Consumer feedback can help managers develop straegsions, including
merchandise mix, pricing strategy, promotional plJanvestments in customer service,
physical décor and the overall atmosphere. Thraagisumer feedback, outlet mall
managers can develop a user-friendly environment.

The results of this study suggest that outlet m@hlsumers have evoked different
behavioral intentions than in other retailing vesiuEne findings indicate that the
external atmosphere of the mall and the perceptbrsowding influence consumer
perceptions of service quality, merchandise pric raerchandise quality. Therefore,
managers need to focus on the external environofehe mall and crowd control in
order to elicit positive perceptions from consumérsaddition, this study indicates that
consumer’s perceptions of merchandise price andhmaadise quality does not relate to

64



their behavioral intentions at an outlet mall. Timgling, which is the opposite of what
has been found for traditional shopping behavikeq aarries implications for
management: managers of outlet malls may notifipcbfitable to focus on these
aspects as a way to elicit positive behavioralntbas, but instead should pursue other
avenues of influence.

The findings of this study indicate that a consumperception of service quality
at an outlet mall relates significantly to theihbgioral intentions. This finding offers a
managerial implication with regard to the importamt service quality. Management of
outlet malls should focus on providing a high leseservice quality in order to elicit
positive behavioral intentions. Service quality wlaes only consumer perception in this
study that was found to have a significant relafop to behavioral intentions. Therefore,
in an outlet mall environment service quality isiaportant variable for management to
focus on.

The data collected for this study represented @tyaof ethnic groups. African
American (26%) and Hispanic consumers (21%) weleregresented in the study.
These statistics offer managerial implications. Bgers should consider implementing
additional promotion and marketing campaigns fauyisin these ethnic groups. With
regard to Hispanic consumers, management shoutdriédk consideration the language
barrier. The signage at all three the outlet nditlsnot contain Spanish wording.
Considering the high percentage of Hispanic conssimepresented in this study,
Spanish signage would be beneficial to implement.

The three outlet malls represented in this studyewempared to determine if
differences existed in demographic characteristibg. findings indicated that the
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consumers who visited the St. Augustine PremiumeButvere younger, wealthier, and
more educated. In addition, this mall had the higlegcentage of African American
consumers. The findings determined that the consuumleo visited the Tanger Outlet
Mall in Sevierville, TN were the least wealthy ahd mall had the highest percentage of
Hispanic consumers. The consumers who visited thiertHead Factory Stores tended
to be Caucasian. These findings offer manageriglications to the outlet malls which
were studied. A more thorough understanding of slghopping at each outlet mall
enables management to more effectively attracethbeasumers through promotion and
marketing.

The three outlet malls were also compared withnetmthe variables
represented in the study: exterior, crowding, $erguality, merchandise price, and
merchandise quality. The findings suggest thatisagmt differences exist between the
three outlet malls on all five dependent varialiethe study. Significant pairwise
comparisons were determined among the perceptiahe @xterior and merchandise
price among all three outlet malls. These findiaffsr managerial implications with
regard to the outlet malls represented in the stiMgnagement should use these
findings with regard to their consumer perceptionsrder to determine the most
effective merchandising and marketing mix. Theafales of the exterior and
merchandise price were determined to be signifiaamng all three outlet malls in this
study. Therefore, management should consider tperitance of these variables to their
consumer’s perceptions of the environment. In @dithrough a more thorough

analysis of their specific consumer population, aggment can determine how their
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consumer perceives the outlet mall environmentdatdrmine what variables are
working and what needs to be modified.

Overall, managers of outlet malls need to baseldvelopment of new features
and services on a well-grounded understandingedf tonsumer base. Through
consumer analysis, managers can understand wreeretforts need to be focused with
regard to their specific consumers and shoppingr@mwents.

Theoretical Implications

There are several theoretical implications of gtigly. First, this study fills a gap
in retailing literature regarding outlet malls. discussed previously, outlet mall research
has addressed mainly the issues of geographiadocand shopper typologies (Reynolds
et al., 2002). In addition, outlet mall researanss from the last several decades, current
research is limited. Since the outlet mall venug popular alternative to traditional
shopping venues, this research offers an oppoyttonitheoretical development.

This study was derived from existing research $oogion how consumer
behavior is influenced by atmospherics, crowdimgyise quality, merchandise quality,
merchandise price and behavioral intentions, thenitaof which has been conducted in
traditional shopping venues. However, in this sttidysame constructs have been tested
in an outlet mall environment. By focusing the stoa this distinctive context,
opportunities have arisen for theoretical developmiéindings of this study indicated
some incongruent results among outlet mall settasgsompared to traditional mall
settings, therefore contributing to the existingei@ch streams.

Another theoretical implication with regard togtstudy is the high percentage of
ethnic consumers represented. The study sampleded|African American (26%) and
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Hispanic (21%) consumers. Research with regarthttieeconsumers is a current focus
in a variety of research streams. However, ethroag consumers have not been studied
in an outlet mall setting. This study contributegtte research streams of consumer
behavior and retailing due to a high ethnic groamle associated with the study. Future
research should focus on ethnic consumer behavibirvan outlet mall setting.

Although not specifically focused on in this reséa analysis was run
determining differences with regard to consumec@gtions between the three outlet
malls in the study. The findings indicated sigrafit differences on all five dependent
variables between the three outlet malls. Thesbrigs offer theoretical implications for
future research. Significant differences existetivben the three outlet malls in this
study; therefore more research should be conductddtermine why these differences
were found. In addition, all the pairwise companis on the three outlet malls were
significant with regard to the variables of theezidr and merchandise price. This finding
offers theoretical implications on the importanéeansumer perceptions with regard to
the exterior and merchandise price in an outlet eralironment.

Finally, this study contributes to retail theoFytst, the results are important due
to their focus on outlet malls. Outlet malls aredraing a staple in the retailing
environment but this venue has been largely ignoredtail theory. The results of this
study indicate that the constructs that applydditronal retail settings may not be
appropriate for outlet malls. Secondly, consuméraber was found to differ in an outlet
mall environment from previous research. This affienplications not only for retailing

theory, but also for marketing, management, ane@ldgwment theory. Finally, although
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outlet malls may be considered in the acceptanasebf the retail cycle, retail theory
focusing on outlet malls is underdeveloped.
Limitations

When reviewing the findings of this study, limitais were determined. First, the
data collection focused on three consumer marketsei southeastern United States. This
geographic region does not necessarily represkat odgions in the United States.
Though the geographic sample was deemed appropinte the chosen outlet malls
were located near large population bases, othé&taugll locations should not be
ignored. A different geographic area could prodditierent results.

Secondly, this study surveyed consumers visitingghlifferent outlet malls.
However, the study did not compare the consumegsags categorized by their
geographic location. The outlet malls are locatethree different geographical regions
and thus may represent three different demogragidgsychographic groups. This
could be a limitation of the study since the diéigrdemographic and psychographic
groups might perceive the mall atmosphere difféyeirt addition, each of the three
outlet malls placed varying levels of emphasistairtexterior environment. Therefore,
consumers’ perceptions of the exterior may varyedepg on the outlet mall
environment they were visiting.

The three outlet malls and the consumer groups &ach mall were compared to
determine if differences existed among the threwigs with regard to their perceptions
of the environment and their relationships to batraV intentions. Differences were
determined to exist between all three outlet malss serves as a limitation because the
three outlet malls were not found to be identicghwegard to the variables being
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studied. However, the malls populations were pooleatder to obtain a general idea of
consumer perceptions and behavioral intentions iowlet mall setting. Future research
should take into consideration the differencestegsamong the various outlet malls and
test the malls independently.

In addition, consumer perceptions of the retailiemment may be impacted by
other uncontrollable factors. Variables such asabather, time of day, respondents
mood or motivation, reference groups, and persteslof the respondents’ can all affect
perceptions of an environment. One limitation o $tudy is the inability to control
these variables. Environmental factors such asvdather could not be controlled and
did vary among the three geographical regions.

Finally, the survey for the study was pre-testedanuary 2007. The constructs
used in the survey were taken from previous reteand were determined to be valid
and reliable. In addition, the survey pre-testaatied high Cronbach’s alpha with all the
constructs being studied. However, the data fonthe study indicated a low
Cronbach’s alpha for the construct of the humaroapheric variable of crowding
(a=.50). This is a limitation for this study.

Future Research Suggestions and Recommendations

Based on the findings of this study, some suggestior future research are
offered. First, previous research has focused dletanalls as destinations for shopping
and entertainment (Reynolds et al., 2002). Althotlnghcurrent study did not focus on
this particular aspect, the findings of this stedggest that differences may exist
between consumer behavioral intentions in a tr@akti shopping environment and
consumer behavioral intentions in outlet malls. Sehdifferences may relate to
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consumers’ identification of outlet malls as destions, thus resulting in flexibility for
their expectations regarding service quality, manchise price and merchandise quality.
Future research should explore the link betweeswmier perceptions and destination
retailing. In addition, future research should &ddrthe differences between consumers
who are tourists and consumers who live withirftg-finile radius of the outlet mall. This
may affect consumer’s perceptions and behaviotahtions.

An additional area of future research might ineoinvestigating the subsequent
behaviors that result from consumers’ behavior@ntions. Future research should focus
on what happens immediately after consumers expezistimuli at the outlet mall, in
other words, how consumers behave after they hgwerienced the stimuli and what is
the future impact of these experiences.

Also, traditional consumer behavior research htenagtudied the relationships
consumers have with others (i.e., reference grop®)sidering this, another area of
potential research might involve a comparison betwaehavioral intentions of
consumers alone and the behaviors the consumeitsidien they are shopping with
others. This would be an interesting area of ingtar outlet mall researchers, especially
taking into account variables of gender and age.

Finally, the typical outlet mall consumer is corned that outlet stores offer the
same apparel as full-priced retail stores at aodisted price (Barnes, 1998). This
perception should be further investigated in tle&lfof consumer behavior and retail
marketing at an outlet mall. Future research shaldd consider the use of path
modeling to test the conceptual framework presemiiis study to determine the fit of
the model as a whole.
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Concluding Remarks

Outlet malls have changed. Today, they are moreal@shan in the past and are
offering consumers service and amenities that knaueally been associated with regional
malls. Outlet malls are no longer offering striablyer-runs, irregulars, and out-of-season
merchandise (Bailey et al., 1999). The choice opging at an outlet mall is in essence a
lifestyle decision for many consumers (Solomonl.e2800) involving pre-conceived
notions, perceptions and ultimately behavioralntitms. As outlet malls gain popularity,
both academicians and practitioners must revisitrtiportance of outlet mall as a vital
contributor to the competitive retail environmeoday.

The objective of this research was to increase kenbye of the relationships
between atmospherics, consumer perceptions, aravioeal intentions of outlet mall
consumers. This study has both theoretical and gaai@h implications based on the

findings of this study.
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Outlet Mall Survey



Thank you for participating in this survey. Pleaseanswer the following questions
with regards to your experience at the outlet malas a whole.

Perceptions of the Exterior of the Outlet Mall

Part A: Please indicate to what extent you agree or disagvih the following
statements with regards to your perceptions oftli#et mall as a whole. Please circle
only one answer per line, where 5 means “strongjsea” and 1 means “strongly
disagree”

Strongly Strongly  Don’t Know
Agree Disagree

In general, the outlet mall's physical 5 4 3 2 1 9
environment pleased me.

The outlet mall has more than 5 4 3 2 1 9
enough space for me to be

comfortable.

The outlet mall is clean. 5 4 3 2 1 9
The signage is helpful and 5 4 3 2 1 9
appropriate

The restrooms are appropriately 5 4 3 2 1 9
designed.

The outlet mall parking is sufficient. 5 4 3 2 1 9
The architecture is attractive and 5 4 3 2 1 9
appropriate.

Perceptions of Crowding at the Outlet Mall
Part B: The following statements with regards to your ppticas of the crowd at the
outlet mall as a whole. Please circle only one agrsper line, where 5 means “strongly
agree” and 1 means “strongly disagree”

Strongly Strongly Don't
Agree Disagree Know

The outlet mall seemed crowded to me. 5 4 3 2 1 9
The outlet mall was to busy. 5 4 3 2 1 9
There was little traffic at the outlet mall 5 4 3 2 1 9
during my shopping trip.
There were a lot of shoppers at the outl 5 4 3 2 1 9
mall.
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Perceptions of the Service Quality at the Outlet Mk

Part B: Please indicate to what extent you agree or disagvith the following

statements with regards to your perceptions oktrgice quality at the outlet mall as a

whole. Please circle only one answer per line, wHemeans “strongly agree” and 1

means “strongly disagree”

Strongly Strongly Don't
Agree Disagree Know
| received very quick service while 5 1 9
visiting the outlet mall.
Overall, | had received high quality 5 1 9
service at the outlet mall.
During my visit to the outlet mall, | 5 1 9
received personal attention.
During my visit to the outlet mall, | was 5 1 9
treated well.
While visiting the outlet mall, the time | 5 1 9
spent waiting for service was minimal.
Perceptions of the Merchandise Price at the Outldtlall
Part C: Please indicate to what extent you agree or disagvith the following
statements regarding your perception of the merdisnprice at the outlet mall as a
whole. Please circle only one answer per line, wwlemeans “strongly agree” and 1
means “strongly disagree”
Strongly Strongly Don't
Agree Disagree Know
The merchandise at the outlet mall is higher 5 1 9
priced than expected.
| spent too much money on merchandise at th 5 1 9
outlet mall.
I am willing to go the extra effort to find lower 5 1 9
prices at the outlet mall
The money saved by finding lower prices at th 5 1 9
outlet mall is worth the time and effort
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Perceptions of the Merchandise Quality at the OutleMall

Part D: Please indicate to what extent you agree or disagvith the following

statements regarding your perception of the merdisnquality at the outlet mall as a

whole. Please circle only one answer per line, wemeans “strongly agree” and 1

means “strongly disagree”

Strongly Strongly Don't
Agree Disagree Know
The merchandise at the outlet mall was high 5 1 9
quality.
Overall, the merchandise at the outlet mall is 5 1 9
made well.
| always try to get the highest quality 5 1 9
merchandise for the money | spend at the out
mall.
I generally shop around the outlet mall for 5 1 9
lower priced merchandise. However it still mu
meet certain quality requirements before | will
buy it.
Behavioral Intentions
Part E: Please indicate to what extent you agree or disagvith the following
statements regarding your patronage and futurentibes of the outlet mall you visited.
Please circle only one answer per line, where 5Smaéatrongly agree” and 1 means
“strongly disagree”
Strongly Sife]ale]\ Don't
Agree Disagree Know
5 1 9
| say positive things about going to the outlet
mall to others.
I recommend going to the outlet mall to 5 1 9
someone who seeks my advice.
| encourage friends and relatives to go to the 3] 1 9
outlet mall.
| will go to the outlet mall over the next few 5 1 9
months.
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Background Information

Part F: The following set of items is used for descrippanpose only. As with the other
responses, these will be keep in strict confidétytiander all circumstances. Please check, circle
or write in the answers below that are closestdanpown.

1. What is your Gender? Male Female
2. What is your age as of your last birthday?

3. Which of the following best describes your racial pethnic identification?
Caucasian African American Hispanic
Asian or Pacific American Native American other

4. What is the highest level of education you have cqteted?
High School or Less
Associate Degree (community or techrictége, two-year College)
Bachelor's Degree
Graduate Degree or Professional Degree
Other (specify)

5. What is you total household income (before tax)?

Less than $15,000 $15,000-$29,999 ,830-$44,999
$45,000-$59,999 $60,000-$74,999 ,80%-$89,999
$90,000-$104,999 $105,000-$119,999 OuR03000

Thank you for participating in our survey. We appriate your time and effort!
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APPENDIX B: INCENTIVE

e N[VERSITYTENNEOEE

If you would like to be included in the prize draags please fill out your contact

information below and return to the researcher.rfmuntact information will not be
linked in any way to your questionnaire. The primesude: 1) Grand prize of two night
stay at a local resort, 2) $100 gift certificatette outlet mall, and 3) $30 gift certificate
to the outlet mall. Thank you for your participatid he drawing will take place on

February 10, 2007 and the winner will be contatiedfollowing week.

YN [0 | {1 T
P ON G . .

Please email your information for the drawingatigfogle @comcast.nelf you have any
guestions, feel free to contact the researche\@#bgle@comcast.neir (865) 806-0644
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APPENDIX C: TABLES OF FINDINGS

Table 1-Means and Standard Deviations for Hypothesis 1

Variable M SD N

Exterior 3.05 0.80 582
Service Quality 3.19 0.92 568
Merchandise Price 3.31 0.97 583

Merchandise Qualit» 3.12 0.96 580

Table 2-Bivariate Pearson Correlations for Hypothesis 1

Exterior Service Merchandise Merchandise
Quality Price Quality
Exterior
Service Quality 59**
Merchandise Price  .49** 58**
Merchandise B7** B1** S57**
Quality

Note.» Correlation is significant at the 0.01 level (2¢d.
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Table 3- Means and Standard Deviations for Hypothesis 2

Variable M SD N

Crowding 3.07 0.76 585
Service Quality 3.19 0.92 568
Merchandise Price 3.31 0.97 583

Merchandise Qualit» 3.12 0.96 580

Table 4-Bivariate Pearson Correlations for Hypothesis 2

Crowding Service Merchandise Merchandise
Quality Price Quality
Crowding
Service Quality H2**
Merchandise Price  .43** 58**
Merchandise 54** .61** 57
Quality

Note.» Correlation is significant at the 0.01 level (2¢d.
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Table 5 Means and Standard Deviations of Behavioral Intamgiby Service Quality

Service Qualty N M SD

Low 180 4.57 0.39

High 226 4.64 0.34

Table 66 ANOVA on Behavioral Intentions by Service Quality

Sum of

Source Squares df  Mean Square F  Sig.

Group 0.62 1 0.62 4.68 .03

Error 53.37 352.06 0.13

Table 7- Means and Standard Deviations of Behavioral Intargiby Merchandise Price

Merchandise Prict N M SD

Low 219 459 041

High 205 4.66 0.32
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Table 8 ANOVA on Behavioral Intentions by Merchandise Price

Sum of

Source Squares df  Mean Square F  Sig.

Group 0.50 1 0.50 3.66 .06

Error  58.38 410.67 0.14

Table 9 Means and Standard Deviations of Behavioral Intargiby Merchandise
Quality

Merchandise Qualit N M  SD

Low 217 4.62 0.38

High 253 4.62 0.36

Table 10 ANOVA on Behavioral Intentions by Merchandise Quali

Sum of

Source Squares df Mean Square F  Sig.

Group 0.001 1 0.001 0.004 .95

Error  63.44 468 0.14
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Table 11-Means and Standard Deviations of Behavioral Intamgiby Exterior

Exterior N M SD

Low 167 4.64 0.37

High 175 4.60 0.37

Table 12-ANOVA on Behavioral Intentions by Exterior

Sum of

Source Squares df Mean Square F  Sig.

Group 0.11 1 0.11 0.82 .37

Error 46.60 340 0.14

Table 13 Means and Standard Deviations of Behavioral Intamgiby Crowding

Crowding N M SD

Low 172 4.57 0.40

High 268 4.64 0.34




Table 14 ANOVA on Behavioral Intentions by Crowding

Sum of

Source Squares df  Mean Square F  Sig.

Group 0.42 1 0.42 2.99 .08

Error 58.25 327.74 0.13

Table 15 Means and Standard Deviations of Age by Outlet Mall

Crowding N M SD

St. Augustine 155 37.98 11.42
Hilton Head 202 43.92 16.41

Sevierville 160 42.86 15.56

Table 16 ANOVA on Age by Outlet Mall

Sum of

Source Squares df Mean Square F  Sig.

Group 3348.06 2 1674.03 7.93 .00

Error 112681.37 490.75 219.22

94



Table 17 Post Hoc Tests for Age by Outlet Mall ANOVA

Outlet Mall Outlet Mall | Mean Difference| SE | Sig.
St. Augustine Hilton Head -5.94 1.58| .00
Sevierville -4.88 1.67| .02
Hilton Head | St. Augustine 5.94 1.58| .00
Sevierville 1.07 1.57| .79
Sevierville St. Augustine 4.88 1.67| .02
Hilton Head -1.07 1.57| .79

Table 18 Contingency Table for Outlet Mall & Income Chitge

Outlet Malll
Income St. Augustine| Hilton Head | Sevierville
LESS THAN $15,00( 1 49 45
$15,000-$29,000 9 11 2
$30,000-$44,999 14 30 12
$45,000-$59,000 17 37 51
$60,000-$74,999 21 7 4
$75,000-$89,999 21 2 4
$90,000-$104,999 25 21 36
$105,000-$119,999 12 9 1
OVER $120,000 21 0 0
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Table 19 Contingency Table for Outlet Mall & Gender Chi-Scuia

Outlet Mall
Gender | St. Augustine| Hilton Head | Sevierville
Male 50 84 72
Female 128 136 114

Table 20 Contingency Table for Outlet Mall & Ethnicity Chg&are

Outlet Mall
Ethnicity St. Augustine| Hilton Head | Sevierville
Caucasian 69 150 70
African American 72 38 33
Hispanic 15 24 75
Other 16 5 0
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Table 21- Contingency Table for Outlet Mall & Education Chitfare

Outlet Malll
Education St. Augustine| Hilton Head | Sevierville
High School or Les 15 58 32
Associates Degree 24 54 53
Bachelors Degree 75 65 53
Graduate Degree 54 39 34

Table 22-Means and Standard Deviations of the three OutlaiisV

Outlet Mall
St. Augustine | Hilton Head Sevierville
Dependent Variablf M | SD| N | M | SD| N | M | SD| N
Exterior 3.96/0.52|172|2.76| 0.57| 200| 2.48, 0.41| 180
Crowding 3.73/0.58|172|2.710.61| 200| 2.82| 0.64| 180
Service Quality 4.08/0.78]172|2.79| 0.65| 200| 2.75| 0.63| 180
Merchandise Price | 4.10/0.86| 172| 3.11| 0.70| 200| 2.75| 0.85| 180
Merchandise Quality 4.16| 0.74| 172| 2.64| 0.70| 200| 3.11| 0.97| 180
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Table 23 One-Way ANOVAs on Consumer Perceptions Variabl&3ubiet Mall

Dependent Sumof | df Mean F Sig.
Variable Squares Square
Exterior Between Groups| 219.61 2 109.81 |427.17| .00
Within Groups 141.12 | 549 .26
Total 360.73 | 551
Crowding Between Groups| 112.18 2 56.09 150.57| .00
Within Groups 204.50 |549 37
Total 316.68 | 551
Service Quality Between Groups| 202.32 2 101.16 | 214.87| .00
Within Groups 258.46 | 549 A7
Total 460.78 | 551
Merchandise Pricg Between Groups| 173.97 2 86.99 134.75| .00
Within Groups 354.41 | 549 .65
Total 528.38 | 551
Merchandise Between Groups| 275.93 2 137.97 |313.70] .00
Quality
Within Groups 241.45 | 549 44
Total 517.38 |551
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Table 24 Bonferroni Post Hoc Comparisons of the three Ouatls

Dependent Outlet Mall | Outlet Mall Mean Std. Sig.
Variable Difference| Error

Exterior St. Augustine| Hilton Head 1.21 .05 .00

Sevierville 1.49 .05 .00

Hilton Head | St. Augusting -1.21 .05 .00

Sevierville .28 .05 .00

Sevierville | St. Augusting -1.49 .05 .00

Hilton Head -.28 .05 .00

Crowding St. Augustine| Hilton Head 1.02 .06 .00

Sevierville 91 .07 .00

Hilton Head | St. Augusting -1.02 .06 .00

Sevierville -11 .06 .28

Sevierville | St. Augusting -.91 .07 .00

Hilton Head A1 .06 .28

Service Quality | St. Augustine| Hilton Head 1.29 .07 .00

Sevierville 1.33 .07 .00

Hilton Head | St. Augusting -1.29 .07 .00

Sevierville .04 .07 1.00

Sevierville | St. Augusting -1.33 .07 .00

Hilton Head -.04 .07 1.00

Merchandise St. Augustine| Hilton Head 1.00 .08 .00

Price

Sevierville 1.36 .09 .00

Hilton Head | St. Augusting -1.00 .08 .00

Sevierville .36 .08 .00

Sevierville | St. Augusting -1.36 .09 .00

Hilton Head -.36 .08 .00

Merchandise St. Augustine| Hilton Head 1.52 .07 .00
Quality

Sevierville 1.54 .07 .00

Hilton Head | St. Augusting -1.52 .07 .00

Sevierville .02 .07 1.00

Sevierville | St. Augusting -1.54 .07 .00

Hilton Head -.02 .07 1.00
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FIGURE 2

APPENDIX D: BITNER'’S (1992) FRAMEWORK FOR UNDERSTAN DING
ENVIRONMENT-USER RELATIONSHIPS IN SERVICE ORGANIZAT

IONS

Framework for Understanding Environment-User Relationships in Service Organizations

ENVIRONMENTAL
DIMENSIONS

Ambient Conditions
- temperature
. air quality

. noise
. music

. etc.

layout
eqmpmem

- (o
Signs, Symbols
& Artifacts
. signage

: style of decor
. et

HOLISTIC
ENVIRONMENT

MODERATORS INTERNAL RESPONSES BEHAVIOR
Cognitive Emotional Physiological
. beliefs . mood . pain %on
. categor- . attitude . comfort ! exploration
ization . movement stay longer
' symbt.ﬂic - physical . commitment
Tneaning fit . carry out plan
—E Avoid
(opposites of
approach)
Employee ——  Employee
Response
Moderators Responses
**—I‘ [_Socml Interactions
Between and
| Among Customers
and Employees.
Customer Customer
Response
. attraction
. stay/explore
I . spend money
. return
Cognitive Emotional Physiological . carry out plan
. beliefs . mood . pain
. categor- . attitude . comfort Avoid
ization . movement (opposites of
. symbolic . physical approach)
meaning fit
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APPENDIX E: GLOSSARY OF DEFINITIONS

Atmospherics-The conscious designing of a spacesiate specific effects in buyers.
An effort to produce certain emotional effectshe tonsumer that enhance purchase
probability (Kotler, 1973).

Behavioral intentions- A consumers reactions tmghi in an environment that results
in: 1) positive word-of-mouth advertising by thensamer, 2) willingness to
recommend the environment to others, 3) and repadg® behavior (Cronin et al.,
2000).

Merchandise price perceptions- A consumer percehegrice of a product or
service as what is given up or sacrificed in otdevbtain the product or service
(Zeithaml, 1988).

Merchandise quality perception- The perception bainthe consumers actually gets
from an exchange for merchandise (Baker et al.2R00

Outlet mall- A shopping center in which tenants rienarily stores owned and
operated by manufacturers who market and distrithaie products as discounted
prices. Outlet centers are often found in rurabarist centers (Clodfelter & Fowler,
1999).

Service quality- An individual's evaluation of argiee based on what they perceive

the service performance to be (Dabholkar et aB6).9
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APPENDIX F- RESEARCH ASSISTANTS TRAINING SESSION

A one hour training session was conducted for rebeassistants prior to data

collection. The following items were discussed.

1)

2)

3)

4)

5)

6)

7)

Familiarize the research assistants with the stumtlythe questionnaire.

Approach consumers in your territory (territoriedl tve assigned by the researcher).
a) Strategy is to gather 200 surveys per outlet n6@l0(over the 3 malls).
b) Each researcher should strive for 5 surveys per. hou

We are trying to achieve a systematic random samplproach every'3consumer.

A ‘no’ is replaced by the next consumer.

a) Ask consumers if they are 18 years of age or olfléney answered ‘yes’, they
were asked to continue with the survey. If theynasred 'no’, the participants
were asked to return the survey to the researcher.

Explain who you are, why you are completing theseyy and the incentives being

offered.

a) An assistant working with a researcher on a diasiert study at the University of
Tennessee.

b) The study is looking at outlet malls and how conersperceive the service
quality, the merchandise price and the merchargliséity. How these
perceptions influence their behavioral intentions.

c) Two forms of incentives are being offered. First,jrcentive of a coupon for a
free beverage is distributed to participants whaoose to fill out the survey.
Secondly, an incentive in the form of a drawingtfee prizes. The prizes
include: 1) a two night stay at a local resort (ileennessee, Florida, or South
Carolina), 2) a $100 gift certificate to the outlell, and 3) a $30 gift certificate
to the outlet mall.

i) The drawings will take place February 10, 2007 tedwinners will be
contacted the following week.

Hand the participant the clipboard and pen withghestionnaire attached.
a) Remind them to fill out the entire questionnaire.

i) Try and not use ‘9’ or ‘Don’t Know’ if possible.
b) In the demographic section, please be sure tmfilbur age.

Once the questionnaire is completed and returnétetassistant, offer the incentive
form and the coupon for the free beverage.
a) Therefore, the incentive form cannot be linkedhi® survey.

Thank the consumer for their participation.
a) If they offer any additional information, pleaseitert down.
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