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This study aimed to address consumers’ stereotypical categorizations in the form of 

essentialist views about foreign cultures and their effect on individual consumers, including their 

negative or aroused emotions and subsequent retail patronage behaviors. The research mission was 

to empirically assess the salient dimensions of consumers’ states of mind (positive and negative 

affect, psychological essentialism, epistemic curiosity), states of being (store atmospherics), and 

states of action (retail patronage behaviors) in a cultural context based on Mehrabian-Russell 

theory of environmental psychology. Specifically, the retail patronage setting was selected as 

foreign-based fast-food franchises because it represents both a relevant and timely situational 

context for consumer behavior.  

This dissertation makes several contributions to international retail patronage literature. 

First, it frames curiosity as an aroused emotional state and finds support for the relationship 

between consumer epistemic curiosity and retail patronage. Second, it provides support for the 

linkage between consumer affect and retail patronage in an international retail setting. Third, it 

reveals that affect has a greater impact on retail patronage than epistemic curiosity. The 

overarching finding of this study is an inability to tie the cultural elements in retail atmospherics, 

including signs, symbols, and artifacts, to consumer emotions.  In addition, we were unable to 

frame psychological essentialism as a personality trait that would reduce the levels of affect and 

curiosity in retail store environments characterized by foreign-cultural elements.  



 

 ii 

Copyright 2010 

by 

Selcuk Ertekin 



 

 iii 

TABLE OF CONTENTS 

Page 

LIST OF FIGURES .................................................................................................................. vi 

LIST OF TABLES ................................................................................................................... vii 

Chapter 

1. INTRODUCTION...................................................................................................................1 

1.1 Research Background ........................................................................................................1 

1.2. Psychological Essentialism ...............................................................................................7 

1.3. Research Problem .............................................................................................................8 

1.4. Environmental Psychology ............................................................................................. 13 

1.5. Research Focus ............................................................................................................... 16 

1.6. Research Mission ........................................................................................................... 18 

2. LITERATURE REVIEW ...................................................................................................... 20 

2.1. Psychological Essentialism ............................................................................................. 20 

2.2. Environmental Psychology ............................................................................................. 28 

2.2.1 Focus and Definition of Environmental Psychology .................................................. 28 

2.2.2 Concepts Related to Place ......................................................................................... 30 

2.2.3 Mehrabian-Russell Theory of Environmental Psychology ......................................... 39 

2.3. Linking Emotions to Behavioral Response...................................................................... 81 

3. METHODS AND MEASUREMENT.................................................................................... 83 

3.1. Measurement .................................................................................................................. 83 

3.1.1 Measurement of Dependent Variables ....................................................................... 83 

3.2. Measurement of Dependent Variables ............................................................................ 85 



 

 iv 

3.3. Sampling and Data Collection ........................................................................................ 86 

3.4. Sampling and Methodology ............................................................................................ 86 

4. ANALYSES AND RESULTS ............................................................................................... 87 

4.1. Description of the Data ................................................................................................... 87 

4.1.1 Early and Late Response ........................................................................................... 87 

4.1.2 Demographics ........................................................................................................... 89 

4.2.1 Measure Assessment ................................................................................................. 96 

4.2.2 Exploratory Factor Analysis...................................................................................... 98 

4.2.3 Confirmatory Factor Analysis ................................................................................. 104 

4.2.4 Reliability and Validity Tests .................................................................................. 106 

4.3. Hypothesis Testing ....................................................................................................... 107 

4.3.1 The Impact of Cultural Elements in Store Atmospherics on Epistemic Curiosity and 

Affect .............................................................................................................................. 107 

4.3.2 The Moderating Effect of Psychological Essentialism on Epistemic Curiosity and 

Affect .............................................................................................................................. 108 

4.3.3 The Impact of Epistemic Curiosity and Affect on Retail Patronage ......................... 109 

4.3.4 Summary of Hypotheses ......................................................................................... 113 

5. DISCUSSION AND IMPLICATION .................................................................................. 114 

5.1. Discussions................................................................................................................... 115 

5.1.1 The Role of Cultural Elements on Consumer Emotions ........................................... 115 

5.1.2 The Role of Psychological Essentialism on Retail Patronage................................... 115 

5.1.3 The Effect of Epistemic Curiosity and Affect on Retail Patronage .......................... 116 

5.2. Managerial Implications ............................................................................................... 117 



 

 v 

5.3. Limitations and Future Research ................................................................................... 117 

Appendices 

A. LIST OF MEASUREMENT SCALES ............................................................................... 121 

B. VERBAL AND PICTORIAL DESCRIPTIONS ................................................................. 127 

C. REVIEW OF STUDIES THAT EMPLOY THE THEORY OF ENVIRONMENTAL 

PSYCHOLOGY ...................................................................................................................... 135 

D. REVIEW OF STUDIES THAT EXPLORE THE AFFECT OF ENVIRONMENTAL 

VARIABLES ON RETAIL PATRONAGE ............................................................................ 144 

E. REVIEW OF STUDIES THAT EXPLORE THE AFFECT OF ENVIRONMENT ON 

BEHAVIOR ............................................................................................................................ 156 

REFERENCES .............................................................................................................. .........172  

 

 

 

 

 

 

 

 

 

 

 

 



 

 vi 

LIST OF FIGURES 

Figure            Page 

1. Theory of Environmental Psychology by Mehrabian-Russell (1974) ..................................... 15 

2. A Model of Mehrabian-Russell Theory of Environmental Psychology As Applied to the 

Present Context ......................................................................................................................... 17 

3. Mehrabian-Russell Model in Donovan and Rossiter (1982) Study ......................................... 49 

4. International Spread of Foreign Franchising .......................................................................... 63 

5. Study Model .......................................................................................................................... 82 

6. Testing Model for Moderating effect of Psychological Essentialism .................................... 109 



 

 vii 

LIST OF TABLES 

Table            Page 

1.  The Reasons for Increasing Prevalence of Foreign-Based Business Format Franchise Systems   

Around the World Retail Markets................................................................................................4 

2.  Early and Late Respondent Analysis (Latin Restaurant) ....................................................... 87 

3.  Early and Late Respondent Analysis (U.S. Restaurant) ......................................................... 88 

4.  Early and Late Respondent Analysis (Japanese Restaurant) .................................................. 89 

5.  Gender of Demographic Characteristics ............................................................................... 90 

6.  Age of Demographic Characteristics .................................................................................... 90 

7.  Highest Education Level of Respondents .............................................................................. 91 

8.  Employment Status of Respondents ...................................................................................... 92 

9. Household Incomes ............................................................................................................... 93 

10. Marital Status ...................................................................................................................... 94 

11. Religions ............................................................................................................................. 94 

12. Ethnicity of the Respondents ............................................................................................... 95 

13. Results of Skewness and Kurtosis Test (Latin Restaurant Sample) ...................................... 97 

14. Results of Skewness and Kurtosis Test (U.S. Restaurant Sample) ........................................ 97 

15. Results of Skewness and Kurtosis Test (Japanese Restaurant Sample) ................................. 98 

16. Scale Reliabilities and Convergent Validity (Latin Restaurant) ............................................ 99 

17. Scale Reliabilities and Convergent Validity (U.S. Restaurant) ........................................... 101 

18. Scale Reliabilities and Convergent Validity (Japanese Restaurant) .................................... 102 

19. Model Fit Indices of Measurement Models ........................................................................ 105 

20. Evidence of Discriminant Validity ..................................................................................... 107 



 

 viii 

21. ANOVA: Effect of Cultural Elements in Store Atmospherics on Epistemic Curiosity and 

Affect ...................................................................................................................................... 108 

22. Path Model Estimates ........................................................................................................ 110 

23. Path Model Estimates ........................................................................................................ 111 

24. Results of Regression Analysis (N = 600) .......................................................................... 112 

25. Summary of Hypotheses: Regression Results .................................................................... 113 

26. Summary of Hypotheses: Path Model Estimates ................................................................ 113 

27. Summary of Hypothesis: Regression Model Estimates ...................................................... 113 

 

 

 

 



 

 1 

CHAPTER 1 

INTRODUCTION 

1.1 Research Background 

There exists a long-standing tradition of U.S.-based business format franchises that 

export their brands and franchise concepts abroad. In fact, the United States has long been the 

world leader in exporting franchises. In 2007, more than 93% of all global franchises were based 

in the United States. The globalization of brand mammoths like Century 21, McDonald’s, 7-

Eleven and Starbucks illuminate the unprecedented growth of U.S.-based franchises worldwide. 

However, the U.S. market has experienced a new trend: it is now a focal market for foreign-

based franchise systems’ global market entry and expansion strategies (“Buying a Foreign-Based 

Franchise” 2005).  

 The unprecedented expansion of foreign-based franchises in the United States has 

precipitated increased competition for American consumers’ retail patronage. Japanese-based 

franchises like FamilyMart, Kumon and Yoshinoya have garnered market share and brand equity 

in a relatively limited time span between market entry and expansion in U.S. markets. 

(“Yoshinoya Expansion Program” 2000). Canada’s home-grown donut leader Tim Horton’s 

faces-off against American counterpart Dunkin’ Donuts; Guatemala’s fried chicken leader Pollo 

Campero is acquiring market share from U.S.-based KFC and Church’s; Philippine-based 

Jollibee is challenging America’s burger brands; and South Korea’s Red Mango is dipping into 

TCBY’s market position. In fact, Pollo Campero will have units in Walmart stores across the 

United States (“Hotel News Resource” 2008). 

 Benetton, the Italian-based apparel firm, has almost four thousand franchises in foreign 

markets; the United Kingdom, Germany, France and Japan each have many franchised retailers, 



 

 2 

with international operations (“Franchising into the 21st Century” 1993). Well-known U.S. 

franchise firms such as McDonald’s and Burger King have become as pervasive in foreign 

countries as they are in America. However, it is mostly left unnoticed that a variety of foreign 

franchises are entering the U.S. market. These retail establishments involve distinct names and 

products that are unfamiliar to most Americans. They either introduce something new and 

exciting to a city burned out on the overly familiar and consumed, or they scare off customers by 

the unfamiliar (“Should You Consider Buying a Foreign Franchise” 2008).  

 These examples are the consequence of franchising becoming an eminently significant 

strategy for job creation, business growth, and economic advancement in the United States and 

abroad. Consumers commonly patronize both business format and product trade name franchises 

(Hoffman and Preble 1991). Product trade name franchising, which is more common in motor 

vehicle dealerships, service stations and soft drink bottlers emerged in the nineteenth century 

around the world (Welch 1989). Business format franchising developed more recently, and it is 

distinguished from product trade name franchising by its concern with the transfer of a more 

complete business system. Business format franchising is  

characterized by an ongoing business relationship between franchisor and franchisee that 
includes not only the product, service and trademark but the entire business format itself 
– a marketing strategy and plan, operating manuals and standards, quality control and 
continuing two way communications. (U.S. Department of Commerce 1988, p. 2)  
 

Business format franchising systems include travel agencies, transportation, leasing and sales, 

destination resorts, fast-food retailers, printing services, pet stores, employment agencies, and 

financial and legal services, among others. 

 Business format franchising is the main form of franchising in global markets with a 

recent rapid growth across an ever-broadening front (Hoffman and Preble 1993; Welch 1989). 
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There are numerous reasons for the increasing prevalence of foreign-based franchise retailers in 

the U.S. markets (Table 1).  

 Since most international business-format franchise systems are service businesses, factors 

such as simultaneous production and consumption, high levels of coproduction, and high levels 

of credence dictate that consumers are seminal to business outcomes. Also, franchise systems are 

contractual, vertical marketing systems, so all operations are explicit within the business 

contract. This means that service offerings may be inflexible. When consumers do not like the 

offering, it is very hard to save the business format from failure. Also, because of increased 

competitive density worldwide among business format franchisers (Eroglu 1992), consumers’ 

willingness to patronize these establishments is becoming increasingly important (Falbe and 

Welsh 1998; McGinty 1998).  

 From the consumer retail patronage point of view, foreign-based franchise retailers are 

distinct from their local counterparts. They may gain an advantage by introducing a unique 

market offering or retail experience that may evoke curiosity or interest in the consumers’ minds. 

But at the same time, they may face a disadvantage because of predispositions (e.g., negative 

bias) or cultural stereotypes (Wang and Lamb 1983), which may take the form of essentialist 

categorizations. Researchers have addressed these essentialist categorizations, developing a 

theory-based construct denoted as psychological essentialism. 

 Consumers’ retail patronage behavior and the role of culture in store choice have 

received a great deal of attention in the social sciences literature to date, especially in the 

marketing discipline. Retail patronage is generally defined in the literature in terms of the 

frequency of visit or store choice. However, there are incompatible findings based on diverse  
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TABLE 1 
 

The Reasons for Increasing Prevalence of Foreign-Based Business Format Franchise Systems 
Around the World Retail Markets. 

 

Author Reason 

Sanghavi 1991; 
Quinn, Barry and 
Doherty 2000; 
Manaresi and Uncles 
1995; Doherty and 
Quinn 1999 
 

Business format franchising is quickly becoming one of the most common entry 
mode strategies for global companies moving into foreign markets 

Welch (1989) Business format franchising is determinedly considered by a greater number of 
firms in various places as a surrogate to the more accustomed types of foreign 
operations 
 

Sashi, and Karuppur 
(2002) 

The growth in the number of foreign-based business format franchises has been 
facilitated by developments in the wider international environment, such as 
dynamic socio-economic conditions, favorable cultural and political 
environments, and a translation from manufacturing to service economies. From 
a strategic vantage, marketing strategies with a global approach became very 
important due to the rise of a global economy characterized by greater 
relationships between countries and international rivalry. Developments in world 
economic arenas such as increased integration across country borders, and larger 
similarity in buyer behavior present unique market opportunities for 
international franchising. The reduction of trade limitations within EU, NAFTA, 
and a decrease in entry barriers are other opportunities for firms considering 
business format franchising as an entry strategy in global markets. 
 

Aydin and Kacker 
(1989) 

Rising standards of living, higher income, and increased leisure time around the 
world have made international franchising more attractive to investors. 
 

Eroglu (1992) International franchising is considered a guarded and rapid way of getting 
foreign currency with a comparatively small financial investment overseas. 
 

Huszagh, Huszagh 
and McIntyre 
(1992). 

Research posits that franchisors which have internationalized will show greater 
strengths of competitiveness compared to their strictly domestic counterparts 
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study conditions in the extant literature to explain retail patronage. Thus, there is no consensus 

on the relationships between various predictors and a shopper’s retail patronage in the literature 

(De Juan 2004; Pan and Zinkhan 2006). Because of the practical and conceptual importance of 

this subject, efforts to develop a comprehensive understanding of the impacts of shoppers’ 

decisions to patronize a retail outlet are unresolved and the incongruent findings are exacerbated 

by the complexity of global markets and nontraditional cultural retail settings. 

 Decades of research efforts generated a variety of research streams with respect to 

different elements explaining retail patronage. There are many studies focusing on store 

characteristics, including location (Arnold, Oum and Tigert 1983), service levels (Sharma and 

Stafford 2000), pricing policies (Moore and Carpenter 2006), merchandise assortment (Craig, 

Ghosh and McLafferty 1984; Morey 1980; Schary and Christopher 1979), and store 

atmospherics.  

 Research on elements of the store environment are multifarious; researchers have 

investigated the impact of music (Areni and Kim 1993; Hui, Dube and Chebat 1997; Milliman 

1982; Yalch and Spangenberg 1990), color (Bellizzi, Crowley, and Hasty 1983), scent 

(Spangenberg, Crowley, and Henderson 1996), and crowding (Eroglu and Machleit 1990; Hui 

and Bateson 1991) as contributing factors to consumers’ retail patronage. Combinations of store 

elements have also been investigated (Baker, Parasuraman, Grewal and Voss 2002; Eroglu, 

Machleit and Chebat 2005; Matilla and Wirtz 2001; Parasuraman, Grewal and Voss 2002), and 

include store atmospherics (Baker, Grewal and Parasuraman 1994; Donovan and Rossiter 1982; 

Iyer 1989; Park, Iyer and Smith 1989), store atmospherics triggering emotional reactions (Babin 

and Darden 1996; Baker, Levy and Grewal 1992; Darden and Babin 1994; Donovan et al. 1994; 
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Wakefield and Blodgett 1999), and store image (Korgaonkar, Lund, and Price 1985; Stanley and 

Sewall 1976; Steenkamp and Wedel 1991). 

Another research stream focused on the social and cultural contexts of retail patronage 

and the myriad motivating factors underlying the retail purchase decision (Arnould 2005; 

Arnould and Thompson 2005; Kozinets at al. 2004; Penaloza and Gilly 1999; Wrigley, Coe and 

Currah 2005). Although this research stream generated theories on explaining consumer culture, 

stereotyping is conspicuously absent from much of the literature to date.  

Finally, country-of-origin studies and international retailing literature are two other 

relevant areas of research in this context. Since the 1960s, country-of-origin (COO) studies are 

largely product-centric. It has been applied to services in only a few areas, and has not been 

applied to international retailing. As trade in international services has greatly increased in recent 

years and continues to grow, this dearth of research attention is surprising (Javalgi, Cutler and 

Winans 2001; Pinkaeo and Speece 2000).  

As for international retailing literature, much of the research focused on either the 

consideration of single cases or the retail sector in general. The study of the role of the consumer 

in the success or failure of international retailers has been limited in this line of research (Colla 

2004; Dupius and Prime 1996). Despite the agreement on the nominal importance assigned to 

consumers, consumer issues are, with a few exceptions, not systematically studied in the context 

of retail internationalization. International retailing studies generally incorporate the effect of 

culture, but culture is not directly connected to consumers’ retail patronage behavior (Fernie et 

al. 2006). Primarily, consumer retail patronage behavior is linked to considerations of national 

cultures by applying Hofstede’s (1991) four dimensions of national culture (Mooij 2000; Mooij 

and Hofstede 2002; Straughan and Abers-Miller 2001) and the convergence-divergence debate in 
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this context. Furthermore, international retail studies are criticized for a lack of empirical 

research (Myers and Alexander 1996). 

 Overall, stereotypical categorizations of consumers in the form of essentialist views about 

foreign cultures and their effect on individual consumers, including negative or aroused emotions 

and subsequent retail patronage behaviors, are not explored in the retail patronage setting.   

1.2. Psychological Essentialism 

 The construct of psychological essentialism was proposed by Douglas L. Medin (1989). 

Medin proffered that peoples’ representations of things reflect a belief that these things have 

essences or underlying natures that make them what they are. When people apply psychological 

essentialist theories, they come up with the conclusion that things that look alike share deeper 

properties. 

 Medin and Ortony (1989) introduced the term “psychological essentialism” to define the 

belief that many categories have essences. Although they maintain that such beliefs constitute 

dubious metaphysics, they argue that many concepts are grounded in implicit theories of an 

essentialist sort. This position is consistent with the growing recognition that concepts are 

embedded in theories rather than simply being clusters of covarying properties, and that these 

theories are often specific to particular conceptual domains (Haslam, Rothschild and Ernst 2000). 

 Concepts and categories serve as building blocks for human thought and behavior. 

Roughly, a concept is an idea that includes all that is characteristically associated with it. A 

category is a partitioning or class to which some assertion or set of assertions might apply. It is 

tempting to think of categories as existing in the world and of concepts as corresponding to 

mental representations of said categories. But this analysis is misleading because concepts need 

not have real-world counterparts (e.g., unicorns), and people may impose, rather than discover, 
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structure in the world. Part of the answer to the categorization question likely does depend on the 

nature of the world, but part also surely depends on the nature of the organism and its goals. 

Individuals group things into categories because they are similar (Medin 1989). 

 Research on implicit person theories contend that beliefs regarding the flexibility of 

human attributes have important consequences for social thinking, group dynamics and 

interpersonal relationships. It is suggested that these consequences can be assessed using the 

theory of psychological essentialism (Haslam et al., 2006). Also, psychological essentialism 

identifies immutability, biological basis, discreteness, informativeness and inherence in its 

conceptual basis (Bastian and Haslam 2006; Haslam, Rothschild and Ernst 2002; Keller 2005; 

Mahalingam, 2007). This dissertation asserts that the conceptual basis of psychological 

essentialism has the potential to define consumer emotions in a retail environment and 

consequently shape retail patronage intentions. 

 With an increasing number of foreign-based franchise systems investing and rapidly 

expanding in the United States, the study of the essentialist stereotypes of consumers is a timely 

and relevant research context. This study provides an integrative framework, combining 

important psychometric research constructs and focusing on psychological essentialism for 

studying consumer emotions and subsequent retail patronage behaviors in the context of foreign-

based franchise stores. The inclusion of essentialist stereotyping in retail patronage studies has 

the potential to advance marketing theory and practice, including a broader examination of 

emotions and their consequences on patronage behaviors. 

1.3. Research Problem 

 There are many findings to date related to retail patronage. Pan and Zinkhan’s (2006) 

meta-analysis reviewed the empirical studies on retail patronage and identified 16 antecedents to 
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retail patronage behavior. They grouped these in 3 categories: (1) product relevant factors, 

pertaining to product features and attributes, such as product quality and price, (2) market-

relevant factors, which pertain to retailers of interest, such as services provided by the store, and 

(3) personal factors, which pertain to consumer characteristics, such as demographics. They 

found that shoppers’ retail patronage is shaped by the following factors (in order of importance): 

assortment, service, product quality, store atmosphere, store location, price level, checkout 

speed, hours of operation, friendliness of salespeople, and parking facilities. The frequency of 

visits to a store is subject to the influence of store attitude, store image, and gender.    

 Another commonly used theoretical approach in existing studies is Fishbein and Ajzen’s 

(1975) theory of planned behavior (or reasoned action). The theory of reasoned action (TRA) is a 

model of volitional behavior that states that behavior is directly influenced by intentions to act; 

in turn, intentions to act are determined by one’s attitude toward the act and subjective norms as 

to how one should act (Ajzen and Fishbein 1980). Subjective norms define a person’s belief 

about whether or not people with whom one is associated think that he or she should perform an 

act (i.e., social pressure that is felt by a consumer to buy or not buy an item) (Bagozzi, Wong, 

Abe, and Bergami 2000).  

 According to this theory, a behavioral intention is in part determined by the person’s 

attitudes. This means that buyers’ attitudes toward retailers probably affect their choice of 

retailer modes. Several studies provide support for the positive relationship between attitude and 

patronage based on theory of reasoned behavior (Eastlick and Liu 1997; Korgaonkar et al. 1985). 

It is applied to consumption of many products and services such as computer software, banking 

services, detergents, soft drinks, and automobiles among numerous others (Lutz 1977; Ryan and 

Bonfield 1980; Sheppard, Hartwick and Warshaw 1988). 
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 There are a number of studies in retailing literature that extends the original TRA model. 

For instance, Homer and Kahle’s (1988) personal values are added to TRA (Ajzen and Fishbein 

1980; Fishbein and Ajzen 1975) as the fundamental determinants of consumer attitudes and 

behaviors. In these studies, value is defined as “an enduring belief that a specific mode of 

conduct is personally or socially preferable to an opposite or converse mode of conduct or end-

state of existence” (Rokeach 1973; p. 5). It was found that the value-attitude-behavior link holds 

for a wide range of retail services and products (Shim and Eastlick 1998). 

 In retailing literature, Ogle, Hyllegard and Dunbar (2004) suggested that retail patronage 

models, such as the TRA model, need to be expanded with the addition of retail characteristics 

such as store merchandise assortment and store atmospherics, social environmental variables 

(i.e., consumer lifestyle orientation), and demographics when used to predict consumer 

patronage behaviors. Evans, Christiansen, and Gill (1996) proposed the addition of the influence 

of social referents on shopping center patronage intentions. In their study, social referent 

influence refers to the extent to which relevant others are instrumental in determining an 

individual’s consumption behavior (Ryan 1982; Ryan and Bonfield 1975). They studied three 

shopper demographic groups: males, female homemakers, and females working outside the 

home. Evans, Christiansen, and Gill (1996) found that female housewives had a greater 

propensity to take part in the shopping experience as a function of the social norms surrounding 

their roles as the family purchasers. They also found that males appeared to desire 

personalization in the shopping experience, and working women placed greater needs on value, 

product presentation, and convenience than did males and female homemakers.  

 Another theoretical approach in the study of retail patronage is the treatment of consumer 

satisfaction as an antecedent of retail patronage. In these studies, Lewin’s (1938) expectancy-
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disconfirmation theory is employed. It is stated that consumers decide on patronage based on 

their expectations of the results of a specific action (Webster 1991). When the product or service 

performs better than expected, a positive disconfirmation takes place, whereas the consequence 

of a performance worse than expected is negative disconfirmation. When the two expectations 

are compatible, confirmation takes place, i.e., the consumer is neither satisfied nor dissatisfied. It 

is suggested that buyer satisfaction research is crucial because it is linked to return patronage 

(Kivela, Inbakaran and Reece 1999) 

 Ecological research (Nebel 1990) constitutes another stream relevant to retail patronage. 

These studies contend that humans will be greater in number in places where conditions are close 

to ideal and lesser in number in places where habitat conditions are not desirable. Usually, 

animal populations migrate to places with more ideal conditions. These notions also apply to 

buyer behavior. The studies in retailing can be seen as the identification and selection of better 

habitats for consumption. For instance, when a new retailer starts a business in an existing 

market, buyers who realize that significant advantages can be received from the new retailer will 

probably move there. Buyers who are looking for different benefits will probably act differently 

when they are in a given habitat (Bloch, Ridgway and Dawson 1994). 

 Retail patronage behaviors are examined by a large number of studies that employ a 

mathematical modeling technique. For instance, a set of models are advanced to explain the 

patronage process with the economic environment. The economic environment is where a 

product or service is exchanged in such a way that organizations are rewarded for effective and 

efficient control of the work process. In these models, the dependent variable, store choice, is 

modeled as a function of the significance and interpretation of store attributes, store attitudes, 

general shopping patterns, householder/buyer demographic and socioeconomic characteristics, 
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situational influencers, and retailer/marketer strategies (Arnold, Handelman and Tigert, 1996; 

Burke et al. 1992; Dawson, Bloch and Ridway 1990; Keng and Ehrenberg 1984; Louviere and 

Gaeth 1987; Monroe and Guiltinan 1975; Spiggle and Sewall 1987). 

 There are a number of other mathematical approaches to study consumer patronage. For 

instance, Huff’s (1962) model and its extensions include models that incorporate the image of 

shopping centers and other relevant patronage determinants that assess consumer attraction (Bell, 

Ho and Tang 1998; Darian, Tucci and Wiman 2001). Also, gravity models, in which consumer 

patronage is stated to be in direct proportion with the utility factors (square footage, representing 

assortment factors) and in inverse proportion to disutility factors (distance) (Converse 1949; 

Stanley and Sewall 1976) explore retail patronage. More complex discrete choice models and 

conjoint analysis (Agrawal and Schorling 1996; Arnold, Roth and Tigert 1980) apply stepwise 

linear regression to explain the consumers’ shopping center choice.  

 Finally, probabilistic models to measure store choice are employed, where there are 

diffrent approaches such as: (1) explanation of how and why a buyer decides to visit a certain 

number of commercial establishment and not other ones (Spiggle and Sewall 1987); (2) 

investigations based on the buyer characteristics that examine how variables such as income, sex 

and age influence the store choice (Tauber, 1972); (3) studies that examine the impact in a 

specific geographic area, as much on the retailers as on consumers (Nowell and Stanley 1991); 

and (4) predictive-probabilistic models relative to the psychological state of the buyers as 

influenced by the establishment (Brown 1989; Evans, Christiansen and Gill 1996).  

 De Juan (2004) classified mathematical store choice models into two groups based on 

random utility theory: market share models and logit type models. While the two types of models 

share many common features, they differ in one important respect: market share models are 
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calibrated on aggregate data on the proportion of shopping trips made to different stores, while 

logit models are based on the discrete choices made by consumers on individual shopping trips. 

Logit models offer powerful tools for analyzing store choice because they provide information 

regarding consumers’ evaluations of store attributes, predictions of choice probabilities, and 

estimates of the market shares of alternative stores.  

 Finally, the effect of store environmental elements on retail patronage behaviors has 

received widespread attention from researchers. Many of these studies employ the environmental 

psychology framework, and extend the framework to accommodate various theoretical 

approaches. The table in Appendix C summarizes the diversity of theoretical approaches to 

studying retail patronage behaviors. 

 Parallel to these studies, this study adapts the theory of environmental psychology and 

proffers an extension that includes psychological essentialism. Environmental psychology offers 

a unique breadth of synthesis because it allows for an assessment of consumer properties and 

service settings in relationship with each other in order to explore patronage outcomes (Bitner 

1992). Studies that incorporate environmental psychology perform surprisingly well in 

predicting in-store behaviors (Donovan and Rossiter 1982). Furthermore, environmental 

psychology is a developing approach in consumer behavior with far-reaching implications for 

extending marketing knowledge and practice. 

1.4. Environmental Psychology 

 The theory of environmental psychology states that “physical or social stimuli in the 

environment has a direct effect on the emotional state of a person, and consequently influence his 

or her behaviors in it” (Mehrabian and Russell 1974, p. 8). Three emotional response variables 

(pleasure, arousal, and dominance) summarize the emotion-eliciting qualities of environments 
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and also serve as mediating variables in determining a host of approach-avoidance behaviors 

such as exploration, physical approach, social interaction and work performance (Figure 1). 

Possible moderators in this relationship are stated to be the three characteristic emotions 

associated with personality: trait-pleasure, trait-arousal and trait-dominance. This theory is 

adapted into the marketing literature by Donovan and Rossiter (1982) in its original form. Bitner 

(1992) replaced environment with store atmospherics and focused exclusively on consumer 

feelings such as affective states and moods (Bitner 1992; Donovan, Rossitier, and Nesdale 1994). 

Thus, environmental psychology research adopted in marketing explores the affect of in-store 

experiences and environmental factors on retail patronage behaviors. 

 Studies on environmental psychology define emotions as complex human responses of 

which precursors and consequences are not easily tied down (Mano 1999), and behaviors are 

seen as ranging along the approach-avoidance continuum. Approach behaviors are manifested by 

enhanced positive responses, such as willingness to stay longer, purchase intentions, future 

patronage, or shopping satisfaction, while avoidance behaviors are the opposite (Bitner 1992). 

While there is ample agreement as to the general facets of the environment-affect-behavior 

models, there is still no consensus as to all of the specific elements in this chain (Mano 1999). 

 The influence of positive emotions on shopping related approach behaviors is, largely, 

clear. The notion that positive affect favorably influences patronage is one of the strongest tenets 

of environmental marketing (Baker, Levy, and Grewal 1992; Bitner 1992; Donovan and Rossiter 

1982; Donovan, Rossiter, and Nesdale 1994; Ridgway, Dawson, and Bloch 1990). In particular, 

past research has found that (a) positive emotions can be generated by pleasant environments, 

and (b) positive emotions enhance approach behaviors. However, the influence of preexisting 

negative emotions on purchase intentions is not yet fully explored. The negative emotions that 
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FIGURE 1 

Theory of Environmental Psychology by Mehrabian-Russell (1974) 

 
 

are studied in relationships with retail patronage intentions are limited to stress (Lee, Moschis 

and Mathur 2001), boredom and distress (Mano 1999), existence/lack of self-confidence 

(Hisrich, Dornoff and Kernan 1972), existence/lack of feeling of control (Ward and Barnes 

2001), psychic costs (Mehrabian and Russell 1974) and shopping experience costs (Becker 

1965). 

 Existing studies highlight positive and negative affects as distinct constructs (Babin, 

Darden and Babin 1998) and state that negative affect has a stronger influence on consumers 

(Babin and Darden 1996; Baker, Parasuraman, Grewal and Voss 2002). Therefore, more 

attention is needed on the affect of negative emotions on retail patronage behaviors (Isen 1993). 

 Furthermore, the arousal component of the original Mehrabian-Russell (1974) 

environmental psychology model has not been studied extensively. Curiosity is widely studied in 

consumer behavior, as an aroused emotional state (Berlyne 1960; Spielberger and Starr 1994), 
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but not incorporated into environmental psychology models. Curiosity is defined as “a desire for 

acquiring new knowledge and new sensory experience that motivates exploratory behavior” 

(Litman and Spielberger 2003, p. 75). The addition of curiosity can provide further insights to 

the context of environmental psychology models. 

 An important context in which negative affect and curiosity can be further studied is the 

foreign cultural context. The foreign-based business format franchises entering the United States 

introduce a cultural dimension into the U.S. retail scene (Grewal et al. 2003) with the potential to 

arouse curiosity in consumers’ minds. Thus, this context is ideal for exploring the moderating 

effect of psychological essentialism and incorporating an aroused state, i.e., curiosity, into the 

environmental psychology framework for retail patronage behaviors, as modeled in Figure 2. 

1.5. Research Focus 

 Consumers’ patronage of foreign-based firms is exposed to the intricacies of different 

cultures and this plays a role in their evaluation (Sashi, and Karuppur 2002). This is particularly 

relevant to firms whose product offering is centered on an element closely associated with 

culture, such as food, whose consumption can be a means of overtly demonstrating social and 

cultural conformity (Keillor, and Fields 1996; Reilly and Wallendorf 1987). The importance of 

proactively managing the market environment (Clark, Varadarajan, and Pride 1994) through an 

acute awareness of the impact of culture is crucial to the success of firms operating in foreign 

markets (Keillor and Fields 1996), and the act of food consumption is one that is closely related 

to cultural and ethnic identification (Reilly and Wallendorf 1987). 

 Patriotism is increasing in the United States, and there is a potentially increasing 

emphasis on national identity (Huntington 1993). This could result in more negative affect for 

foreign product offerings. Fast food is selected as the focal context of this study because of its  
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FIGURE 2  

A Model of Mehrabian-Russell Theory of Environmental Psychology As Applied to the Present 

Context 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

pervasiveness in markets around the world, as well as its association with both culture and 

convenience. Convenience orientation is a segmentation criterion which transcends cultural and 

national boundaries (Keillor and Fields 1996; Luqmani, Yavas, and Quraeshi 1994). 

International penetration of fast food into the United States is not only a good example of culture 

transcending national boundaries (Reilly and Wallendorf 1987) but also is an expanding domain 

that is suitable for studying essentialist stereotypes and any ensuing negative affects. 

 Practically, findings of such an analysis could result in prescriptive counsels relative to 

menu, market offerings, and promotional alterations in the marketing mix. In doing so, the global 
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providing a consumption opportunity consistent with their national identity (Keillor and Fields 

1996). 

1.6. Research Mission 

 The research mission is to empirically assess the salient dimensions of consumers’ states 

of mind (positive and negative affect, psychological essentialism, epistemic curiosity), states of 

being (store atmospherics), and states of action (retail patronage behaviors) in a cultural context. 

Specifically, the retail patronage setting selected is foreign-based fast food franchises because 

they represent a relevant and timely situational context for consumer behaviors. As such, the 

research seeks to address the following questions: 

• How do inherent consumer stereotypes moderate the emotions generated by store 

atmospherics? 

• How does epistemic curiosity, as an aroused emotional state, antecede consumer 

retail patronage behavior? 

• How do foreign-cultural elements in a retail store atmosphere affect the emotions 

generated by consumers? 

To address these research questions, several research objectives are proffered: 

• Research Objective 1: To investigate the effects of consumers’ essentialist stereotypes 

on their retail patronage behavior 

• Research Objective 2: To understand the effect of curiosity, as an aroused emotional 

state, on consumers’ retail patronage behavior 

• Research Objective 3: To explore the consumers’ retail patronage behaviors in a 

previously not studied and rapidly expanding context, i.e., foreign-based franchise 

systems penetrating the United States 
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 The next chapter provides a comprehensive review of the literature to date that addresses 

the seminal constructs and relationships in Figure 2. The literature review identifies the 

discordance in the research to date with a focus on the development of testable hypotheses. 

Chapter 3 explains the research methodology, including the data collection and analytics 

employed to assess the hypothesized relationships. The findings from the study are discussed in 

Chapter 4. Chapter 5 is a summary of the implications gleaned from the research, summarizing 

the positive and normative contributions of the research. Chapter 5 concludes with a discussion 

on research caveats and avenues for further studies. 
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CHAPTER 2 

LITERATURE REVIEW 

This chapter reviews the literature that relates to psychological essentialism as well as 

environmental psychology and its relationship to consumers’ retail patronage behaviors. First, I 

explore the theoretical frameworks that define psychological essentialism. Then I explore the 

theoretical basis of environmental psychology. Finally, theoretical links are defined for 

developing the hypothesis and building the research model.  

2.1. Psychological Essentialism 

 The concept of psychological essentialism is “based on people’s representations of things 

which reflect a belief that things have essences or underlying natures that make them what they 

are” (Medin 1989, p. 1476). When people apply psychological essentialist theories, they come to 

the conclusion that things that look similar have deeper properties in common. Medin and 

Ortony (1989) coined “psychological essentialism” as a term to reflect this idea and to refer to 

the belief among lay people that many categories have essences. Although they maintained that 

such beliefs constitute dubious metaphysics, they argued that many concepts are grounded in 

implicit theories of an essentialist sort. This position is consistent with the growing recognition 

that concepts are embedded in theories rather than simply being clusters of co-varying properties, 

and that these theories are often specific to particular conceptual domains (Haslam, Rothschild 

and Ernst 2000).  

 In the philosophy of language, essentialism refers to the classical or Aristotelian view of 

concepts, which states that every concept has a set of essential, i.e., necessary and defining, 

features. The concept applies only when these necessary conditions are fully satisfied, so the 

concept refers in an all-or-nothing fashion to a discrete class of phenomena. Opposed to this 
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view is the Wittgensteinian account of concepts as family resemblance structures with graded or 

fuzzy memberships, which was elaborated by Rosch into prototype theory (e.g., Rosch 1973) 

(Haslam, Rothschild and Ernst 2000).  

 Haslam, Rothschild and Ernst (2002) defined essentialist beliefs at the basis of 

psychological essentialist categorization as the notion that a social category has a fixed, inherent, 

identity-defining nature. For instance, they found that essence-related beliefs are strongly 

associated with anti-gay attitudes. Haslam, Rothschild and Ernst (2002) also explored the 

association between essentialist beliefs and sexism. They contended that essentialist social 

thinking is widespread and might even have principles that evolved into social functions. 

Concepts and categories serve as building blocks for human thought and behavior. A 
concept is an idea that includes all that is characteristically associated with it. A category 
is a partitioning or class to which some assertion or set of assertions might apply. (Medin 
1989, p. 1469)  
 

However, categories do not necessarily exist in the world, and the concepts that corresponding to 

mental representations of them might not always have real-world counterparts (i.e., unicorns).  

 Categorization is the process by which people assign a label to things. When an animal is 

seen swimming in a lake, people categorize it as a fish and not a cat. Categorization includes 

handling two or more distinct entities as in some way equivalent when making predictions and 

accessing knowledge. For instance, according to research in the restaurant industry, certain 

combinations of environmental cues imply a sit-down restaurant, whereas other configurations 

indicate fast-food (Ward, Bitner and Barnes 1992). Therefore, environmental cues serve as a 

shortcut, enabling customers to distinguish between restaurant types. Similarly, in science, the 

need to reach relevant knowledge explains why scientists do not or cannot treat each problem as 

unique. Although one would expect scientific methods to be tailored to the needs of individual 

research, absolute uniqueness imposes the prohibitive cost of ignorance. Scientists need some 
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way to bring their knowledge and experience to bear on the problem under consideration, and 

that requires the appreciation of some similarity or relationship between the current situation and 

relevant other studies. Thus, scientists need to categorize in order to find points of contact 

between previous situations and the current context. They categorize to learn about the causes 

and origins of concepts, i.e., their etiology. Problems that show a common manifestation might 

share common precipitating conditions or causes. Ironically, the only case in which 

categorization would not be useful is where all cases are treated alike; thus, categorization allows 

diversity. 

 The concept of “psychological essentialism” is concordant with the recent shift in 

categorization studies. According to Medin (1989), research on categorization and 

conceptualization has recently undergone two major shifts. The first shift is from the classical 

view to the probabilistic view. This means that the idea of concepts having defining properties 

must be replaced with the notion of concept representations to be based on properties that are 

only characteristic or typical of category examples. Both the classical view and probabilistic 

view of categorization are based on similarity relations. A major problem with describing 

category structure in terms of similarity is that the notion of similarity is too unconstrained to 

give an account of conceptual coherence. The second major shift is to organize concepts around 

theories instead of similarity. Psychological essentialism is concordant in both of these shifts as 

it is one means of integrating theory-driven and similarity-based categorization.  

 The classical view of categorization is arranged around the notion that  

all instances or examples of a category have some fundamental characteristic that is in 
common that determine their membership. The classical view assumes that mental 
representations of categories consist of summary lists of features or properties that 
individually are necessary for category membership and collectively are sufficient to 
determine category membership. (Medin 1989, p. 1470)  
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For instance, the category polygon in geometry meets these criteria. A polygon is defined as a 

plane figure, bounded by a closed path and composed of a finite sequence of straight lines. One 

can check to see if a geometric shape is a polygon by making sure that it meets all three of these 

properties. 

 The classical view is stated to have certain problems. For instance, according to Medin 

(1989, p. 1470), “classical view fails to specify defining features because even experts cannot 

come up with defining features for most concepts.” Linguists, philosophers, anthropologists and 

clinical psychologists alike have been unable to supply a core set of features that all examples of 

a concept necessarily must share. Another problem with classical view is its assumption that all 

examples of a concept possess some requisite defining features and thus are equally good. 

Experience and a considerable body of research undermine this claim. Finally, there are 

numerous unclear cases as to whether an example belongs to a category.  

 Probabilistic view is another approach to categorization (Wittgenstein 1953). This view 

holds that categories are not very specific. That is, “categories are organized around a set of 

properties or clusters of correlated attributes (as cited in Rosch 1975) that are only characteristic 

or typical of category membership” (Medin 1989,  p. 1470). Thus, the probabilistic view rejects 

the notion of defining features. This simply means to relate typicality to the number of 

characteristic properties. Probabilistic view implies that people organize categories via statistical 

reasoning. 

 According to Medin,  

it does not appear that the effect of merely similarity, at least in the form it takes in 
current theories, is adequate to explain categorization. Similarity may be a byproduct of 
conceptual coherence rather than a cause. There is a need to look for a set of deeper 
principles. (1989, p. 1474) 
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The idea that concepts are organized around theories, and that theories provide conceptual 

coherence, can form such an underlying base. The role of psychological essentialism is to 

assume one way of reconciling classification in terms of perceptual similarity or surface 

properties with deeper substance of knowledge-rich, theory-based categorization. Psychological 

essentialism borrows the classical view notion that humans behave under the assumption that 

objects have underlying natures, i.e., essences, which make them the thing they are. Thus, 

psychological essentialism refers to how people approach the world and not how the world 

actually is. This is based on the principle that both social and psychodiagnostic categories are at 

least partially culture specific and might have weak if any physical underpinnings.  

 According to Medin (1989), people behave assuming that things have essences because it 

proves a good epistemology. Medin (1989) points to the fact that this is the reason people adopt 

an essentialist heuristic, namely the hypothesis that things that look alike share deeper properties. 

He contends that human perceptual and conceptual systems appear to have evolved such that the 

essentialist heuristic is often assumed to be very correct. Classifying on the basis of similarity 

will be relatively effective much of the time, yielding knowledge of deeper principles. Overall, 

the conjectures about psychological essentialism might be one way of reconciling classification 

in terms of perceptual similarity or surface properties with the deeper substance of knowledge-

rich, theory-based categorization (Medin 1989). 

 Murphy and Medin (1985) contributed to the development of psychological essentialism 

by studying the role of theories in conceptual coherence. They proposed that there are two 

components of conceptual coherence. The first component involves the internal structure of a 

particular conceptual domain. The second component of coherence has to do with the position of 

the concept in the complete knowledge base, rather than its internal structure. One objection to 
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theory-based approach is that it is circular, i.e., to ask how mental theories explain concepts, 

when theories themselves are made out of concepts. Psychological essentialism answers this 

question by stating that it is not attempting to reduce issues of conceptual representation to 

theoretical representation. On the contrary, the influence is bidirectional. One cannot talk about 

theories of knowledge representation in a domain without specifying the concepts people have in 

the domain. Concepts and theories must live in harmony in the same mental space; they therefore 

constrain each other both in content and in representational format. Similarity cannot be the sole 

basis of conceptual coherence because similarity needs to be greatly constrained before it makes 

any predictions  

 Yzerbyt, Judd, and Corneille (1997) integrated Medin’s (1989) psychological 

essentialism theory into the social-psychological literature on stereotyping and prejudice. 

According to Yzerbyt, Rocher, and Schadron (1997, p. 21), stereotypes are  

shared beliefs about person attributes, usually personality traits, but often also behaviors, 
of a group of people. Stereotypes were nothing but errorful generalizations made by 
prejudiced individuals, under abnormal circumstances.  
 

Stereotypes have long remained out of mainstream social psychology because of their shameful 

status. Interest in intergroup relations and in-person perceptions were mostly disconnected from 

each other. During late 1970s, social psychologists looked at stereotypes in the light of the social 

cognitive approach. According to social cognitive approach, information is much too complex to 

be dealt with satisfactorily. As a consequence, human information processors need to simplify 

the environment. Categorization offers a means to treat individual stimuli as instances of larger 

groups about which prestored knowledge is available.  

 Stereotypes are helpful in facilitating human interaction with a bewildering environment; 

they give illusory meaning to the world. “Stereotypes work as enlightening gestalts, they supply 
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perceivers with extra information by building upon a rich set of interconnected pieces of data” 

(Yzertby, Rocher and Schadron 1997, p. 21). They include the underlying explanation that links 

these attributes together. Stereotypes are seen as exploratory devices that serve a rationalization 

function, i.e., they allow people to provide an account for why things are the way they are.  

 Validity of classic similarity approaches is largely questioned and the use of essentialistic 

theories is now offered as an alternative account for categorization learning and use. Yzerbyt, 

Judd, and Corneille (1997) contend that essentialistic explanations are very important for social 

categorization, and a functional view of explanations is that stereotypes play a key role in the 

rationalization of the existing social order. Stereotypes are more than a list of features associated 

to a group label. They also help perceivers orient themselves in the environment as they provide 

them with rich knowledge about the social world. They answer the question of why a group is a 

group, to be differentiated from other groups. In this respect, a crucial function of essentialist 

stereotypes might be to rationalize the current social arrangement. In summary, Yzerbyt, Judd, 

and Corneille (1997) argue that the rationalization function of stereotypes is likely to be linked to 

a strong tendency for perceivers to embrace psychological essentialist categorization. 

 The question of whether the chronic availability and accessibility of biological 

components of essentialism is related to stereotyping was not known until Keller’s (2005) study 

finding support for this association. Keller (2005) defined five central features of essentialist 

social categorization: 

(1) Social categories have a specific ontological status. This means that all category members are 

seen as having an essential feature in common  

(2) Category membership is seen as immutable 
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(3) Essentialist categories allow a host of inferences about the category members (inductive 

potential) 

(4) The various features of essentialist categorization are interconnected, i.e., the features of the 

category members are interpreted in light of one unifying theme  

(5) Essentialist categorization is exclusive, such that members of one category cannot easily be 

thought of as members of another 

 Haslam, Rothschild and Ernst (2000) extended these five categories into nine, which are 

composed of uniformity, discreteness, naturalness, informativeness, immutability, inherence, 

stability, necessity, and exclusivity. All of these dimensions are about categorizing human beings 

based on their biological traits, forming exclusive group membership categories and consequent 

stereotypes. 

 Social categories may be essentialized in two distinct ways, through naturalness and 

reification/entitativity, and social psychologists should be heedful of both. The existence of these 

two distinct forms of essentialism suggests the need for two separate strategies for changing 

negative evaluations of social categories. Attempts to modify understandings of social categories 

as natural must challenge beliefs about their naturalness, immutability, historical stability, 

discreteness and necessary features. Attempts to modify understandings of social categories as 

entitative must challenge beliefs about their uniformity, informativeness, exclusivity, and 

inherence.  

 Hoffman and Hurst (1990) added that gender stereotypes originate to rationalize 

apportionment of members of fictional groups into categories. Stereotypes can emanate solely as 

a consequence of sexual divisions of labor and help rationalize it by attributing to the sexes’ 

intrinsic personality differences.  
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2.2. Environmental Psychology 

2.2.1 Focus and Definition of Environmental Psychology 

 Sime (1999) reviewed the literature on environmental psychology and listed a number of 

studies that provided a definition for this field of research. For instance, Veitch and Arkkelin 

defined environmental psychology as  

a multidisciplinary behavioral science, both basic and applied in orientation, whose foci 
are the systematic interrelationships between the physical and social environments and 
individual human behavior and experience. (1995, p. 5) 
 

 Cassidy (1997, p. 240) provided another definition as “the study of the transactions 

between individuals and their socio-physical environments” and “the application of 

psychological knowledge and method to understanding the process and implications of the 

human-environment transaction and applying the insight attained to improving the quality of the 

experience.” According to Cassidy, environmental psychology adopts an interactive (person-in-

context) perspective, has an applied focus that integrates the theory and practice, adopts multiple 

levels of analysis, has a research base in the field, has a multimethod approach, assumes the 

person to be active (rather than passive), and employs an interdisciplinary, holistic and systems 

model perspectives. Cassidy defined the scope of environmental psychology as extending from 

social psychology oriented personal space, territory, crowding and privacy theory and research 

(which proliferated up to some point in the 1970s) to more recent social psychology topics with 

an environmental connotation, such as attitude-behavior links, common dilemmas and social 

identity. Cassidy contended that there is a shortage of environmental psychology research on 

environmental psychology theory; studies and applications in the realm of architectural 

preferences, meanings, contextual fit, social space, visual access, way-finding and post-

occupancy evaluation all merit further discussion. According to Cassidy, environmental 
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psychology is more about “social psychology and environmental stress in context,” or “behavior 

and experience and environmental stress in social context” rather than “environmental 

psychology in content and context.”   

 Yet another definition of environmental psychology provided by Gifford (1997) relates to 

psychological and social aspects of people’s relationships to (or transactions with) the built and 

natural environments. He defines environmental psychology as “the study of transactions 

between individuals and their physical settings” (Gifford 1997, p. 1).   

 According to Sime (1999), environmental psychology is considered by some researchers 

to be a subdiscipline of psychology. Environmental psychology is also regarded as an area of 

overlap between psychology and a number of disciplines and domains. Sime contends that 

environmental psychology has its own culture and subcultures, with conceptual and metaphoric 

boundary lines that are not fixed. Sime stated that  

some see environmental psychology as a sense of being-in-the-world revealed through 
phenomenology, or an eco-psychology of life on or of the Earth. Others look to cause-
effect measures of independent, dependent and interacting environmental psychology 
variables for questions, issues and answers, and consider environmental psychology to be 
predominantly psychological, social or physical. (p. 192)  
 

 Canter and Craik (1981) highlighted the fact that the first issue of the Journal of 

Environmental Psychology defined environmental psychology not only as an area within 

psychology, but interdisciplinary. They suggested the need to develop a coherent core for 

environmental psychology to recognize its applied context. Canter and Craik (1981) contended 

that existing studies are concerned with recording, nurturing, shaping and framing environmental 

psychology as an identifiable domain of theory, research and application. However, it has been 

suggested from the beginning that environmental psychology has multiple scientific paradigms. 

Proshansky (1987) concurred with this view and suggested that depending on the focus and 



 

 30 

scope of a research study and/or environmental simulation, it might sometimes be important to 

adopt a broad framework of intra- and interdisciplinary oriented environmental psychology 

theory, research and application.  

 Overall,  

the definitions and scope of environmental psychology vary in terms of the degree to 
which environmental psychology is deemed to be concerned with the socio-physical, 
social and/or physical environment, people-environment processes, interactions and/or 
transactions. The words used define variations in what is generally regarded as a people-
environment unity, which it seems has to be deconstructed to be studied and then put 
back together. (Sime 1999, p. 202) 
 

Reflected in this regard are different degrees of emphasis on the core and context of person and 

place. 

2.2.2 Concepts Related to Place 

2.2.2.1 Definition of Place 

 Different parties, disciplines and professions have different conceptions of place, such as 

place as a physical entity; as a measurable, social, and/or experiential construct; as a memory, 

feeling or emotion; and as a qualitative idea (Sime 1999). According to Tuan (1979), place is a 

center of meaning or field of care that emphasizes human emotions and relationships. Place is 

much more than a point in space; it has multiple meanings that people assign to it (Ryden 1993). 

Place can be understood as a unit of “environmental experience,” a convergence of cognitions, or 

of affects and behaviors of the people who are experiencing them (Canter 1991). Place can be 

described in terms of many multidimensional physical and psychological environmental 

attributes, such as physical size, tangible versus known, symbolic and experienced versus 

unknown or not experienced. Place also includes that which influences the meaning occupants 

give to it through social, personal, and cultural means (Pretty, Chipuer and Bramston 2003). 

Place represents a confluence of cognitions, emotions and actions organized around human 
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agency. Thus, place can be conceptualized as an integrated system comprising cognitive, 

affective and conative processes (Jorgensen and Stedman 2001). 

 Kramer (1995) contends that the importance of transactional perspective to place 

constantly increased within the environmental psychology research. According to this 

perspective, people and their physical environments are inseparable units, constantly influencing 

defining and altering one another. Thus, human behavior is inextricably interwoven with places ( 

Canter 1977; Proshansky, Fabian and Kaminoff 1983; Russell and Ward 1982). Places are 

psychologically meaningful to people (Canter 1977; 1988). In order to function in a complex 

world, people establish conceptual classification systems for objects, places and behavior (Rosch 

1978; Smith and Medin 1981). 

 Kramer (1995) asks whether the conceptual classification of places is based on certain 

criteria applicable to each place. He explores whether it is possible to compare places on a 

macrolevel as generic places. Once identified, such conceptual criteria could be used to build up 

a classification system in order to relate places to one another in a systematic way.  

 Kramer (1995) aims to discover these criteria through the exploration of people’s 

conceptualizations, and their general evaluations of places. According to his theory of place 

experience, each person has an underlying conceptualization of places. The criteria which are 

hypothesized to structure people’s general evaluation of places are: (1) function of the places, (2) 

specificity of function, and (3) privacy. The theory of place experience suggests that the users of 

a place have certain expectations as to the potential objectives. This would require some 

understanding of the places’ functions in order to use them accordingly. The emphasis on 

purposive place use indicates the relevance of the function of a place as one evaluative criterion. 

The main functions are: (1) residential, (2) service, and (3) leisure. Restaurants are grouped 
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under leisure because of their socializing or entertainment aspects. Other retailers such as 

shopping malls and supermarkets are grouped under services.  

 Specificity of function is about the idea that some places are very specific with respect to 

their function while others are less strictly defined. There exists obligatory and additional 

activities in places. While obligatory activities are inherent in every place, additional activities 

are offered only by some places. Privacy is defined as “the selective control of access to the self 

or to one’s group” (Altman 1975, p. 18). This includes the knowledge of which aspects of the 

physical world are part of the self, and which aspects are parts of others. There are three major 

goals related to privacy: (1) self-definition and self-identity, (2) the interface of the self and the 

social world, and (3) relationships between a person or group and the social world. Kramer 

(1995) finds that generic places, such as art galleries, banks, beaches, cafés, churches, cinemas, 

libraries, restaurants, homes, universities, hairdressers, night clubs, offices, friend’s houses, and 

sports clubs, are classified by people according to various schemes. In general, the evaluation of 

generic places are meaningful to people.  

 Manzo (2005) stated that, although the conceptualizations of place are malleable and 

complicated, they have often been examined through literal and metaphorical treatments of 

home. According to Manzo (2005, p. 68), “it has been argued that this focus stems from the fact 

that home represents the Jungian archetype of shelter, a universal construct in the human psyche. 

Indeed, -‘home’-’ is viewed as the central reference point for many researchers and 

philosophers.” Manzo (2005) contended that one’s home is one’s first universe, a real cosmos in 

every sense of the word, such that every person needs a fixed place that takes the form of the 

home. In fact, the persistence of home as archetype is common although there is evidence that 

home is an extremely yielding concept. Moore (2000) added that home is frequently used as a 
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spatial metaphor for relationships to a variety of places. “Being at home is the usually unnoticed, 

taken-for-granted situation of being comfortable in, and familiar with, the everyday world in 

which one lives, and outside of which one is visiting” (Manzo 2003, p. 49). This experience is 

formed by rootedness, appropriation, or the sense of ownership and control over a space, 

regeneration, at-easeness, and warmth (Manzo 2003).   

 Although the concept of home has often been understood literally, this does not correctly 

show the nature of everyone’s place experience (Moore 2000). According to Manzo (2003), the 

notion of home is subjective and fluid across cultures, just as the meaning of place is a social 

construction and has a dialectic nature. He states that there are cultural myths about home. For 

instance, home is a way of being and is linked to place attachment. Thus, people can find warmth 

and a sense of belonging in many different places, just as they can feel alienated in them (Manzo 

2003).  

 Manzo (2003) highlighted the fact that both positive and negative experiences occur in a 

variety of places that constitute one’s world. The experiences that people find important or 

meaningful often lead to significant bonds with the places in which these experiences occur. 

People sometimes develop complex relationships to places as they have experiences in them. In 

fact, ordinary places that are routinely experienced in everyday life can be meaningful. Places 

such as bathrooms, laundromats, bars, and abandoned factories may heal, nurture, and give 

opportunities for emotional development and self-understanding (Manzo 2003). According to 

Manzo (2003),  

important and meaningful places are widely varied. Outdoors (beaches, parks, a lake); 
doors (churches, bars, laundromats and airports), tiny niches (a closet, a hallway in a 
grandmother’s apartment, or the landing at the top of a staircase) can create feelings of 
enclosure, safety, warmth and imagination. Other meaningful places can be on a larger 
scale, such as entire cities (Budapest, San Francisco) or nations (Scotland, Hungary, 
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Russia). Experiences in these places tend to expand people’s worldview and provided 
more outward experiences of discovery and learning. (p. 81)  
 

Some meaningful places come from the past, so they no longer exist or are no longer accessible, 

while others still exist and are actively used. Overall, although people live in similar places, they 

have highly differentiated temporal, symbolic, phenomenological, cultural, socially constructed 

and spatially configured physical worlds (Manzo 2003). 

2.2.2.2 Place Identity, Place Attachment and Sense of Place 

 Place identity, place dependence and place attachment are three place constructs that 

commonly appear in the environmental psychology literature. There is considerable degree of 

overlap among these concepts but they also have distinctive characteristics (Bonnes and 

Secchiaroli 1995). 

 Place identity is  

those dimensions of self that define the individual’s personal identity in relation to the 
physical environment by means of a complex pattern of conscious and unconscious 
ideals, beliefs, preferences, feelings, values, goals, behavioral tendencies, and skills 
relevant to this environment. (Jorgensen and Stedman 2001, p. 234)  
 

Place identity represents physical setting cognitions that serve to define, maintain, and protect 

the self-identity of a person, and encompasses strong emotional attachments to particular places 

(Proshansky, Fabin, and Kaminoff 1983). This construct is closely related to the notion of sense 

of place, which is commonly discussed in the field of human geography. According to Jorgensen 

and Stedman (2003),  

the concept of place identity makes explicit the key role that a person’s relationship with 
environment plays, not simply in terms of a context for action or in facilitating certain 
forms of behavior, but in becoming part of the person, of being incorporated into one’s 
concept of self. For example, the intensity of grieving for a lost home becomes clearer 
when we understood forced relocation as an attack on self, rather than an attract on 
property. (p. 234) 
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 Devine-Wright and Lyons (1997) state that studies on place and identity have inclined to 

focus upon the meaning of the home as a place. However, place has also been used to refer to 

places in the natural environment, different settlement sizes, community identity, urban-related 

identity and even countries. 

 The term identity has similarly been analyzed in different ways such that the identity of 

an individual is described as the complex way that a person identifies with, and is identified by, 

her environment. There are continuous processes that cause continuity and change in identity. 

According to Devine-Wright and Lyons (1997), there are three basic processes by which people 

relate to the environment: (1) identifying the environment, (2) being identified by the 

environment, (3) identifying with the environment.  

 Proshansky (1987) defined place identity as the environmental past of the person. Places 

serve to satisfy a person’s biological, psychological, social and cultural needs. Based on this, 

Proshansky (1987) defines five main functions for place identity: recognition, meaning, 

expression, mediating change, and anxiety-defense. This definition is cognitive and centered on 

the individual, therefore broader than other definitions. Place identity is manipulated by social 

meanings and beliefs and individually constructed. Proshansky, Fabian and Kaminoff (1983) 

also added that place identity is subject to continuous change. They emphasized that other 

physical settings outside of the home can also be important to the identity of the individual.  

 Place attachment is described as a bond between people and their environments (Hunt 

2008; Moore and Graefe 1994). This bond “develops through the meanings that individuals 

attach to places and consequently, the attachment of individuals to these meanings” (Hunt 1998, 

p. 112). It is important to take the strong emotional attachments between people and places into 

account when attempting to understand a variety of human experiences. McAndrew (1998) states 



 

 36 

that strong place attachment provides evolutionary advantages to human beings, including better 

defense of familiar areas, reduced amount of unnecessary and dangerous exploration, and 

resident advantage for individuals operating in their own territories. An attack on a person’s 

sense of place through a change of place, especially involuntarily, can threaten self-identity and 

become disturbing, especially for those with strong place attachments (Altman and Low 1992). 

McAndrew (1998) adds that place attachments can be generic in nature, as when individuals 

become dependent upon regions or on certain kinds of environments such as cities, mountains or 

deserts. In that case, various locations that have the right characteristics can induce place 

attachment.  

 Feelings of place attachment can be based upon economic, religious, and genealogical 

links between people and places. For instance, places related to a person’s childhood are likely to 

evoke strong place attachment (McAndrew 1998). Altman and Low (1992) refer to these places 

as “psychic anchors.” According to McAndrew (1998), individuals differ in the tendency to 

become attached to the places they live. For instance, research shows that older people, children 

and those with restricted mobility can be susceptible to strong place attachment. Also, some 

studies find that people from lower socioeconomic classes develop stronger attachments to their 

neighborhoods than do people from higher socioeconomic classes. It has even been suggested 

that ethnic groups show differences in the strength of bonding to the land and the ease with 

which they bond to new places (Altman and Low 1992).  

 McAndrew (1998) highlights the fact that studies of place attachment mostly employed 

qualitative techniques. Thus, there is need for quantitative studies, which would enable 

researchers to study the relationships between place attachment and other variables. If place 

attachment is a stable, individual difference, it should be liable to quantifiable psychometric 
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measurement in the same manner as other personality traits. To date, few researchers have used a 

quantitative approach in the study of place attachment (McAndrew 1998). 

 There are numerous other perspectives on place attachment. It is suggested that 

attachment “involves interplay of affect and emotions, knowledge and beliefs, and behaviors and 

actions in reference to a place” (Altman and Low 1992, p. 5). Hidalgo and Hernandez (2001) list 

a number of other ways to describe place attachment: “an affective bond or link between people 

and specific places,” “an emotional involvement with places,” and “an individual’s cognitive or 

emotional connection to a particular setting or milieu” (p. 274). In general, literature concurs that 

people develop feelings of attachment to a range of places, like a house, a street, a city or nation. 

According to Altman and Low (1992), places people can be attached to vary in scale, specificity, 

and tangibility, from very small objects to the nation, planet or universe. Also, attachment to 

certain things in a place such as a house, objects in a children’s playground, a city square, or the 

people in the area, can cause place attachment.  

 Twigger-Ross and Uzzell (1996) examined the role of place and identity processes using 

Breakwell’s identity process model. According to this model, there are four principles of identity 

that guide action: continuity, self-esteem, self-efficacy and distinctiveness. In a nutshell, this 

model states that attachment with a place can help foster and bolster elements of identity. For 

instance, the first principle of identity, which is the desire to maintain personal distinctiveness or 

uniqueness, can be achieved with reference to a place. For example, a student might think, 

“Goldendale University students are successful; if I attend Goldendale University, I am also 

successful.”  

  Manzo (2003) highlights important findings in the literature on place attachment, 

meaning, and identity. For example, underlying dimensions of place meaning include distinction, 
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valuation, continuity, and change (Manzo 2003). Similarly, Twigger-Ross and Uzzell’s (1996) 

‘‘principles of identity’’ definition also states distinctiveness, continuity, self-esteem and self-

efficacy as the links between place and identity. Manzo (2003) adds that there are other 

dimensions of relationship to places. These include the role of negative and ambivalent 

experiences in place meanings, the sociopolitical dimensions of relationships to places, and 

experiences that lie outside of traditional notions of home. 

 People develop relationships to a wide variety of places, the combination of which reflect 

people’s particular way of “being-in-the-world.” The places that people deem important enable 

them to sort out their thoughts and feelings, to work out their identities, to dream and to grow. In 

this way, relationships to places represent people’s ever-evolving identity and self-awareness 

because they provide opportunities for self-development. These concur with Twigger-Ross and 

Uzzell’s (1996) framework for the complex dynamics between place and identity, particularly 

the ways in which self-esteem, self-efficacy, distinctiveness, and continuity influence people’s 

interactions with the environment.  

  Manzo (2005) states that  

not only do people choose environments that are congruent with their self-concept, they 
also move on (physically or psychically) to find places that are more congruent with their 
sense of self. The latter is what they call a ‘conscious discontinuity,’ or a separation from 
previous environments and a movement toward new environments to mark a new stage in 
life or emerging identity. This suggests the utility of thinking about continuity– 
discontinuity as a continuum or dialectic giving equal weight and recognition to the need 
or desire for separation, on either a conscious or an unconscious level. (p. 82) 
 

 In summary, a number of studies in the literature support the view that people use place 

identifications in order to distinguish themselves from others. In this sense, place functions in a 

similar way to social categories. A person can gain a boost to his or her self-esteem from the 

qualities of a place. Place identifications can be thought of as comparable to social 
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identifications; those people who are attached to another place will experience a negative effect 

on their identity process, mainly resulting in a desire to leave the area (Twigger-Ross and Uzzell 

1996).  

 Another identity principle is Breakwell’s continuity theory. According to this view, a 

desire to preserve continuity of the self-concept is a motivator of action. For instance, place-

referent continuity simply means that places act as referents to past selves and deeds. To have a 

link with a certain place helps reinforce the continuity in self-identity. For example, historic 

places play a role in preserving the continuity of group identity. Thus, place is considered to be 

an active part of the construction of a person’s identity, representing continuity and change 

(Twigger-Ross and Uzzell 1996). 

 It is claimed that the relationship between place constructs is poorly understood (Manzo 

2003). However, sense of place is considered as  

an overarching concept which subsumes other concepts describing the relationship 
between human beings and spatial settings (as cited in Shamai, 1991). Sense of place is 
defined as the meaning attached to a spatial setting by a person or group. (Jorgenssen and 
Stedman 2001, p. 233)  
 

 Physical settings create a sense of meaning, order and stability in peoples’ lives. A sense 

of place is closely related to a sense of personal identity (McAndrew 1993; Proshansky, Fabian 

and Kaminoff 1983). Individuals develop strong sentimental and emotional attachments to the 

places in which they live (Wallenius 1999). 

2.2.3 Mehrabian-Russell Theory of Environmental Psychology 

2.2.3.1 Definition of Mehrabian-Russell Theory  

 Mehrabian and Russell (1974) environmental psychology theory is one of many possible 

theoretical approaches to environmental psychology. It is centered on linking an environment to 

human behavior through the utilization of human emotional responses as the mediator. Darwin 
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believed that emotions had evolved over countless generations through a process of natural 

selection because they facilitated successful adaptation and survival. Most authorities now regard 

emotions as complex psychobiological states or conditions consisting of specific feeling qualities 

and widespread bodily changes. Self-reports of emotional states are viewed with extreme 

suspicion because they are unverifiable and easily falsified. According to Spielberger et al. 

(1995), the assessment of emotional states (such as rage or fear) has been relatively neglected. 

With the advent of behaviorism, psychological research on emotion shifted from the 

investigation of subjective feelings to the evaluation of psychological and behavioral variables 

that could be more objectively measured. Spielberger et al. (1995) state that accurate assessment 

of emotional phenomena requires not only distinguishing between qualitatively different 

emotional states, but also evaluating the intensity of such states as they fluctuate over time 

(Litman, Collins and Spielberger 2005). 

 According to Mehrabian and Russell (1974), there are three basic emotional responses -- 

namely, pleasure, arousal and dominance -- combinations of which can adequately describe any 

emotional state. Environmental psychology studies the effects of diverse stimulus components 

such as color, pitch, texture, temperature, lighting, and crowding on these basic emotional 

dimensions. Emotional response is thought to relate to approach or avoidance behaviors. 

 Approach behaviors include  

all positive behaviors that might be directed at a particular place, such as a desire to stay, 
explore, work, physical approach, performance, verbally or non-verbally expressed 
preference and affiliation. Avoidance behaviors reflect the opposite, in other words, a 
desire not to stay, explore, work, physical approach, perform and affiliate. (Mehrabian 
and Russell 1974, p. 8)  
 

In a range of cases, approach-avoidance is found to be an inverted-U shaped function of the 

arousal level elicited by a situation. However, although the results of some studies support this 
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inverted-U hypothesis, there are circumstances in which it needs to be modified; for instance, as 

a function of the personality of the subject or the specific behaviors involved. Overall, the 

advantage of the Mehrabian-Russell (1974) theory of environmental psychology is its ability to 

summarize the salient aspects of the human-environment (place) interaction by selecting only a 

few central concepts, its coherent conceptual framework of well-defined variables, its success in 

subsuming the diversity of experimental findings, and the validity of its predictions as confirmed 

by numerous experimental studies. These advantages allowed its adoption into marketing by 

numerous authors. 

 According to Mehrabian and Russell (1974), the concerns of environmental psychologists 

are diverse. Questions arise, such as: How can a community center attract people? How can a 

classroom help a child learn? What kinds of architecture are most likely to generate warm and 

friendly feelings among the occupants? How can predictions be made about the impacts of 

proposed or anticipated environments that have yet to come into existence, even new city 

designs? As a result of this diversity of concerns and the lack of any definition or theory, 

research in environmental psychology has involved heterogeneous contents and methods. 

Mehrabian and Russell (1974) contend that for this field to develop and become useful, its 

loosely interconnected and unspecified set of concerns must be integrated, and its unique 

principles must somehow be distinguished from other areas of psychology.  

 The basic advantage of a theoretical framework is to indicate which variables are relevant 

and which ones need to be controlled. The endless listings of relations among specific physical 

variables (e.g., noise, temperature, color) and specific behavioral variables (galvanic skin 

response, performance on a vigilance task, exploration, semantic differential responses) must 

somehow be integrated to provide a concise statement of the major experimental findings. An 
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additional important contribution of this conceptual framework is that its generality allows the 

extrapolation, from available findings, of solutions for practical and everyday problems that have 

not been the object of specific experiments. 

 Wohlwill (1970) states that the difficulty in formulating a definition for environmental 

psychology is distinguishing it from the study of psychology per se. Psychology mostly deals 

with the relationship between stimulus and response, and any stimulus in psychological theory or 

experiment constitutes a part of the environment. Thus the stimulus-response approach is of little 

help in defining the boundaries of environmental psychology, and it is not surprising that 

researchers in this field have chosen very specific topics for study, relying on heuristics to 

determine which problems are relevant. Mehrabian and Russell’s (1974) approach to 

environmental psychology is in consensus with the heuristic in the field. It combines a broad line 

of research that studies emotions, and another line that studies behavioral and social interactions 

with physical environments or places. The latter studies already found that the spatial 

arrangements of residences affect the frequency of social interaction and the formation of social 

groups, as well as prejudicial attitudes. These two lines of inquiry are studied in combination 

also by various studies of hospital environments and sense of well-being. 

 Environmental psychology is distinct from the Barker (1965) studies of ecological 

psychology, which is a method of studying the spatial and temporal distributions of behavior. 

The Mehrabian-Russell (1974) environmental psychology model is focused on the identification 

of “behavioral settings,” which are units of specific locations and times with identifiable patterns 

of behavior that are independent of the particular people involved. Ecological psychology is 

concerned essentially with the identification of the frequency and location of types of behavior, 

and it is an observational method that does not involve the manipulation of experimental 
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variables to explore their effects on various dependent measures. In contrast, environmental 

psychology does not specify a method; rather, it deals with the causal influences of physical 

variables on emotions and behavior, using whatever methods may be best suited to a particular 

problem.  

 In summary, Merhabian and Russell (1974) contend that the field of environmental 

psychology must ultimately be defined in terms of a conceptual theory, including a set of 

concepts that summarize diverse phenomena and principles that describe the relations among 

these concepts. The set of concepts and principles can then be applied in an unlimited number of 

ways to particular problems that are encountered. This provides reliability and validity for the 

basic concepts and hypothesized relationships. 

 In defining environments or places, some researchers suggested the use of descriptors 

that are used by geographers. However, this approach has been criticized because of the 

drawback of sampling from the descriptors that, while well suited to geographers, might not be 

well suited to the concerns of environmental psychologists. Another approach is the usage of 

sense modality variables, such as those for temperature, color, sound, and texture, that are 

identified in the studies of perception. However, this list is very long and cumbersome. For 

instance, thermal stimulation involves at least five independent dimensions.  

 The concept of information rate has been proposed as another alternative to define places. 

The use of average information rate to characterize complex spatial and temporal arrangements 

of stimuli within and across settings is defined as information theory. According to information 

rate theory, most environments that are encountered are much more complex and simultaneously 

include stimulation in all sense modalities. Many of these stimulus components vary over time. 

The combination of all these variations results in different overall patterns, contrasts, and levels 



 

 44 

of information, which then determine responses. Information rate can be used to subsume 

concepts such as complexity, novelty, crowding and harmony. The problem with using 

information rate to define places is that defining the exact description of an everyday 

environment, such as a shopping center or a restaurant, in terms of the sense modality and 

information rate variables is very difficult.  

 Mehrabian and Russell (1974) point to evidence showing that emotional (affective, 

connotative, feeling) reactions represent the common core of human responses to all types of 

environments. More importantly, relations among sensations from different modalities are often 

culturally prescribed: for instance, the commonly accepted thermal associations for various tastes 

(e.g., spicy foods are considered “hot”) or the general opinion that yellows, oranges, and reds are 

“warm” colors whereas greens violets and blues are “cool.” Mehrabian and Russell mention an 

interesting cultural variation in the Middle Eastern system of thermal associations to various 

foods. All food and drink are categorized as either hot or cold in reference not to temperature or 

spiciness but rather to the heavy or light feeling that results from eating or drinking. Yoghurt and 

cucumber, for example, are cold foods; meats and more oily foods are hot. Furthermore, cold 

foods are customarily are eaten during warm seasons, and hot foods are eaten during cold ones. 

 Osgood (1960) adds that there is ample evidence for visual-verbal synesthesia within 

U.S. culture. For instance, there are Western intra-cultural consistencies in relating line drawings 

or verbally defined visual dimensions to connotative meanings or feeling-tones. In fact, visual-

verbal synesthetic relationships characteristic of U.S. culture are sometimes shared by peoples 

who speak different languages and enjoy different cultures, such as Navajo and Mexican 

American. For certain aspects of cognitive behavior, “world view” might remain relatively stable 

despite differences in both language and culture. This similarity might be that, by virtue of being 
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members of the human species, people are equipped biologically to react to situations in certain 

similar ways – with autonomic, emotional reactions to rewarding and punishing situations, with 

strong or weak muscular tension to things offering great or little resistance, and so on. 

Nevertheless, although some intermodality associations observed in synesthetic studies can be 

attributed to learned associations, there are more basic and transcultural affective reactions that 

account for most synesthetic associations.  

 Mehrabian and Russell (1974) summarized the studies of physiological correlates of the 

experiences of pleasure and pain that led to the identification of pleasure-pain centers in the 

midbrain. Electrical stimulation of the areas of the hypothalamus and certain midbrain nuclei is 

pleasant, and stimulation of lower parts of the midline system is painful. There is a well-defined 

physiological mechanism associated with the experience of pleasure-pain. However, for the 

arousal dimension, the physiological findings are mixed. It is postulated that the concept of 

arousal as a basic response that is independent of the sense modality stimulated and that it affects 

the intensity and not the direction of behavior. This concept received considerable attention from 

other scientists such as Berlyne and Duffy. There are other views related to arousal. For instance, 

it is argued that arousal is best understood by learning theory. Arousal is also defined as the 

arousal as the entire activation of the ascending reticular activating system (ARAS). In reviewing 

the physiological aspects of arousal, it is stated that electrocortical arousal, autonomic arousal, 

and behavioral arousal can be considered to be different forms of arousal, each complex within 

itself or sometimes occurring simultaneously. This might be the reason for the rare usage of the 

indices based on such response parameters to relate to the concept of arousal. 

 Berlyne (1960) stated that arousal is one of the variables that will have to be assigned a 

value, and this value must measure how awake the organism is and how ready it is to react. The 
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lower pole would be sleep or coma, and the upper pole would be reached at the states of frantic 

excitement. Corcoran (1965) defined arousal similarly as the inverse of the probability of the 

subject falling asleep. Overall, available psychological evidence fails to establish the exact nature 

of the arousal response. 

2.2.3.2 The Orthogonal Emotional Dimensions: Pleasure, Arousal, Dominance 

 The three dimensions of pleasure-displeasure, arousal, and dominance are considered to 

be orthogonal, although a few studies found positive relationships between them (Day 1968). 

These three dimensions are also stated to extend to their extremes along each dimension. These 

properties allow various combinations of these three to adequately represent the diverse human 

emotional reactions to environments. These three emotional factors can also be used to 

categorize environments.   

 Pleasure refers to “the extent to which a person feels good in an environment” (Baker, 

Levy and Grewal 1992, p. 449). Pleasure-displeasure is a feeling condition that can be studied by 

self-report techniques, such as semantic differential technique, or behavioral indicators, such as 

laughter, smiles and general positive versus negative facial expressions. Thus, these cues provide 

an important behavioral index, particularly in social interaction. (Mehrabian 1972). 

 Arousal relates to “the extent to which a person feels excited or stimulated” (Baker, Levy 

and Grewal 1992, p. 449). Arousal is defined as an emotional state that ranges from sleepy to 

frenetic excitement. Again, semantic differential measures are commonly used to measure 

arousal because studies found that a combination of psychological indices of arousal is highly 

correlated with a verbal self-report measure of arousal state (Thayer 1970). Other methods used 

to measure arousal include facial activity, speech rate and speech volume. 
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 According to information rate theory, rare or novel events contain more information. 

Approximate measures of information rate can be calculated for certain complex settings, but 

these are very difficult to obtain. Its utilization is limited in empirical studies owing to the 

absence of a convenient measure of the information rate in complex situations. However, the 

terms novel, rare, unexpected, and surprising all refer to the improbability of an event. The 

information rate of more improbable events is greater. It is stated that the arousal level elicited 

by an environment is a direct correlate of its information rate. Thus, more variable and novel 

stimuli are more arousing. 

 The extent to which a person feels unrestricted or free to behave in a variety of ways in a 

situation forms the basis of the feeling of dominance. The settings that aid a range of behaviors 

augment the feeling of dominance, whereas settings that curb behaviors impede it. For instance, 

an individual is assumed to have greater freedom and therefore feeling of dominance in his or her 

own territory (e.g., reading a book at the office rather than at the library). Physical stimuli that 

are rated as more intense, more ordered, and more powerful on the semantic differential are 

associated with a submissive feeling for the person encountering them. An intense or large 

stimulus can constrain behavior by masking the contribution of other stimuli that might elicit 

other behaviors. A general idea occurs where there is an inverse relationship between a dominant 

feeling and the potency of the environment. According to Mehrabian and Russell (1974), the 

dominance dimension of emotional response has received little attention from investigators. 

There is a lack of data on how the physical aspects of a situation determine the feeling of 

dominance or how dominance influences approach-avoidance behaviors. Dominance-

submissiveness is a feeling state that can be assessed from verbal reports using the semantic 
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differential method. Behaviorally, dominance is measured in terms of postural relaxation, and is 

independent of pleasure and arousal (Mehrabian 1972). 

2.2.3.3 Personality and Internal Sources of Emotions 

 Characteristic emotional levels associated with personality combine with the situation to 

determine the overall emotional response. It is, then, this overall emotional response that the 

person reports and that mediates other behaviors in the situation. Thus, baseline information 

about the emotional correlates of personality traits and the emotional correlates of internal states 

are needed to more accurately predict the effects of different environments on different kinds of 

people. Just as various emotions can be defined in terms of pleasure, arousal, and dominance 

states, analogous definitions are hypothesized to apply to the characteristic levels of emotion 

associated with personality. Thus, the dimensions of trait-pleasure, trait-arousal, and trait-

dominance describe personality. To give an example, anxiety rates high on arousal, but low on 

pleasure and dominance. This definition is equally applicable to state trait-anxiety. Other 

personality traits that have been of central concern in environmental studies (e.g., extroversion, 

neuroticism, arousal-seeking tendency) can thus be defined in terms of the characteristic levels of 

pleasure, arousal, and dominance that are associated with each other.  

2.2.3.4 Marketing and Mehrabian-Russell Theory   

 The Mehrabian-Russell (1974) environmental psychology model was first adapted to 

marketing literature by Donovan and Rossiter (1982) as shown in Figure 3. 

In the adopted version of the Merhabian-Russell model above, personality dimensions of the 

original model are neglected. Approach behaviors are described as “a willingness or desire to 

move towards, stay in, explore, interact supportively in, perform well in, and return to the 

environment” (Donovan and Rossiter 1982, p. 37). Avoidance behaviors relate to the opposites  
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FIGURE 3 

Mehrabian-Russell Model in Donovan and Rossiter (1982) Study 

 

  

 

of these; feelings of anxiety or boredom, deteriorated performance and dissatisfaction, desire to 

leave and not return and unfriendliness to others. Other approach-avoidance behaviors that can 

be observed in retail environments are: time spent browsing and exploring the store’s offering, 

enjoyment of shopping in the store, willingness to talk to sales personnel, likelihood of returning 

to the store, and tendency to spend more money than originally planned. Donovan and Rossiter 

found that simple affect, or store-induced pleasure, is a very strong determinant of approach-

avoidance inside the retail store, including the patron’s spending behavior. They also found that 

arousal can increase time spent in the store and the willingness to interact with sales personnel. 

In-store stimuli observed in this study to induce arousal were lighting and music.  

 Finally, Donovan and Rossiter (1982) found that dominance does not seem to relate well 

to in-store behaviors. They suggested that the dominance variable might need reconceptualizing 

in terms of the perceived “persuasiveness” of the store atmosphere. However, they argued that 

this would make dominance variable more cognitive and less of a purely emotional state than the 

Mehrabian-Russell model requires. Donovan and Rossiter argued that the practical relevance of 

dominance for the prediction of shopping behaviors remains undetermined. Overall, they found 

that the Mehrabian-Russell model performed surprisingly well in predicting in-store behaviors. 

In addition, they noted that their version of the model ignored the individual difference variables 

ENVIRONMENTAL 
STIMULI 

EMOTIONAL 
STATES: 
Pleasure  
Arousal 

 
 

APPROACH  
OR 
AVOIDANCE 
RESPONSES 



 

 50 

that were originally part of the Mehrabian-Russell model, and they stated that future studies must 

take this into account.  

 Bitner (1992) replaced the retail environment variable with servicescape and applied the 

Mehrabian-Russell theory to the services setting. Bitner took into account the moderating effect 

of personality traits, which was neglected by Donovan and Rossiter (1982), and proposed that 

servicescape elements are composed of three dimensions: spatial layout and functionality, 

ambient conditions and signs, and symbols and artifacts. She stated that each of these dimensions 

might affect the total perception independently or by way of interactions with the other 

dimensions. 

 Ambient conditions consist of background characteristics of the environment such as 

lighting, temperature, noise, scent, and music. In general, ambient conditions affect the five 

senses. However, ambient conditions can be impalpable (chemicals, gases, infrasound), but still 

have abstruse effects. Many such ambient factors can affect customer responses (Milliman 1982; 

Yalch and Spangenberg 1990).  

 Spatial layout and functionality refer to  

the ways in which machinery, equipment, and furnishings are arranged, the size and 
shape of those items, and the spatial relationships between them. Functionality refers to 
the ability of the same items to facilitate performance and the accomplishment of goals. 
(Bitner 1992, p. 66)  
 

A number of studies in retail store layout, crowding, and use of orientation aids assessed this 

dimension (Harrell and Hutt 1976; Hui and Bateson 1991; Wener 1985). 

 Some objects in a place provide explicit and implicit cues that convey meaning relevant 

to the physical environment of its inhabitants. Signage exhibited on the interior and exterior of a 

building are illustration-explicit communicators. The signs are utilized in order to show 

directions (exit, entrance), to convey behavioral guidelines (warning labels, no smoking), and as 
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markers (brand, company and office name). Signs also convey corporate image. Artwork, floor 

pavement and wall coverings, pictures, items that are visible in the environment, as well as the 

quality of these items, disseminate information and meaning that can form impressions in 

consumers. For instance, in restaurants, plastic cutlery, paper napkins, strong lighting, and plastic 

chairs symbolize self-service and inexpensive prices, whereas metal cutlery, table cloths, and 

mild lighting symbolize full service. Nevertheless, the studies in the retail patronage literature 

mostly neglected this dimension of the retail environment.  

 In work spaces, certain elements, like the size and style of office chairs and books, and 

desk shapes, sizes and location, can symbolize status and can help define self-image. In 

university offices, framed diplomas and the size of the office can change guests’ impressions of 

the professor occupying the room (Morrow and McElroy 1981). In another study of faculty 

offices, such environmental cues were stated to hint at the personality of the professor. Bitner 

(1992) summarized these ideas in her proposition  

signs, symbols, and artifacts are particularly important in forming first impressions, for 
communicating new service concepts, for repositioning a service and in highly 
competitive industries where customers are looking for cues to differentiate the 
organization. (p. 67)  
 

In this dissertation, I will mainly explore this aspect of retail environment as there are no studies 

in the retailing literature that have assessed it. 

 Subsequently, the Mehrabian-Russell theory has been utilized by a number of retail 

studies. The favorable influence of positive affect on retail patronage has been confirmed by 

many studies (Baker, Levy, and Grewal 1992; Bitner 1992; Donovan and Rossiter 1982; 

Donovan, Rossiter, and Nesdale 1994; Ridgway, Dawson, and Bloch 1990). The influence of 

preexisting negative emotions on purchase intensions has not been explored as fully. The 

negative emotions studied by the Mehrabian-Russell theory have been used to explore retail 
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patronage intentions including stress (Lee, Moschis and Mathur 2001), boredom and distress 

(Mano, 1999), existence/lack of self-confidence (Hisrich, Dornoff and Kernan 1972), 

existence/lack of feeling of control (Ward and Barnes 2001), psychic costs (Mehrabian and 

Russell 1974), and shopping experience costs (Becker, 1965). Overall, it is found that negative 

affect has a stronger impact on consumers (Babin and Darden 1996; Baker, Parasuraman, Grewal 

and Voss 2002). More study is needed on the effect of negative emotions on retail patronage 

behaviors (Isen 1993).  

 These studies couple the Mehrabian-Russell theory with other theories such as: priming 

research (Sharma and Stafford 2000), classical conditioning theory (Yalch and Spangenberg 

1990), resource allocation model (Hui, Dube and Chebat 1997), Eroglu-Harrell model of 

crowding (Eroglu and Machleit 1990), inference theory, schema theory, theory of affordances, 

and adaptation theory (Baker, Parasuraman, Grewal and Voss 2002), information processing 

theory (Eroglu, Machleit and Chebat 2005), Gestalt principle applied to retail environments 

(Wakefield and Blodgett 1999), Lazarus’s model of goal-directed emotion-focused and problem-

focused coping (Mano 1999), and emotional control (Ward and Barnes 2001). The findings from 

these studies were listed in Table 2.  

 The effect of environmental variables on retail patronage has been considered by many 

other studies that employed methods other than the Mehrabian-Russell framework. Some of the 

theories included in these studies have been the theory of reasoned action, expectancy-

disconfirmation theory, Huff’s model, gravitational models, and probabilistic models to store 

choice. Table 3 lists these employed theories, their relevances, and their findings. 

 A number of studies published after the Mehrabian-Russell (1974) model on the 

environmental psychology literature focused primarily on the closely relevant concepts of place 
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identity, place attachment, and sense of place as well as self-identity and self-concept. A number 

of other studies tie all of these notions to cultural and stereotypical categorizations for places. 

Table 4 summarizes the articles that were published in the Journal of Environmental Psychology 

between 1995 and 2008. Studies that assessed the natural environments are excluded from the 

table as I focused only on retail establishments. I observed that there is an increasing interest in 

social dimensions of place identity, place attachment and sense of place on these recent studies. 

Also, these concepts are frequently used as a basis in a number of environmental psychology 

studies that explore cultural and stereotypical categorizations, as I will discuss briefly in the 

following section.2.3.5 Extending Mehrabian-Russell Theory 

2.3.5.1 Extending Mehrabian-Russell Theory: Culture and Store Atmospherics 

 Culture is formed by  

shared elements which are transmitted from generation to generation with modifications 
that provide standards for perceiving, believing, evaluating, communicating, and acting 
among those who share a language, a historic period, and/or a geographic location 
(Eisler, Eisler and Yoshida 2003, p. 89).  
 

Georgiou, Carspecken, and Willems (1996) state that “culture refers to a group’s shared patterns 

of belief, thought, speech and action” (p. 320). It is a relatively organized system of shared 

meanings. Differences between cultures are assumed to arise more from learned social and 

environmental factors contributing to such shared meanings (Newell 1998).  

 Culture defines values that shape normative expectations about how things should be 

done. Culture also forms cultural themes, which are defined as meaning-constituting structures 

employed frequently and broadly by members of a cultural community (Eisler, Eisler and 

Yoshida 2003). In fact, it is through cultural themes that actors understand environmental 

variables and determine how to act in relation to them. According to Eisler, Eisler and Yoshida 

(2003), environments are shaped by cultural elements and themes. People from different cultures 
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perceive various environmental elements of a culture and how they feel about them. A major 

goal of cross-cultural psychology is to search for such psychological universals. However, very 

little research has examined attitudes, beliefs, and opinions about environment and self-reported 

environmental behavior in cross-cultural comparisons. In general, research on how cultural 

differences might affect and influence the perception of change in nature and environment is 

limited (Eisler, Eisler and Yoshida 2003). 

 Eisler, Eisler and Yoshida (2003) stated that “from the ecological point of view, culture 

has been very broadly defined as the human-made part of the environment. Culture is to the 

person what water is to the fish, i.e., culture is all around the environment” (p. 90). According to 

Hartig et al. (1999), culture can be thought of as the sediment of history. Culture showcases 

things that, previous generations have learned, work in their particular ecologies. As ecologies 

change, cultures adapt accordingly. As such, places acquire fundamental affective valences 

through the long-running cultural evolutionary processes. Architects, landscape architects, and 

interior designers have an understanding of this and usually aim to elicit particular feelings 

through their designs for restaurants, residences, urban parks, and other places that they design. 

 During the last two decades, cultural theory has gained influence in the study of 

environmental psychology (Lima and Castro 2005). Cultural theory in environmental psychology 

considers how broader belief systems organize views of nature and the environment. Developed 

by Douglas and Wildavsky (1982), cultural theory states that all societies use cultural filters to 

observe at all types of phenomena, including nature and the environment. Thus, cultural theory 

posits that there can be no culturally unmediated perception. These filters are a result of peoples’ 

socialization and participation in the four main forms of current social organization. These 

forms, in turn, can be characterized through two dimensions; the group and the grid dimensions. 
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 The first dimension – group -- has to do with the “outside boundary that people have 

erected between themselves and the outside world” (Douglas and Wildavsky 1982, p. 138). 

Group dimension  

refers to the fact that there are forms of social organization that allow for permeability 
between the inside and the outside, whereas there are others that accentuate the difference 
between the We and the Them, or the inside and the outside, rather strongly.  
 

 The second dimension – grid – applies to the constraints that individuals find within the 

organizations they belong to. These constraints can be rather strict, severely limiting the range of 

approved behaviors, or alternatively, they can offer individuals considerable space for maneuver. 

By crossing the two dimensions, cultural theory identifies four rationalities, or ways of looking at 

the world, each corresponding to a quadrant: egalitarianism (High Group-Low Grid); 

individualism (Low Group-Low Grid); hierarchy or bureaucracy (High Group- High Grid), and 

fatalism (Low Group -High Grid). Each of these rationalities, sometimes also called cultural 

biases, is “a point of view, with its own framing assumptions and readily available solutions for 

standardized problems.” What the theory calls the center – sometimes also called the 

establishment – aggregates hierarchicals and individualists, and the border includes egalitarians 

and fatalists (Lima and Castro 2005, p. 24). 

 There are two main hypothetical approaches to environment defined by this framing 

system: familiarity hypothesis and identity hypothesis. The familiarity hypothesis states that 

what I know or experience directly (i.e., local things) in an environment is not perceived as being 

as bad as what I do not know or experience. Many studies provided support for this hypothesis, 

resulting in the conclusion that familiar risks in an environment are perceived as less threatening 

than unknown or unfamiliar ones (Lima and Castro 2003). It is also concluded that continuous 
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contact with an environmental threat promotes habituation and the minimization of risks. In 

contrast,  

the ‘identity hypothesis’ stresses the importance of social identity to understand this 
local/global distinction. This hypothesis simply states that ‘what is ours is better’. In fact, 
some studies have shown that local knowledge and memory shape the construction of 
environmental understandings and specifically that place identity plays an important role 
in that process: the stronger the feelings of local identity, the lower the perception of 
problems in the local environmental. Under this perspective, environmental problems in 
places perceived as external to the self are more easily magnified than local ones, as a 
strategy to access a positive social identity. (Lima and Castro 2005, p. 26) 
 

 Eisler, Eisler and Yoshida (2003) state that culture not only shapes the environments but 

also modifies the attitudes and behaviors of the people living in them. Cultural values are 

significant predictors of perception of nature, environmental behaviors and perceived risk factors 

(Eisler, Eisler and Yoshida 2003). The relationship is in both ways as places have the capacity to 

shape cultures. For instance, restaurants play a critical role in the cultural landscape within the 

modern city’s symbolic economy. Most restaurants are cultural sites for social exchanges, social 

distinctions, social networking entertainment and performance. 

 Although the identity hypothesis and familiarity hypothesis of culture theory state that 

elements of foreign cultures are not liked, there are strong opposing cases, such as the increasing 

volume of trade in cultural industries, which are defined to include media organizations, film 

production, audiovisual sphere, the print output, multimedia sector, architecture, performing arts, 

plastic arts, and cultural tourism (Chaker 2003).  

Cultural industries produce consumer goods that convey lifestyles and values with both 
an informative and entertainment function, and cultural services that cover intangible 
activities such as the promotion of the performing arts, films, and values. According to 
UNESCO report (2000), between 1980 and 1998, international trade in cultural goods 
increased five-fold. Interestingly, in 1990, 55 percent of world’s exports of cultural goods 
involved just four industrial countries (Japan, USA, Germany, and the UK). In the same 
year, western countries such as France, UK, Germany, and the US accounted for almost 
50% of global import flows of cultural goods and services. In recent years, China 
emerged as a major player in the international trade arena, exporting a very large number 
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of cultural products. In 1996, cultural products occupied top spot in the hierarchy of US 
exports. In fact, the US earned US$60.2 billion from the exports of cultural products, 
leaving behind such traditional export sectors as automobiles, agriculture, aerospace and 
defense. Increasing globalization, disposable income, education, communication 
technologies and travel technologies are stated to be responsible for the increased interest 
in cultural industries. (Chaker 2003, p. 323)  
 

The impact of these effects on interest for foreign cultures is widely studied in different cultural 

contexts (Hofstede 1991). 

 Cultural tourism, as a part of cultural industries, is a globally expanding phenomenon 

(McKercher 2002). Conceptual definition of cultural tourism is “the movement of persons to 

cultural attractions away from their normal place of residence, with the intention to gather new 

information and experiences to satisfy their cultural needs” (Bachleiner and Zins 1999). The 

World Tourism Organization estimated that the cultural tourism currently accounts for almost 

40% of all tourist trips and that demand is growing by 15% per annum. In fact, 70% of all 

Americans traveling to Europe seek a cultural heritage experience. In addition,  of all 

international travelers, up to 70% can be considered as cultural tourists. The travel industry of 

America showed that 30 million U.S. travelers have stayed longer at a destination because of 

cultural tourism in 2000 (McKerchner 2002). After health care, tourism is America’s second 

largest industry, providing millions of jobs and adding billions of dollars to the economy 

annually (Reiss 1995).  

 Cultural tourism exists because people want to experience cultures other than their own. 

Cultural tourists seek culturally and leisurely experiences that are diverse, unique and authentic 

(Kantanen and Tikannen  2006). People are interested in not only seeing artifacts away from 

their homes but they also want to learn schematic knowledge on any cultural object in an 

environment. Consumers are interested in exploring and discovering for themselves, personally 
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finding surprises or hidden worlds, seeking adventure, sampling flavors, and uncovering 

mysteries. All of these enhance a consumers’ sense of place (Hayes and MacLeod 2007). 

 Hanefors and Mossberg (2003) characterized tourism not only as someone’s physical 

movement away from home, but as a way for human beings to get necessary breaks from their 

ordinary lives in a “non-ordinary” world. They claimed that tourism is a kind of modern ritual, 

and it is structured in three phases: the first being separation, which signifies the individual’s 

detachment from everyday routine life; the second is the margin, where the individual leaves his 

or her ordered world behind and crosses over the threshold to something else; and the third phase 

is aggregation, when the passage is consummated.  

 From a cultural perspective, Hanefors and Mossberg (2003) contend that any meal 

experience resembles a tourist’s experience. The expedient kind of meal experience represents 

the ordinary, while any extraordinary meal experiences takes place in an outer zone away from 

everyday life. According to Hanefors and Mossberg (2003), when it comes to the restaurant 

customer’s motive, the basis for discussion can be borrowed from tourism research. This means 

that tourist reasons for traveling primarily are reactions to anomie (i.e., escape from feelings of 

isolation and meaninglessness), and ego-enhancement (i.e., desire for higher social position). 

Escape motivation deals with tourist motivation per se. Pleasure and recreation travel are 

psychological experiences studied around motivation. Both approach and avoidance components 

are present in leisure motivation, which takes the form of escaping and seeking. The motivational 

forces of escaping and seeking involve (1) the desire to leave the everyday environment behind 

oneself, and (2) the desire to obtain psychological (intrinsic) rewards in a contrasting (new or 

old) environment. Tourists go on holiday because this behavior provides certain intrinsic 
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rewards, such as feelings of mastery and competence, and helps them leave the routine 

environment behind themselves. 

 The importance of the escape motive means a necessary break from everyday life, while 

the seeking motives imply looking for something a person does not have at home. Overall, it 

seems reasonable to assume that the motive for a meal experience is similar to tourism motives, 

that is, having intellectual, social, competence mastery, and stimulus-avoidance components, all 

of which can be regarded as continua between high or low level of need. The resemblance 

between the characteristics of the tourist experience and the nature of meal experiences can be 

stated as  

the individual need feel no sense of accountability nor of personal history . . . the 
restaurant as an institution offers all its patrons a sheltered anonymity within which there 
is ample opportunity to assume whatever roles and postures the individual may desire. 
(Hanefors and Mossberg 2003, p. 255)  
 

 It was in 1960s that a significant growth in the variety of ethnic foods, such as Indian and 

Oriental, developed in the larger cities of America. In this period, upper class Americans began 

to wane in their consumption of French haute cuisine as a conspicuous status symbol and began 

to consume the foodstuffs of “subordinate” cultures. According to Aldredge (2008), this 

burgeoning affinity was facilitated by a convenient extraction of the foodways from the cultures 

themselves, still seen to be inferior. The conspicuous absence of the other from their urban 

sections and districts allowed for this early form of sanctified and discriminatory food tourism. 

The ability of the consumer to dissociate the food from the culture was critical to the 

propagation. Over time, the search for “unknown foods” became a means for cultural distinction. 

This search spread through other ethnic and regional cuisines that were overlooked or 

stigmatized. These foods began to be consumed frequently within this conspicuous search for the 

different and the unique. For instance, in the fast food industry, Americans embraced cultural 
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differentiation in the face of growing standardization (Aldredge, 2008). There is an increasing 

number of Americans visiting restaurants from a foreign culture in search of an ethnic and 

cultural authenticity.  

 Otherness in food is considered as cuisines representing ethnicity or exotic other cultures 

different from one’s own. In restaurants, a coherent atmosphere, which plays to cultural 

stereotypes and expectations, including décor, music, people and signature foods, help create a 

foreign cultural atmosphere. The shared patterns of foodstuffs and signature foods across many 

of the restaurants also present a unified notion of cultural authenticity (Aldredge 2008).  

 Cosmopolitanism is yet another contemporary cultural notion, which aims at exploring 

the unfamiliar and exotic and accumulating knowledge of the other (Aldredge 2008). 

Exploratory eating of the cultural other is a privilege and is one that is usually based on an 

intellectual and aesthetic stance and identity toward diversity in cosmopolitanism. (Hannerz 

1990). Eating the other is a symbolic practice of cultural distinction. Actively consuming cultural 

and ethnic differences is important for cosmopolitanism. A cultural omnivore in this discussion 

represents a culinary cosmopolitan (Aldredge 2008).   

 According to Molz (2007), cosmopolitanism is an identity embodied in consuming many 

cuisines, rather than being specialist in one or a few cuisines. Omnivorism and cultural tourism 

are the driving cultural practices for the cosmopolitanism of a contemporary city, community and 

person. Cosmopolitans construct personal identities by expanding their cultural, symbolic and 

economic capital. Displaying knowledge and consumption of a range of cultural foodways 

confers status and distinguishes them from others. There are also univores, what Peterson and 

Simkus (1992) call people who focus specifically on one or a few cultural expressions. 

 According to Molz (2007), cosmopolitans avoid being univores. Cultural omnivores are 
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the practice of unsettling habits and rewarding their relationships with each new experience. 

Experiencing a foreign culture adds knowledge of the other and thus distinguishes themselves 

from habitus and the cultural capital within the larger urban, cosmopolitan confines of a city. 

 In this study, I argue that these concepts from the literature on culture and environmental 

psychology can be used in order to analyze consumer patronage behavior for foreign-based 

franchise retailers in the United States from a cultural perspective. According to the resource- 

based explanation of international franchising, franchisors internationalize after they accumulate 

sufficient amounts of resources in their own country (Alon and McKee 1999). The development 

of franchise system use in the international arena follows a path similar to that argued in the 

international product life-cycle concept. Initially, the business format franchising system was 

pre-eminently developed in the United States, where it grew rapidly in the 1950s and 1960s. 

From this predominantly U.S. base, business format franchising moved into global use in the 

1980s. Countries that began as recipients of the system learned to use it successfully. The end 

result of that success, in a growing number of cases, has been to take its use into international 

operations, including the United States (Welch 1989).  

Welch (1989) depicted this process in the international franchising perspective, where it 

is stated that the smaller domestic market size in foreign countries quickly reaches the limits of 

their domestic growth. Thus, foreign franchisors enter into the United States and other foreign 

markets as modeled in Figure 3, first by expanding through a domestic expansion process and 

then bringing this experience into the United States (Welch 1989). Their domestic expansion 

process is laden with incorporating and addressing the elements of their domestic culture. Thus, 

foreign based franchise systems entering the United States inevitably bring elements from their 

domestic culture. For instance, in the case of a foreign-based fast food franchisor such as 
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Jollibee’s, there are elements of Philippine culture in the retail store, as well as in other 

operations of the business.  

 In this study, I approach the topic from the environmental psychology perspective and 

state that the store atmospherics of foreign-based franchise retailers include foreign cultural 

elements. Parallel to the Mehrabian-Russell theory, I argue that store atmospheric elements have 

the capacity to form affective responses in consumers.  

 Bitner (1992) replaced retail environment variable with servicescape and applied 

the Mehrabian-Russell theory to services settings in her pioneering study, proposing that 

servicescape elements are composed of three dimensions: ambient conditions; spatial layout and  

functionality; and signs, symbols and artifacts. She stated that each of these dimensions might 

affect the overall perception independently or through its interactions with the other dimensions. 

Ambient conditions such as temperature, lighting, noise, music, scent, gases, chemicals, and 

infrasound are explored by a number of studies (e.g., Milliman 1982; Yalch and Spangenberg 

1990). Spatial layout and functionality, including equipment and furnishing arrangements, the 

size and shape of those items, and the spatial relationships between them and their functionality, 

are examined by a number of studies of retail store layout, crowding and the use of orientation 

aids as well (Harrell and Hutt 1976; Hui and Bateson 1991; Wener 1985). 

 However, according to Bitner (1992), many items in the physical environment serve as 

explicit and implicit signals that communicate the place to its users (Becker 1981; Davis 1984; 

Wener 1985; Wineman 1982). Signs displayed on the exterior and interior of a structure are 

examples of explicit communicators. They can be used as labels (e.g., name of the company, 

name of the department), for directional purposes (e.g., entrances, exits), and to communicate 

rules of behavior (e.g., no smoking, children must be accompanied by an adult). Signage can  
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FIGURE 4 

International Spread of Foreign Franchising 

 

play an important role in communicating firm image. There are no studies in the retail patronage 

literature that take into account this dimension of the retail environment.  

 Other environmental objects communicate less directly than signs, by giving implicit 

cues to users about the meaning of place and about norms and expectations for behavior in the 

place. Quality of materials used in construction, artwork, presence of certificates and 

photographs on walls, floor coverings, and personal objects displayed in the environment can all 

communicate symbolic meaning and create an overall aesthetic impression. In environmental 

psychology, some examples can be given regarding the affects of the symbolic aspects of a 

place. Restaurant managers, for instance, know that white table cloths and subdued lighting 

symbolically convey full service and relatively high prices, whereas counter service, plastic 

furnishings, and bright lights symbolize the opposite.  
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 In office environments, certain cues such as desk size and placement symbolize status, 

and can be used to reinforce personal image (Sundstrom and Sundstrom 1986). Studies of faculty 

office design indicate that desk placement, presence of diplomas on the wall, and tidiness of the 

office can influence students’ beliefs about the person occupying the office (Morrow and 

McElroy 1981). In another study of faculty offices, certain environmental cues were found to be 

symbolically associated with personality traits of the faculty member believed to occupy the 

office (Ward, Bitner and Gossert 1989). Such symbolic and aesthetic communication is 

extremely complex – it can be intentionally conveyed or it accidental, subject to multiple 

interpretations, based on cultural interpretation, and have intended and unintended consequences 

(Davis 1984).  

 Bitner summarizes these ideas in her proposition:  

Signs, symbols, and artifacts are particularly important in forming first impressions, for 
communicating new service concepts, for repositioning a service and in highly 
competitive industries where customers are looking for cues to differentiate the 
organization. (p. 67)  
 

In this dissertation, I explore mainly this aspect of retail environment. I suggest that the symbolic 

aspects of a retail environment can be grouped as the cultural elements of retail store 

atmospherics. When these aspects belong to a foreign-based business, they are mostly shaped by 

a foreign culture. I will study this argument in the case of foreign-based franchise retailers 

entering the United States.  

 According to the identity hypothesis and familiarity hypothesis of culture theory, 

members of a domestic cultural group would not like the elements of a foreign culture. However, 

other studies state the opposite, namely, that there is an increasing affect for foreign cultures 

around the world. This is due to increasing globalization, disposable income, education, 

communication technologies, and travel. Extremely large and rapidly expanding cultural 
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industries are given as evidence to this trend (Chaker 2003). Thus, foreign cultural elements have 

the potential to generate positive or negative affect, depending on the personality of the 

consumer. In parallel to the Mehrabian-Russell theory and Bitner’s (1992) conceptualization, it 

can be stated that: 

H1: There is a correlation between foreign cultural elements of a retail store atmospherics 

and consumer affect. 

2.2.3.5.2 Extending the Mehrabian-Russell Theory: Epistemic Curiosity and Store Atmospherics 

 After Mehrabian-Russell theory, a number of other theories in the environmental 

psychology literature explore the effects of novelty and stimulus characteristics in an 

environment. For example, according to Stamps (2004), one of the most widely studied theories 

in environmental psychology is the mystery/complexity/legibility/coherence model of Rachel 

and Stephen Kaplan (1989). This theory postulates that people have two basic needs in 

environments: the need to understand and the need to explore. Moreover, these needs might refer 

to what is immediately perceptible, or might refer to what might be perceptible if one moved to 

another location. When the two needs are crossed with the two levels of immediacy, four 

variables are created. The four variables are called informational variables. The labels used for 

the informational variables are coherence (immediate understanding), complexity (immediate 

exploration), legibility (inferred understanding) and mystery (inferred exploration). All four 

informational variables were suggested as predictors of environmental preferences. One of the 

key distinctions between environments was natural scenes or built scenes (Kaplan and Kaplan 

1989b, p. 67). The model works on both cases.  

 The experimental literature on the Kaplan model dates back about 30 years. With minor 

modifications, the informational variables have had the following operational definitions:  
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 Coherence: How well a scene hangs together. How easy is it to organize and structure the 

scene?  

 Legibility: How easy would it be to find your way around the environment depicted, to 

figure out where you are at any given moment, or to find your way back to any given point in the 

environment?  

 Complexity: How much is going on in the scene, how much there is to look at, how much 

does the scene contain a lot of elements of different kinds?  

 Mystery: How much more does a scene promise if you could walk deeper into it? 

A number of studies employed this theory in environmental psychology. However, none of these 

are incorporated into the Mehrabian-Russell theory to study retail patronage. 

 According to Hanyu (1997), the theories and models relating to the visual properties can 

be classified into five categories: (1) collative-arousal; (2) ecological; (3) schema; (4) symbolic 

property; and (5) lighting condition models. Each model has a unique view point on cognitive 

process.  

2.2.3.5.2.1 Collative-Arousal Models  

 These models are proposed by Berlyne (1971) to study the relationship between 

perceptual/cognitive judgments and emotional/affective appraisal. Hedonic value (aesthetic 

satisfaction) relates to the degree of arousal that environmental patterns create. Berlyne proposed 

three types of variables that would increase arousal: psychophysical variables, ecological 

variables, and collative variables. The psychophysical variables are physical features such as 

color and intensity; ecological variables are properties involving association, whether inherent or 

learned, with conditions having advantages for survival and well-being; and collative variables 

involve response to the degree and nature of similarity and difference between stimuli. The 
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collative variables are most commonly studied and include incongruity, novelty, surprisingness 

and complexity (Hanyu 1997).  

 According to Daniel E. Berlyne, collative variables induce cognitive comparisons of the 

stimulus with former experienced stimuli. As a result of these comparisons, a physiological 

reaction is evoked in the form of arousal. Arousal in turn leads to exploratory behavior. Berlyne 

contends that the degree of collative properties of stimulus relates to both arousal and hedonic 

tone (aesthetic satisfaction). The relationships are monothetical and in an inverted-U shape 

function, respectively. Overall, Berlyne’s collative-arousal models state that human beings prefer 

environments that have moderate levels of complexity, incongruity, novelty and surprisingness 

(Hanyu 1997). 

2.2.3.5.2.2 Ecological Models  

 These models are based on the argument that, during human evolution, the active 

interactions of humans with their environments were necessary for survival. Because of this fact, 

humans prefer environments that accommodate some advantages for survival. Kaplan and 

Kaplan (1982), Appleton (1975), and Ulrich (1983) suggested different types of ecological 

models (Hanyu 1997). 

 According to Kaplan and Kaplan’s (1982) human environmental preference model, 

humans prefer environments that satisfy their two types of information needs: making sense and 

involvement. Making sense provides humans safe habitats while involvement gives them 

opportunities to acquire new food and information.  

 A similar ecological model was proposed by Jay Appleton  in 1975. In his prospect and 

refuge theory, Jay Appleton argued that humans have innate preferences for places where 
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physical features afford them the chance of prospect (an open view) and refuge (protection from 

outside potential dangers). 

 Finally, R.S. Ulrich proposed an ecological model that was based on the idea that 

responses to natural environments are influenced more dominantly by genetic predisposition than 

experience or other learning processes. His functional-evolution perspective stated that the 

rewards and dangers in natural settings shaped human approach/avoidance responses. Approach 

and avoidance responses are called biophilia and biophobia respectively. Empirical research has 

partially supported the views of all of these theories (Hanyu 1997). 

2.2.3.5.2.3 Schema Models  

 The concept of schema is defined as “any cognitive structure that specifies the general 

properties of a category of objects or event and leaves out any specification of details that are 

irrelevant to the category” (Hanyu 1997, p.304). According to Hanyu, humans have a full set of 

schema for every category of object, event (script), concept, and environment. Schema models 

are based on the idea that aesthetic evaluation of familiar, real world objects is judged primarily 

by stimulus prototypicality; that is, the more prototypicality the object, the more people prefer it.  

 Whitfield (1983) pointed out that his schema models have been incompatible with 

Berlyne’s collative-arousal model. On the other hand, Purcell (1986) and Purcell and Nasar 

(1992) stated that their findings are in line with Berlyne’s ideas in that fit to schema is preferred, 

but preference is higher for moderate discrepancy from the prototypical (Hanyu 1997). 

2.2.3.5.2.4 Symbolic and Categorical Models  

 Some researchers divided the studies of environmental aesthetics into two types: formal 

aesthetics and symbolic aesthetics (Nasar 1994). Hanyu (1997) stated that formal aesthetics 

focuses on the visual structure of environments, including shapes, proportions, rhythms, scales, 
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degree of complexity, color, illumination, and shadowing effects. Symbolic aesthetics studies 

look at associative meanings of environments. Collative-arousal models and some ecological 

models are categorized as formal aesthetic models. 

 North and Hargreaves (1996) combined Berlyne’s (1971) theory of aesthetic response, 

response taxonomy derived from Mehrabian and Russell’s (1974) model of environmental 

psychology, and stimulus prototypicality, which is defined as the extent to which a given 

stimulus is typical of that most frequently experienced. It was suggested that the proposed 

positive relationship between prototypicality and preference might be a better predictor of 

aesthetic response than the stimulus complexity as described by Berlyne.  

  In fact, as a result of a series of studies in the 1960s, Berlyne (1974) proposed that an 

inverted-U relationship exists between liking stimuli and their levels of complexity. Complexity 

can be defined as the extent to which a stimulus is unpredictable, erratic and varied. Moderate 

levels of stimulus complexity are most liked, whereas liking progressively decreases at more 

extreme levels. Berlyne (1971) believed that several other collative variables (incongruity and 

novelty) were very closely related to complexity.  

 In this study I argue that the cultural elements in a foreign-based franchise restaurant 

create complexity and would act as collative variables. I concur with Kaplan’s (1989) 

mystery/complexity/legibility model that people have two basic needs in environments: the need 

to understand and the need to explore. I add that of Berlyne (1971) and research by Nasar (1988), 

in which all agree on the fact that either in an inverted-U or linear fashion, complexity is the 

preferred element in environments. According to Mehrabian-Russell model, one of the human 

reaction dimensions to elements in an environment is arousal. In fact, various forms of arousal 
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are studied in the literature. However, no studies looked at the link between Kaplan’s (1989) 

proposition and Berlyne’s (1971), and follow-up studies on informational dimensions. 

 I argue that human desire for exploration, combined with later studies tying this to 

searching for information, can be best reflected in the form of epistemic curiosity as defined by 

Berlyne (1971) as an arousal dimension. I believe that this is an important contribution to the 

Mehrabian-Russell (1974) theory of environmental psychology. 

 Litman and Spielberger (2003) defined curiosity as “a desire for acquiring new 

knowledge and new sensory experience that motivates exploratory behavior” (Berlyne 1949, 

1950, 1954, 1960). Berlyne (1954) is the most important contributor to theory and research on 

exploratory behavior. Berlyne (1960) coined epistemic curiosity as the condition of discomfort, 

because of inadequacy of information, which motivates specific exploration. Diversive 

exploration is the circumstances when a person seeks out a stimulation, regardless of source or 

content, that offers something like an optimum amount of novelty, surprisingness, complexity, 

change or variety. It is not preceded by receipt of partial information about the stimulus patterns 

at which it is aimed, and thus seems to be motivated by factors quite different from curiosity. 

Specific exploratory responses, whether learned or unlearned, are likely to result from an 

aversive condition or condition of heightened drive because of lack of information. Such a 

condition, which may be appropriately labeled as perceptual curiosity, is apt to result from 

exposure to novel, surprising, highly complex, or ambiguous stimulus patterns. 

 Diversive exploratory behavior is motivated by feelings of boredom or a desire for 

stimulus variation that directs humans to seek stimulation regardless of source or content. 

Specific exploration is motivated by curiosity and initiates a detailed investigation of novel 

stimuli to acquire new information (e.g., visual inspection: specific exploratory behavior 
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motivated by perceptual curiosity (PC). Specific epistemic exploratory behavior is aimed not 

only at obtaining access to information-bearing stimulation, capable of dispelling the 

uncertainties of the moment, but also at acquiring knowledge. Litman and Spielberger’s (2003) 

contribution to epistemic curiosity studies has developed an epistemic curiosity (EC) scale as a 

meaningful personality construct with diversive and specific curiosity subscales. This 

differentiated epistemic curiosity from perceptual curiosity. 

 Perceptual curiosity is the curiosity that leads to increased perception of stimuli, evoked 

in humans by visual, auditory or tactile stimulation. Epistemic curiosity is a drive to know that is 

aroused by conceptual puzzles and gaps in knowledge. Perceptual curiosity is aroused by the 

presentation of new or unusual sights and sounds, and motivates exploratory behaviors such as 

visual inspection or attentive listening. Epistemic curiosity is stimulated by intellectual 

uncertainty, and motivates behaviors such as asking questions in order to acquire knowledge 

(Berlyne 1966). 

 Berlyne did not recognize the importance of measuring the intensity of curiosity as an 

internal state, nor differential tendencies to experience and express curiosity as a personality 

trait. The distinction between states and traits provided the conceptual framework for the 

development of the State-Trait Curiosity Inventory (STCI: Spielberger, Peters, and Fran 1976, 

1981), which assesses the intensity of curiosity at a particular moment in time (state curiosity), as 

well as the frequency that curiosity-states are experienced (trait curiosity). The individual STCI 

items inquire about the intensity of feeling interested and intellectually stimulated  (e.g., I feel 

mentally active) and how often these states are experienced over time.  

 Litman, Collins and Spielberger (2005) applied a pool of sensory curiosity (SC) items to 

552 undergraduate students along with measures of perceptual and epistemic curiosity. 



 

 72 

Participants also responded to the trait anxiety, anger, and curiosity subscales of the STPI, and 

subscales of the sensation-seeking (SSS) scale. In this examination, it is stated that some studies 

suggest that STCI scales are more strongly related to seeking knowledge than searching for 

different types of novel sensory experiences. Thus, curiosity and sensation-seeking have some 

degree of overlap. Also, while the STCI scales assess the intensity and frequency of feeling 

curious, they do not take into account the particular stimuli that arouse these feelings. 

 Guided by Berlyne's concepts of curiosity, Litman, Collins and Spielberger (2005) 

applied both the perceptual curiosity scale, which was designed to assess emotional reactions to 

stimuli that motivate perceptually stimulating activities (e.g., “I enjoy visiting art galleries and 

art museums”), and the epistemic curiosity scale, which was developed to assess individual 

differences in reactions to stimuli that activate cognitive processes (e.g., “I enjoy discussing 

abstract concepts”). 

 The PC and EC scales have been found to correlate positively with SSS-EC and SSS-

TAS subscales and the NES External Sensation Subscale (Litman and Spielberger 2003). 

Although small in magnitude, most of these correlations were statistically significant, suggesting 

that reactions to stimuli that arouse cognitive and perceptual processes might also involve 

sensation seeking. These findings also corroborated the results of previous research with the 

STCI, further suggesting that sensation- seeking and curiosity are related, at least to some extent. 

Therefore, I state the following: 

H2: There is a correlation between foreign cultural elements of a retail store atmospherics 

and consumer epistemic curiosity. 
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2.2.3.6 Extending Mehrabian-Russell Theory: Psychological Essentialism  

 There are numerous studies that state that consumer feeling of dominance is influential in 

retailing. For instance, Ward and Barnes (2001) highlight the fact that consumers’ sense of 

dominance in the retail environment is strongly related to a variety of variables of interest to 

marketers. Most importantly, dominance can be a robust predictor of consumer affect in a retail 

environment (Ward and Barnes 2001). For instance, in fast food businesses, convincing 

customers that they can “have it your way,” that services or products will be personalized to their 

needs, is a major positioning statement. Control and dominance is closely tied. For instance, 

Ward and Barnes (2001) operationized control by the trait-dominance subscale developed by 

Mehrabian and Russell. There are many studies that have shown that people who feel in control 

are more healthy, active, and alert than those who feel out of control. Thus, consumers’ sense of 

dominance in the retail environment is strongly related to a variety of variables of interest to 

marketers . In fast-food service environments, consumers report feeling more pleasant, aroused, 

and involved when they feel dominant. Also, there is paucity of research to date focusing on the 

environment-control-affect linkage (Ward and Barnes 2001). 

 In this dissertation, we suggest that the trait dominance dimension that was originally 

suggested by Mehrabian-Rusell as the moderator in the relationship between an environment and 

the PAD dimensions must be incorporated into the retail patronage studies. Traits are defined as 

relatively stable dispositional response tendencies that reflect the frequency of particular 

emotions to be experienced over time. (Spielberger 1975; Spielberger et al. 1995). I suggest that 

the theory of psychological essentialism can take the form of a personality trait that can be 

grouped under the dominance dimension of Mehrabian-Russell theory. The theory of 

psychological essentialism reflects trait-dominance personality characteristics in an environment 
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with elements of foreign cultures that are due to various characteristics of the relationship 

between places, place identity, stereotyping, and a personality characteristic of “creating positive 

distinction using a place.” I will explain these relationships as follows: 

 Studies in environmental psychology state that socially constructed identities influence 

relationships to place – that is, the findings suggest the political nature of the intersection of 

place and identity. In particular, gender, sexuality, race and ethnicity create different potentials 

and restrictions on the use and enjoyment of space, thereby influencing people’s abilities to be 

themselves (Manzo 2003).  

 The dimensions of place identity go beyond individual characteristics, however; they are 

part of a larger sociopolitical reality that affects the way people are treated and how they 

experience the world around them. Thus, place identity can operate at a collective as well as an 

individual level and at socio-spatial scales beyond the home or the neighborhood (Devine-Wright 

and Lyons 1997; Uzzell, Pol, and Badenas 2002). Places express a collective sense of 

nationhood, acting as cultural and symbolic repositories of national values and referents for the 

continuity and distinctiveness of self (Twigger-Ross and Uzzell 1996). When nationality is used 

as an identity for places to create distinctiveness, the feelings of self-efficacy are maintained if 

the environment facilitates, or at least does not hinder, a person’s sense of nationality.  

 I add to these that people who are high in psychological essentialist beliefs would 

experience these effects more than others. As stated earlier in this dissertation, in the 

environmental psychology literature review, when an environment is perceived as 

unmanageable, it constitutes a threat to self-efficacy. It is suggested that people who are attached 

to another place will experience negative effects on their identity processes, resulting mainly in 

the desire to leave the area (Twigger-Ross and Uzzell 1996). If these concepts are combined with 
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the Mehrabian-Russell theory, it can stated that, when a person is high on psychological 

essentialist beliefs, he or she would experience negative affect before leaving the environment 

that they would categorize under some surface similarity based, knowledge-rich theories. This 

can be explained by examples from desegregation and resegregation literature that I believe 

holds elements of essentialist beliefs. 

 Place identity and sense of place are commonly used constructs in the literature on racial 

and ethnic differences (Manzo 2003). There is compelling evidence that people use place 

identifications in order to distinguish themselves from others. In this sense, place functions in a 

way similar to a social category, and therefore place identifications can be thought of as 

comparable to social identifications. Place is considered to be an active part of the construction 

of a person’s identity. Studies of desegregation utilize place identity to explain the human 

tendency to use place as an instrument to gain self-identity (Dixon and Durrheim 2004).  

 Dixon and Durrheim (2004) states that, originally, the studies on desegregation were 

concerned with measuring attitudes in contexts as diverse as neighborhoods, housing projects, 

schools, universities, churches and industry. Seeking to promote racial integration, psychologists 

surveyed social attitudes to desegregation in order to discover the conditions under which 

ordinary people tended to embrace or reject its implementation. Some of these studies utilized 

the contact hypothesis, i.e., the idea that regular interaction between groups tends to reduce 

prejudice and is therefore a precondition for a more tolerant society. This is suggested to work 

primarily by decreasing intergroup anxiety, increasing perceptions of out-group variability, and 

building more positive emotional responses to others.  

 However, according to Dixon and Durrheim (2004) resistance to desegregation turned 

into a flexible and enduring system for ordering social life in the form of resegregation. 
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Resegregation is based on preferences about where to live, where to shop, where to work, and 

where to send children to school. The rise of gated communities in the United States and security 

villages in South Africa represent extreme examples of such resegregation practices. The 

psychological motivations that underlie resegregation are complicated and still poorly 

understood. However, they might reflect, for example, simple stereotypes about or attitudes 

toward other race groups, or more complex lay theories about the likely impact of others’ 

presence on factors such as property prices or quality of schooling. Resegregation supposedly 

invokes concern over the loss of group distinctiveness, producing anxiety and tension, and 

provides a reassertion of intergroup boundaries.  

 Dixon and Durrheim (2004) suggested that desegregation can be conceived as a form of 

dislocation, an event that violates shared constructions of place and the forms of located 

subjectivity they help to maintain. An analysis of interviews conducted with holiday-makers on a 

formerly white but now multiracial beach in South Africa is used to explain this connection. The 

interview accounts evince an abiding concern with the loss of place, the erosion of particular 

forms of being and doing on the beachfront, and, more broadly, the degradation of the personal 

and cultural tradition of the family holiday. Whatever other changes it might engender, racial 

desegregation invariably produces a reorganization of space and place. By definition, the process 

entails a transformation of boundaries so that new kinds of encounters and co-presence become 

possible in places formerly characterized by racial isolation. However, the psychological 

research on contact and desegregation remains hampered by a limited conception of the human–

environment relationship. I argue that all these notions of dislocation, loss of self-identity, and 

erosion of being is in a way tied to psychological essentialist categorization. 
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 According to Dixon and Durrheim (2004), in treating the environment as a mere 

backdrop to, or container of, social relations, or as a behavioral setting that inhibits or encourages 

interaction, researchers failed to acknowledge how people invest everyday environments with 

richly symbolic, aesthetic, moral, and, above all, identity-relevant meanings. By implication, 

they have disregarded how processes of desegregation, in altering the human geography of 

everyday relations, can be construed as undermining both the character of places and the forms 

of human subjectivity they sustain.  

 Place identity processes can reflect ideological ideas in a wide variety of ways. They can 

reflect and maintain systems of ethnic and racial classification; normalize practices of division; 

preserve sectional interests and distributive inequalities; and justify discriminatory ways of 

appropriating and regulating social space. Dixon and Durheim (2004) described such a process, 

namely, white flight from suburban environments, as follows:  

In many ways modern American suburbs epitomize basic American cultural values and 
aspirations. The Jewish middle class and the rapidly growing Black middle class eagerly 
pursue these values and this pursuit inevitably leads them into suburbia. However, their 
presence in suburbia is inimical to the very image of what a suburban community should 
be like. Jews and Blacks represent the city and all of the dirt, grime, haste, sweat and 
unloveliness of city life. Thus, their arrival not only lowers the status value of a 
neighborhood, but for many it also cancels the suburban image of a suburb. As long as 
flight to uncontaminated areas is possible and feasible, it will be resorted to. (p. 460) 
 

 Similarly, in South Africa, Uzzell, Pol, and Badenas (2002) have labeled “place-related 

social identity” in explaining eradication of cultural and racial tradition by irrevocably changing 

the character of place for desegregated beaches. They serve to objectify, and thus reproduce, 

racial stereotypes (pollution, threat, crowding) by inscribing them as features of multiracial 

spaces. In the process, they turn racial avoidance into a matter of personal place preference, 

quietly justifying the traffic of white families away from traditional holiday venues and along the 

country’s coastlines in search of destinations that are desired as much for what is absent as for 
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what is present. In South Africa, desegregation is conceived of as disrupting processes of place 

attachment, belonging and familiarity, invoking a profound sense of dislocation – expressed, for 

example, within accounts of place alienation, nostalgia and disorientation.  

 Dixon and Durheim (2004) suggest that future research on contact and desegregation 

might therefore be fruitfully conjoined with work in environmental psychology. According to 

Dixon and Durheim (2004), "even under relatively favorable circumstances, for example, contact 

can leave a resilient set of core stereotypes about others unaltered, provoke anxiety and 

discomfort, and intensify the desire to remain positively and optimally distinct. There is some 

evidence that such factors are associated with the maintenance of a segregated society, shaping 

where and with whom people prefer to live" (p.471). The resistance to desegregation can also 

derive from its attributed impact on places and the identities they uphold.  

 On a personal level, such attributions can invite the kind of defensive-avoidant reactions 

mentioned by Proshansky, Fabian and Kaminoff (1983). After all, the more individuals construct 

others’ presence as undermining the identity-affirming qualities of an environment, the more 

likely it becomes that they will adopt avoidance as a course of action. According to Proshansky, 

Fabian and Kaminoff (1983), further investigation is needed about the role of place identity 

constructions in sustaining wider ideologies of segregation and in warranting collective as well 

as individual patterns of re-segregation.  

 From a different stand point, based on Barker's theory of behavior settings, social 

behavior must always be considered within a particular place and at a particular time (Wilson 

and MacKenzie 2000). People's interactions with the environment are determined by the 

meanings they attribute to it and the impact of expectations on behavior within a particular 

environment. Places are socially meaningful in a number of ways: they provide the context for 
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social activity, they are evaluated by individuals and groups, and they are a source of individual 

and social identifications. Many environments are socially constructed, in that they rely on 

people to create them and that their form relates to the social qualities of the time and place from 

which they arose. For example, the style of a certain building can reveal information about the 

person who designed it. Similarly, ordinary people create their own environments, too, in the 

form of the layout and details they choose for their homes. For each individual, the design, 

meaning and use of home interiors are intimately related to a range of cultural, socio-

demographic and psychological dimensions (Wilson and MacKenzie 2000). 

 Environmental cues can be used to identify the social, cultural and personal aspects of the 

environment's creator. People are able to derive hypotheses regarding the social and personal 

aspects of the inhabitants from the design of the room, and from the occupants' age, occupation, 

and wealth, to their personality, aspirations, hobbies and lifestyles. Thus it is possible that, rather 

than the environment providing cues as to the creator, the environment influences the perceived 

attributes of the creator. Whichever explanation is used, it shows that people are able to derive 

social and personal qualities from an environmental context.  

 In addition, it is argued that people prefer environments and their creators that look like 

themselves. In one study, using photographs of real people's houses, participants are asked to rate 

the owners' personalities, their own personality, and choose the house they would most like to 

live in. Participants preferred the house whose possible owner's personality profile was most 

similar to their own. Thus people seem to like the houses owned by people perceived as more 

similar to themselves. This is a reflection of the established principles of social comparison 

theory in an environmental context. This means that environment helps to form impressions of 

the person. The environments created by people appear to reflect aspects of their personal and 
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social background. In fact, studies in person perception conclude that people categorize types of 

persons, and assume that they possess stable traits, to achieve stability to an understanding of the 

world and to allow for prediction (Wilson and MacKenzie, 2000).  

 In this dissertation, I suggest that people who are high on the personality trait of 

psychological essentialism would experience negative affect due to self-identity loss in the 

cultural atmospherics of a foreign-based franchise retailer. This would result in negative affect 

toward all elements in the store atmosphere as a result of their personality characteristic of 

dominance in the form of positive distinction. They would behave according to social 

comparison theory and make knowledge inferences about others that they believe are not similar 

to them. To explain with an example, a Philippines-based franchise restaurant would be 

evaluated negatively by psychological essentialists solely on the basis that this foreign culture 

belongs to an ethnic group that is similar among each other on surface properties (physical 

appearance, social behavior) but dissimilar to themselves. They would attribute to such surface 

similarities some deeper substance of knowledge-rich, theory-based attributions, such that most 

elements in the atmospherics of a foreign-based retailer would be tied to an undesirable or low 

culture. 

 Therefore I hypothesize that: 

H3: The correlation between foreign cultural elements of a retail store atmospherics and 

consumer affect is negatively moderated by consumer psychological essentialist beliefs. 

 In this study, I also contend that psychological essentialist consumers will have a reduced 

level of curiosity toward the foreign-based retailer when they experience the cultural elements of 

the store atmosphere. Although Berlyne (1960) identified the general conditions that aroused 

curiosity as a motivational state, he did not address the potential importance of individual 
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differences in curiosity as a personality trait. In order to answer how individual differences in 

curiosity as a personality trait influence exploration, personality researchers carried out studies 

and developed scales such as Ontario Test of Intrinsic Motivation (Day, 1968). Personality 

research focused on the study of individual differences in traits, such as anxiety and extraversion, 

and on how these traits predispose a person to experience and express corresponding emotional 

states. In studies of curiosity, emotional states of internal emotional-motivational reactions vary 

in intensity. Measures of curiosity assess tendencies to engage in exploratory behavior similar to 

the measures of novelty experiencing, and sensation seeking. Thus I state the following:   

H4: The correlation between foreign cultural elements of a retail store atmospherics and 

consumer epistemic curiosity is negatively moderated by consumers’ psychological 

essentialist beliefs. 

2.3. Linking Emotions to Behavioral Response 

 Finally, merely drawing from the Mehrabian-Russell theory that peoples PAD emotion 

states are related to behavior, I suggest that: 

H5: There is a positive relationship between consumer affect and willingness to patronize 

foreign-based retail franchise. 

H6: There is a positive relationship between consumer epistemic curiosity and willingness 

to patronize foreign-based retail franchises. 

Overall, the study model is depicted in Figure 4. 
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FIGURE 5  
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CHAPTER 3 

METHODS AND MEASUREMENT 

 This chapter explains the sample design, construct measurement, scale development, 

proposed data collection and data analysis to answer the research questions posed in Chapter 1. 

3.1. Measurement 

 Measurement of each construct in the theoretical model is an integral part of the research 

design. All the measures have demonstrated acceptable reliability values (≥ .70) in previous 

studies. This is in concordance with the proposition of Nunnally (1978) (≥ .60), which is 

assumed to be heuristic by Robinson, Shaver and Wrightsman (1991).  

3.1.1 Measurement of Dependent Variables 

 Measurement scales for all the dependent variables in this study have been adapted from 

extant environmental psychology and consumer behavior literature. The scales had been used in 

different response format. In order to maintain consistency, all the scale items have been 

converted into six-point format. The six-point format will ensure better reliability of the scales 

(Oaster 1989) as well as force the respondents to choose the direction of their response rather 

than remain neutral. The details of the sources as well as their reliability measures in previous 

applications (Cronbach’s Alpha [α]) are shown in Appendix A. 

3.1.1.1 Psychological Essentialism: 

 This study adopts the scale developed by Haslam, Rotschild and Ernst (2000) with nine 

items written to tap the elements of essentialism that were commonly invoked in psychological, 

philosophical, and social scientific writings. The original scale was rated on a sample of 20 

social category domains, with an effort to cover as many dimensions of social differentiation as 

possible. Domains and their corresponding categories were as follows: age groups (old people, 
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young people), dietary groups (meat eaters, vegetarians), ethnic groups (Asians, Hispanics), 

genders (males, females), intelligence groups (people of average intelligence, smart people), 

interest groups (movie buffs, sports fans), language groups (English speakers, Spanish speakers), 

disabilities (blind people, deaf people), diseases (AIDS patients, allergic people), occupations 

(blue collar workers, doctors), personalities (extroverts, introverts), physical appearances 

(attractive people, ugly people), physiques (large people, small people), political groups (liberals, 

republicans), psychiatric disorders (depressives), races (black people, Asians), regions, 

(Easterners), religions (Catholics, Jews), sexual orientations (heterosexuals, homosexuals), and 

social classes (lower class people, middle class people). Item wordings were labeled with their 

elements and scale anchors in parentheses. The nine scale items correspond to the following 

dimensions of psychological essentialism: discreteness, uniformity, informativeness, naturalness, 

immutability, stability, inherence, necessity, and exclusivity. Since for each dimension there is 

one scale item, Cronbach’s alpha values are redundant (α = 1) (Appendix A). 

 In addition to these nine, I incorporated one final item, which asked participants to rate 

the categories on their evaluative status “as you think the general public sees it, i.e., how valued 

these categories are in our culture,” from low to high. 

3.1.1.2 Epistemic Curiosity 

 In this study, I employed the epistemic curiosity (EC) scale by Litman and Spielberger 

(2003) with diversive (D) and specific (S) components. The diversive exploration is motivated 

by feelings of boredom or a desire for stimulus variation that directs animals and humans to seek 

stimulation regardless of source or content. Specific exploration is motivated by curiosity and 

initiated a detailed investigation of novel stimuli to acquire new information. The reliability 

values were reported separately for men and women in the original study as for EC, .85 for 
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women, .81 for men; for EC/D scale; .81 for women and .80 for men; and for EC/S scale; .75 for 

women and .71 for men.  

3.1.1.3 Positive and Negative Affect 

 In this study I employed the general affect scale by Holbrook (1981). This scale was 

developed to study the roles of certain personality variables and gender. He used canonical 

correlation analysis to examine individual differences in affect for clothing design features. In 

general, the canonical correlation analysis indicated different affective responses for visualizing 

and verbalizing in the exploration. Alpha values reported by Holbrook (1981) were .94 and 

Holbrook (1986) were .95 

3.1.1.4 Store Atmospherics 

 The store atmospherics was measured by pictorial and verbal description in this 

dissertation. According to Bitner (1992), because of the expense involved in constructing actual 

environments, some form of stimulated environment (verbal description, photos/slides, scale 

models, videos) could be used in experimental studies. The environmental psychology literature 

has shown that stimulated environments work well in achieving generalizable results (Nasar 

1989). The store atmospherics is described in an aggregate manner in accordance with Bitner’s 

(1992) proposition that people perceive environments holistically.  

3.2. Measurement of Dependent Variables 

3.2.1 Retail Patronage Behavior 

 In this study, retail patronage behavior is explored by a willingness to patronize scale 

developed by Dodds, Monroe and Grewal (1991). The scale was originally seven point with a 

reliability value of α = .86 
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3.3. Sampling and Data Collection 

 The sample size was required to satisfy the rule of thumb guideline by Hair et al. (1998, 

p. 98) that “the minimum sample size should be approximately five times the number of items in 

the questionnaire.” Since the questionnaire has 40 items measuring independent variables, 200 

can be considered as a reasonable sample size. 

3.4. Sampling and Methodology 

 The population of interest for this study was U.S. consumers. A pseudo-experimental 

design was used where respondents were given the same set of questions describing the cultural 

and symbolic elements of a U.S.-based franchise restaurant and two foreign-based franchise 

restaurants. Each restaurant was described by a short paragraph and a set of pictures that 

followed a similar format.  
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CHAPTER 4 

ANALYSES AND RESULTS 

 This chapter discusses in several sections the respondent profile, psychometrics and data 

analysis. First, a detailed report of the respondents is provided. Next, the internal consistency and 

validity of the employed measures is reported. The chapter ends with an empirical analysis of the 

hypothesized relations of the proposed study model. 

4.1. Description of the Data 

4.1.1 Early and Late Response 

 The final sample of this study consisted of 600 responses, 200 from each of the study 

versions. The data were collected by Greenfield Marketing Research Company in the United 

States, over a period of five days between June 7, 2009, and June 11, 2009.  

 Non-response was studied by t-tests and analysis of variance (ANOVA) to compare early 

and late respondents. Early respondents (the first 50 respondents) and late respondents (last 50 

respondents) were compared across sex, age group, employment status, marital status, level of 

education, income, religion, and ethnicity for each of three survey versions. Results show that 

response bias did not exist. The results are reported in Table 2 (survey for Latin restaurant), 

Table 3 (survey for U.S. restaurant) and Table 4 (survey for Japanese restaurant).  

TABLE 2 

 Early and Late Respondent Analysis (Latin Restaurant) 

 
Variables 

Groups 
(1-Early, 2-Late) 

 
n 

 
Mean 

Std 
Dev. 

 
t value 

 
p value 

Sex 1 
2 

50 
50 

1.60 
1.38 

0.495 
0.490 2.233 0.028 

Age group 1 
2 

50 
50 

3.54 
2.28 

1.740 
1.229 4.181 0.000 

       
     (table continues) 
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Table 2 (continued.)     
 
Variables 

Groups 
(1-Early, 2-Late) 

 
n 

 
Mean 

Std 
Dev. 

 
t value 

 
p value 

Employment 
status 

1 
2 

50 
50 

1.94 
2.06 

0.977 
0.890 -0.642 0.522 

Marital 
status 

1 
2 

50 
50 

1.74 
1.58 

0.664 
0.641 1.225 0.224 

Level of 
education 

1 
2 

50 
50 

3.00 
2.82 

1.142 
1.063 0.815 0.417 

Income 1 
2 

50 
50 

3.04 
2.42 

1.484 
1.386 2.159 0.033 

Religion 1 
2 

50 
50 

2.94 
2.92 

1.811 
1.724 0.057 0.955 

Ethnicity 1 
2 

50 
50 

3.94 
3.84 

0.766 
0.888 0.602 0.548 

 
 

 

TABLE 3 

Early and Late Respondent Analysis (U.S. Restaurant) 

 
Variables 

Groups 
(1-Early, 2-Late) 

 
n 

 
Mean 

Std 
Dev. 

 
t value 

 
p value 

Sex 1 
2 

50 
50 

1.56 
1.44 

0.501 
0.501 1.197 0.234 

Age group 1 
2 

50 
50 

3.56 
2.52 

1.716 
1.147 3.562 0.001 

Employment 
status 

1 
2 

50 
50 

1.76 
1.88 

0.916 
0.939 -0.647 0.519 

Marital 
status 

1 
2 

50 
50 

2.02 
1.78 

0.742 
0.763 1.594 0.114 

Level of 
education 

1 
2 

50 
50 

2.92 
2.78 

1.103 
1.111 0.632 0.529 

Income 1 
2 

50 
50 

2.84 
2.68 

1.475 
1.476 0.542 0.589 

Religion 1 
2 

50 
50 

3.16 
3.00 

1.799 
1.795 0.445 0.657 

Ethnicity 1 
2 

50 
50 

3.94 
4.16 

0.424 
1.037 -1.388 0.168 
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TABLE 4 

Early and Late Respondent Analysis (Japanese Restaurant) 

 
 
Variables 

Groups 
(1-Early, 2-Late) 

 
n 

 
Mean 

Std 
Dev. 

 
t value 

 
p value 

Sex 1 
2 

50 
50 

1.58 
1.44 

0.498 
0.501 1.400 0.165 

Age group 1 
2 

50 
50 

3.70 
2.78 

1.669 
1.474 2.921 0.004 

Employment 
status 

1 
2 

50 
50 

1.84 
1.80 

0.888 
0.903 0.223 0.824 

Marital 
status 

1 
2 

50 
50 

1.88 
1.64 

0.593 
0.802 1.701 0.092 

Level of 
education 

1 
2 

50 
50 

3.08 
2.68 

1.046 
1.038 1.918 0.058 

Income 1 
2 

50 
50 

3.16 
2.40 

1.543 
1.399 2.579 0.011 

Religion 1 
2 

50 
50 

3.20 
2.76 

1.851 
1.732 1.227 0.223 

Ethnicity 1 
2 

50 
50 

4.08 
4.22 

1.291 
1.183 -0.565 0.573 

 

4.1.2 Demographics 

 Demographic data was collected for all panel consumers. This information was collected 

to better understand respondents’ profiles. This also enabled me to be sure that there was no bias 

toward any demographic variable. 

4.1.2.1 Sex 

 In this study, an equal distribution of male (50%) and female (50%) respondents was 

maintained. As gender was not a variable on which I was primarily focused, equal distribution 

eliminated any possibility of bias in the data because of sex. 
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TABLE 5 

Gender of Demographic Characteristics 

 
Description 

 Latin rest. 
respondents 

U.S. rest.  
respondents 

Japanese rest.  
respondents 

Total 

Male  
% within gender 
% within group 
% of total 

100 
50% 
33.3% 
16.6% 

100 
50% 
33.3% 
16.6% 

100 
50% 
33.3% 
16.6% 

300 

Female  
% within gender 
% within group 
% of total 

100 
50% 
33.3% 
16.6% 

100 
50% 
33.3% 
16.6% 

100 
50% 
33.3% 
16.6% 

300 

Total 
 

 
% within gender 
% within group 
% of total 

200 
33.3% 
100% 
33.3% 

200 
33.3% 
100% 
33.3% 

200 
33.3% 
100% 
33.3% 

600 
100% 
100% 
100% 

 

4.1.2.2 Age 

 The population of interest in this study was U.S. consumers. Therefore, a sample of fairly 

equally distributed age groups of 18-24, 25-34, 35-44, 45-54, 55-64, and 65+ was taken, with 

approximately 33 respondents in each. The distribution is summarized in Table 6. 

TABLE 6 

Age of Demographic Characteristics 

Description  Latin rest. 
respondents 

U.S. rest.  
respondents 

Japanese rest.  
respondents 

Total 

18-24 years 
old 

 
% within age 
% within group 
% of total 

33 
16.5% 
33.3% 
5.5% 

33 
16.5% 
33.3% 
5.5% 

33 
16.5% 
33.3% 
5.5% 

99 
 

25-34 years 
old  

 
% within age 
% within group 
% of total 

33 
16.5% 
33.3% 
5.5% 

33 
16.5% 
33.3% 
5.5% 

33 
16.5% 
33.3% 
5.5% 

99 
 

    (table continues) 
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Table 6 (continued.)     
Description  Latin rest. 

respondents 
U.S. rest.  
respondents 

Japanese rest.  
respondents 

Total 

35-44 years 
old 
 

 
% within age 
% within group 
% of total 

34 
17% 
33.3% 
5.66% 

34 
17% 
33.3% 
5.66% 

34 
17% 
33.3% 
5.66% 

102 
 

45-54 years 
old 
 

 
% within age 
% within group 
% of total 

34 
17% 
33.3% 
5.66% 

34 
17% 
33.3% 
5.66% 

34 
17% 
33.3% 
5.66% 

102 
 

55-64 years 
old 
 

 
% within age 
% within group 
% of total 

33 
16.5% 
33.3% 
5.5% 

33 
16.5% 
33.3% 
5.5% 

33 
16.5% 
33.3% 
5.5% 

99 
 

65+ 
years old 

 
% within age 
% within group 
% of total 

33 
16.5% 
33.3% 
5.5% 

33 
16.5% 
33.3% 
5.5% 

33 
16.5% 
33.3% 
5.5% 

99 
 

Total 
 

 
% within age 
% within group 
% of total 

200 
33.3% 
100% 
33.3% 

200 
33.3% 
100% 
33.3% 

200 
33.3% 
100% 
33.3% 

600 
100% 
100% 
100% 

 
4.1.2.3 Highest Level of Education 

 Table 7 summarizes the highest level of education for the respondents. For all survey 

types, respondents with doctoral degrees and respondents who did not complete high school were 

the smallest groups. For each survey type, respondents that had high school degrees formed the 

largest group. 

TABLE 7 

Highest Education Level of Respondents 

 Latin U.S. Japanese 
Education degree n % n % n % 

Not completed high 
school 6 3% 9 4.5% 10 5% 

High school diploma 88 44% 80 40% 74 37% 
 

     (table continues) 
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Table 7 (continued.)    

 Latin U.S. Japanese 

Education degree n % n % n % 

A.A. or A.S. degree 39 19.5% 39 19.5% 49 24.5% 
 

Bachelor’s degree 47 23.5% 49 24.5% 51 25.5% 
 

Master’s degree 13 6.5% 20 10% 16 8% 
 

Doctoral degree 7 3.5% 3 1.5% 0 0% 
 

Total 200 100% 200 100% 200 100% 
 

 
 

4.1.2.4 Employment Status 

 Among all respondents, unemployed respondents were found to compose the highest 

percentage. Full-time employed respondents and part-time employed respondents formed the 

majority of the remaining (Table 8). 

TABLE 8 

Employment Status of Respondents 

 Latin U.S. Japanese 
Employment status n % n % n % 

Unemployed 105 52.5% 104 52% 92 46% 
 

Part time 32 16% 30 15% 40 20% 
 

Full time 61 30.5% 66 33% 66 33% 
 

Summers only 2 1.0% 0 0% 2 1.0% 
 

Total 200 100% 200 100% 200 100% 
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4.1.2.5 Household Income 
 
 In terms of household income, most of the respondents were in the income levels of less 

than $60,000 category, with more respondents in the $21,000 to $40,000 category for the 

Japanese and U.S. restaurant survey versions. For the Latin restaurant version, the greater 

percentage of respondents fell into the $41,000 to $60,000 category (Table 9). 

TABLE 9 

Household Incomes 

 Latin U.S. Japanese 
Household incomes n % n % n % 

<$20,000 45 22.5% 39 19.5% 47 23.5% 

$21,000 - $40,000 48 24% 58 29% 50 25% 

$41,000 - $60,000 47 23.5% 34 17% 46 23% 

$61,000 - $80,000 28 14% 36 18% 27 13.5% 

$81,000 - $100,000 19 9.5% 11 5.5 15 7.5% 

>$100,000 13 6.5% 22 11% 15 7.5% 

Total 200 100% 200 100% 200 100% 

 
 

4.1.2.6 Marital Status 

 Almost half of all respondents to all survey versions were married, followed by never-

married respondents. Divorced and widowed respondents together formed a minority of the 

respondent profile (Table 10). 
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TABLE 10 

Marital Status 

 Latin U.S. Japanese 

Marital Status n % n % n % 
 

Never Married 66 33% 61 30% 60 30% 

Married 106 53% 102 51% 101 50.5% 

Divorced 23 11.5% 31 15.5% 27 13.5% 

Widowed 5 2.5% 6 3% 12 6% 

Total 200 100% 200 100% 200 100% 

 
4.1.2.7 Religions 

 The highest percentage of respondents reported Christianity as their religions (above 

65%), followed by respondents who reported other as their religions (Table 11). 

TABLE 11 

Religions 

 Latin U.S. Japanese 
Religions n % n % n % 

Atheist 12 6% 8 4% 12 6% 

Christian 132 66% 133 66.5% 139 69.5% 

Jewish 7 3.5% 9 4.5% 3 1.5% 

Muslim 1 0.5% 1 0.5% 1 0.5% 

Church of Later Day 
Saints 

3 5% 
 

1 0.5% 
 

5 2.5% 
 

Other 45 22.5% 48 24% 40 20% 

Total 200 100% 200 100% 200 100% 
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4.1.2.8 Ethnicity 

 In all three versions, whites were the majority of the respondents. The highest percentage 

of respondents reported Christianity as their religions (above 65%). This was followed by 

African American, Hispanic and Asian respondents, with each having approximately 5% of the 

sample (Table 12). 

TABLE 12 

Ethnicity of the Respondents 

 Latin U.S. Japanese 
Ethnicities n % n % n % 

American Indian 1 0.5% 0 0% 1 0.5% 

Asian 11 5.5% 8 4% 9 4.5% 

African American 10 5% 9 4.5% 20 10% 

Caucasian 164 82% 168 84% 147 73.5% 

Hispanic 10 5% 9 4.5% 11 5.5% 

Pacific Islander 3 1.5% 3 1.5% 0 0% 

Multiracial 1 0.5 3 1.5% 8 4% 

Other 0 0% 3 1.5% 4 2% 

Total 200 100% 200 100% 200 100% 

 
4.1.2.9 Overall Match of Respondent Profile to Current U.S. Population Demographics 

 The Tables 5, 7, 9, 10, 11 and 12 above summarize the overall respondent profile for this 

study. The sample can be compared to the U.S. population demographics as follows.  

 Currently, the population of United States is approximately 306 million. Gender 

distribution in the United States population is close to an even split between males and females, 
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with slightly more females than males. Approximately, 86 percent of Americans have a high 

school degree, and 28 percent have completed college. In terms of income and social class, 14 

percent of Americans belong to upper class, 32 percent to middle class, 38 percent to working 

class and 16 percent to lower classes.  

In terms of marital status, married couples constitute around half of the population. 

Approximately 78 percent of the U.S. population claim Christianity as their religion. This is 

followed by Jewish Americans at close to 2 percent of the population and Muslim Americans at 

less than 1 percent. (Hawkins and Mothersbaugh, 2009). In terms of ethnicity, approximately 70 

percent of the population is white, 13 percent is African American, 4.4 percent Asian American 

and 14 percent Hispanic (U.S. Census Bureau, 2006). I note that the respondent profile closely 

matches to current U.S. demographics in terms of gender distribution (Table 5), education (Table 

7), income (Table 9), marital status (Table 10), and religion (Table 11).  

In terms of ethnicity, white respondents constitute between 73% and 82% of the 

respondents. The rest of the sample is composed of ethnic subcultures. I note that although the 

sample was a slightly greater percentage of white respondents than the current ethnicity 

distributions for the U.S. population, it still appropriately includes members of all ethnic 

subcultures. 

4.2.1 Measure Assessment 

 In this section, measurement model was first verified as acceptable. Then, a path analysis 

was done to check the hypothesized relationships. 

4.2.1.1Test of Normality 

 Normality is a major assumption of multivariate statistical analysis. I checked kurtosis 

(the peakedness or flatness of data distribution) and skewness (the balance of distribution) for the 
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data (Hair et al. 1998). I concluded that the assumption of normality was not violated for data in 

any of the three surveys.  

TABLE 13 

Results of Skewness and Kurtosis Test (Latin Restaurant Sample) 

 
  Skewness  Kurtosis  

n Mean Statistic Std. 
Error Statistic Std. 

Error 
Psychological essentialism 200 3.724 -0.003 0.172 1.261 0.342 

Epistemic curiosity 200 3.830 -0.657 0.172 0.242 0.342 

Epistemic curiosity-diversive component 200 4.028 -0.763 0.172 0.238 0.342 

Epistemic curiosity-specific component 200 3.792 -0.694 0.172 0.301 0.342 

Affect 200 4.201 -0.719 0.172 0.364 0.342 

Retail patronage 200 4.098 -0.813 0.172 0.346 0.342 

Approach/avoidance behavior 200 4.085 -0.227 0.172 -0.041 0.342 

 
 

TABLE 14 

Results of Skewness and Kurtosis Test (U.S. Restaurant Sample) 

 
  Skewness  Kurtosis  

n Mean Statistic Std. 
Error Statistic Std. 

Error 

Psychological essentialism 200 3.766 -0.042 0.172 1.557 0.342 

Epistemic curiosity 200 3.705 0.095 0.172 0.593 0.342 

Epistemic curiosity-diversive component 200 3.887 -0.178 0.172 0.377 0.342 

Epistemic curiosity-specific component 200 3.853 -0.085 0.172 0.202 0.342 

Affect 200 4.163 -0.088 0.172 0.708 0.342 

     (table continues) 
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Table 14 (continued.)       

 
  Skewness  Kurtosis  

n Mean Statistic Std. 
Error Statistic Std. 

Error 
Retail patronage 200 4.184 -0.058 0.172 0.482 0.342 

Approach/avoidance behavior 200 4.093 0.358 0.172 0.551 0.342 

 
TABLE 15 

Results of Skewness and Kurtosis Test (Japanese Restaurant Sample) 

   Skewness  Kurtosis  

n Mean Statistic 
Std. 
Error Statistic 

Std. 
Error 

Psychological essentialism 200 3.833 -0.309 0.172 0.994 0.342 

Epistemic curiosity  200 3.924 -0.319 0.172 0.187 0.342 

Epistemic curiosity-diversive component  200 4.129 -0.657 0.172 0.512 0.342 

Epistemic curiosity-specific component 200 3.921 -0.428 0.172 0.526 0.342 

Affect 200 4.315 -0.473 0.172 0.428 0.342 

Retail patronage 200 4.253 -0.650 0.172 0.282 0.342 

Approach/avoidance behavior 200 4.229 0.039 0.172 0.158 0.342 

 
4.2.2 Exploratory Factor Analysis 

 Before running confirmatory factor analysis, all measurement scales were tested. Some 

items were deleted from the scales if they did not satisfy the criteria set by Churchill (1979) and 

Nunnally (1978). The item-correlations less than 0.30, cross-loadings on two factors, and a 

subjective assessment of the value of the item for the construct were among the criteria. As a 

result, several items were deleted. Tables 16 through 18 summarize the findings. 
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TABLE 16 

Scale Reliabilities and Convergent Validity (Latin Restaurant) 

Scale items Factor 
loadings 

Cronbach’s 
α 

Independent measures   
 

1. Psychological essentialism  
 0.762 

A1: Categories such as these have boundaries that are fuzzy/clear-cut 0.771  
 

A5: Categories such as these allow people to make few judgments/many 
judgments 0.763  

A6: Knowledge of membership about categories such as these is 
uninformative/informative 0.716  

A7: Categories such as these are artificial/natural 0.644  
 

A8: Membership in categories such as these can be easily changed/not 
easily changed 0.579  

A9: Categories such as these are unstable over time/stable over time 0.578  
 

2. Epistemic curiosity  
 0.900 

ECS2: When I am puzzled in a restaurant (such as described above), I 
try to imagine the solution that addresses my surprise 0.815  

EC6: When something in a restaurant (such as described above) puzzles 
me, I keep exploring it until I understand 0.765  

ECD5: I like discussing abstract dining concepts 0.753  
 

EC7: I enjoy imagining how a problem related to food or other cultural 
complexity or problem is solved in a restaurant context, such as 
described above 

0.743  

EC4: When I see a word in a restaurant (such as in the restaurant 
described above) that I don't know, I like to look up the meaning 0.713  

 (table continues) 
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Table 16 (continued.)   
Scale items Factor 

loadings 
Cronbach’s 
α 

EC5: I like to read magazines that reports new dining venues 0.707  
ECS1: When I see a complicated food item in a restaurant (such as 
described above), I ask how it is prepared 0.665  

3. Affect  
 0.953 

AF1: I like the restaurant that is described above 0.884  
 

AF2: The restaurant that is described above is good 0.870  
 

AF3: The restaurant that is described above is beautiful 0.852  
 

AF4: The restaurant that is described above is pleasing 0.866  
 

AF5: The restaurant that is described above is enjoyable 0.852  
 

Dependent measures   

1. Retail patronage  
 0.965 

RP1: The likelihood that I would dine at the restaurant described above 
is very high 0.902 

 

RP2: I would be willing to dine with my friends at the restaurant 
described above 0.919 

 

RP3: I would be willing to recommend the restaurant described above to 
my friends 0.869 

 

RP4: I would be willing to buy food for others from this store 0.819 
 

RP5: If I were going to dine, I would consider dining at the restaurant 
described above 0.913 

 

RP6: Based on the description above, I would consider dining at this 
restaurant 0.935 

 

RP7: The probability that I would consider dining at the restaurant 
described above is very high 0.894 

 

RP8: My willingness to dine at this restaurant is very high 0.918  
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TABLE 17 

Scale Reliabilities and Convergent Validity (U.S. Restaurant) 

 Scale items Factor 
loadings 

Cronbach’s 
α 

Independent measures   

1. Psychological Essentialism  
 0.706 

A2: People belong to these categories indefinitely/definitely 0.567  
 

A6: Knowledge of membership about categories such as these is 
uninformative/informative 0.696  

A7: Categories such as these are artificial/natural 0.739  
 

A9: Categories such as these are unstable over time/stable over time 0.724  
 

A10: Overtime, categories such as these have characteristics that change 
a lot/change little 0.520  

A12: Categories such as these have no sameness/sameness 0.563  
 

2. Epistemic Curiosity  
 0.883 

ECS2: When I am puzzled in a restaurant (such as described above), I 
try to imagine the solution that addresses my surprise 0.624  

EC6: When something in a restaurant (such as described above) puzzles 
me, I keep exploring it until I understand 0.804  

ECD3: It is fascinating to learn new information in restaurants such as 
described above 0.728  

EC7: I enjoy imagining how a problem related to food or other cultural 
complexity or problem is solved in a restaurant context, such as 
described above 

0.667  

EC4: When I see a word in a restaurant (such as in the restaurant 
described above) that I don't know, I like to look up the meaning 0.643  

EC5: I like to read magazines that reports new dining venues 0.633  
 

ECS1: When I see a complicated food item in a restaurant (such as 
described above), I ask how it is prepared 0.731  

ECD2: I enjoy learning about restaurants, such as described above, 
which I am not familiar with 0.701  

ECS4: When I see a description for a menu item (such as in the 
restaurant described above), I am interested in figuring it out 0.657  

3. Affect  
 0.919 

 (table continues) 
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Table 170 (continued.)   
 Scale items Factor 

loadings 
Cronbach’s 
α 

AF4: The restaurant that is described above is pleasing 0.870  
 

AF5: The restaurant that is described above is enjoyable 0.829  
 

Dependent measures   
 

1. Retail Patronage  
 0.938 

RP1: The likelihood that I would dine at the restaurant described above 
is very high 0.902  

RP2: I would be willing to dine with my friends at the restaurant 
described above 0.879  

RP3: I would be willing to recommend the restaurant described above to 
my friends 0.762  

RP4: I would be willing to buy food for others from this store 0.755  
 

RP5: If I were going to dine, I would consider dining at the restaurant 
described above 0.864  

RP6: Based on the description above, I would consider dining at this 
restaurant 0.895  

RP7: The probability that I would consider dining at the restaurant 
described above is very high 0.844  

RP8: My willingness to dine at this restaurant is very high 0.810  
 

 
TABLE 18 

Scale Reliabilities and Convergent Validity (Japanese Restaurant) 

Scale items Factor 
loadings 

Cronbach’s 
α 

Independent measures   
 

1. Psychological essentialism  
 0.740 

A1: Categories such as these have boundaries that are fuzzy/clear-cut 0.734  
 

A2: People belong to these categories indefinitely/definitely 0.651  
 

A6: Knowledge of membership about categories such as these is 
uninformative/informative 0.679  

 (table continues) 
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Table 18 (continued.)   

Scale items Factor 
loadings 

Cronbach’s 
α 

A7: Categories such as these are artificial/natural 0.764  
 

A9: Categories such as these are unstable over time/stable over time 0.673  
 

2. Epistemic curiosity  
 0.885 

ECS2: When I am puzzled in a restaurant (such as described above), I 
try to imagine the solution that addresses my surprise 0.830  

ECD5: I like discussing abstract dining concepts 0.821  
 

EC7: I enjoy imagining how a problem related to food or other cultural 
complexity or problem is solved in a restaurant context, such as 
described above 

0.714  

EC4: When I see a word in a restaurant (such as in the restaurant 
described above) that I don't know, I like to look up the meaning 0.689  

EC5: I like to read magazines that reports new dining venues 0.736  
 

3. Affect  
 0.929 

AF1: I like the restaurant that is described above 0.787  
 

AF2: The restaurant that is described above is  good 0.788  
 

AF3: The restaurant that is described above is beautiful 0.792  
 

AF4: The restaurant that is described above is pleasing 0.860  
 

AF5: The restaurant that is described above is enjoyable 0.852  
 

Dependent measures   
 

1. Retail patronage  
 0.967 

RP1: The likelihood that I would dine at the restaurant described above 
is very high 0.936  

RP2: I would be willing to dine with my friends at the restaurant 
described above 0.936  

 (table continues) 
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Table 18 (continued.)   

Scale items Factor 
loadings 

Cronbach’s 
α 

RP3: I would be willing to recommend the restaurant described above to 
my friends 0.850  

RP4: I would be willing to buy food for others from this store 0.811  
 

RP5: If I were going to dine, I would consider dining at the restaurant 
described above 0.922  

RP6: Based on the description above, I would consider dining at this 
restaurant 0.928  

RP7: The probability that I would consider dining at the restaurant 
described above is very high 0.921  

RP8: My willingness to dine at this restaurant is very high 0.907  
 

 

4.2.3 Confirmatory Factor Analysis 

 I further checked the quality of the initial factor analysis by a confirmatory factor analysis 

(CFA). I studied the overall fit of measurement models by checking (1) selected fit indices that 

represented different families of fit indices, and (2) selected fit indices that best represented the 

specified set of criteria. I selected five indices: chi-square/degrees of freedom (denoted as chi-

square/d.f. in tables), RMSEA (the root-mean-square error of approximation), GFI (goodness of 

fit index), NFI (the normed fit index), and CFI (comparative fit index).  

 Chi-Square/d.f. is a traditional measurement criteria that evaluates the overall model fit in 

covariance structure models. According to Marsh and Hocevar (1995), this ratio must be < 5 for 

a good fit. RMSEA generally represents how well a model fits a population (Browne and Cudeck 

1993). Unlike other indices, RMSEA does not conflict with the requirements of parsimony, and 

it does not require the calculation of a null model. The RMSEA value of < 0.05 indicates a close 

fit, while the value of 0.08 indicates a reasonable fit. The GFI is a non-statistical measure 

ranging in value from 0 (poor fit) to 1 (perfect fit). A higher value indicates a better fit. Generally 
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a GFI value of > 0.90 is considered good, though some argued that a 0.95 criteria should be used 

(Hair et al. 2006). 

 The value of NFI ranges from 0 (no fit) to 1.0 (perfect fit), and a commonly 

recommended value of NFI is 0.90 or higher. CFI is an improved version of NFI. The estimated 

value of CFI ranges between 0 (poor fit) to 1.0 (perfect fit); a larger value demonstrates a higher 

level of goodness-of-fit. Generally, CFI values < 0.90 do not indicate a good fit.  

 LISREL® 8.72 structural equation modeling software (Scientific Software International, 

Inc., Lincolnwood, IL, www.ssicentral.com) was used to test the measurement models. The 

findings are listed in Table 19. I found that there was generally a consistency of measurement 

models for all questionnaire versions. 

TABLE 19 

Model Fit Indices of Measurement Models 

Model Fit statistics Latin U.S.  Japanese 

 Chi-Square/d.f. 2.24 1.41 2.204 

 RMSEA 0.079 0.045 0.078 

Psychological essentialism GFI 0.97 0.98 0.98 

 NFI 0.95 0.95 0.96 

 CFI 0.97 0.98 0.98 

 Chi-Square/d.f. 3.67 5.40 2.66 

 RMSEA 0.116 0.149 0.091 

Epistemic curiosity GFI 0.93 0.86 0.97 

 NFI 0.97 0.92 0.98 

   (table continues) 

http://www.ssicentral.com/�
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Table 19 (continued.)     
Model Fit statistics Latin U.S.  Japanese 

 Chi-Square/d.f. 2.24 1.41 2.204 

 CFI 0.98 0.93 0.99 

 Chi-Square/d.f. 3.206 8.30 6.50 

 RMSEA 0.105 0.192 0.167 

Affect GFI 0.97 0.92 0.94 

 NFI 0.99 0.96 0.97 

 CFI 0.99 0.96 0.97 

 Chi-Square/d.f. 4.15 5.29 4.80 

 RMSEA 0.126 0.147 0.138 

Retail patronage GFI 0.91 0.88 0.89 

 NFI 0.98 0.96 0.97 

 CFI 0.98 0.96 0.98 

 
4.2.4 Reliability and Validity Tests 

 I used Cronbach’s alpha to check the reliability of the constructs in this study. According 

to Nunnally (1978), a threshold value for acceptable reliability is 0.70. Tables 16 to 18 indicate 

that all scales have acceptable levels of internal consistency. The same tables also indicate 

acceptable levels of convergent validity as all item-total correlations exceed the criterion value of 

0.40 (Jayanti and Burns 1998). An assessment of discriminant validity was made by checking to 

see if the value of Cronbach’s alpha of one construct was larger than any of the correlation 

coefficients between the construct and other constructs. Table 20 provides the Cronbach’s alpha 

of each scale with the highest correlation coefficient associated with the scale. According to the 
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table, there is some evidence of discriminant validity as α values are larger than correlation 

coefficients.  

TABLE 20 

Evidence of Discriminant Validity 

 Latin U.S. Japanese 

Scale 

Cronbach’s 
α 

Highest 
correlation 

Cronbach’s 
α 

Highest 
correlation 

Cronbach’s 
α 

Highest 
correlation 

Psychological 
essentialism 

 
0.762 

 
0.244 

 
0.706 

 
0.167 

 
0.740 

 
0.260 

Epistemic 
curiosity 0.900 0.724 0.883 0.616 0.885 0.767 

Affect 0.953 0.912 0.919 0.847 0.929 0.877 

Retail 
patronage 0.965 0.912 0.938 0.847 0.967 0.877 

 

4.3. Hypothesis Testing 

 In statistical analysis, cultural elements in store atmospherics are taken as a categorical 

variable with three levels (Latin, U.S. and Japanese). The relationship of cultural elements in 

store atmospherics to epistemic curiosity and affect is measured by ANOVA and regression 

analysis. The moderating effect of psychological essentialism on epistemic curiosity and affect 

and retail patronage is assessed by path analysis. Finally, the effect of epistemic curiosity and 

affect on retail patronage is assessed by linear regression. 

4.3.1 The Impact of Cultural Elements in Store Atmospherics on Epistemic Curiosity and Affect 

 To assess the effect of cultural elements in store atmospherics on epistemic curiosity and 

affect, I took the three versions of the verbal and pictorial descriptions as comprising a 

categorical variable with three levels (Latin, U.S., and Japanese). I ran a one-way ANOVA test 
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using SPSS® 15.0 statistical and data management package (SPSS, Inc., Chicago, 

www.spss.com) to test for a significant relationship at α = 0.05 significance level. The data failed 

to support the hypothesis that there is a significant relationship between the cultural elements in 

store atmospherics and epistemic curiosity or affect (Table 21). 

TABLE 21 

ANOVA: Effect of Cultural Elements in Store Atmospherics on Epistemic Curiosity and Affect 

 Combined data set Low-psychological 
essentialism 

High psychological 
essentialism 

 
mean 

 
f-value p-value mean f-value p-value mean f-value 

 
p-value 

Epistemic 
curiosity  

         

Latin rest.                        3.57
2 

0.509 0.601 

3.551 

1.216 0.299 

3.583 

1.085 0.339 U.S. rest. 3.67
5 3.626 3.697 

Japanese rest. 3.64
3 3.357 3.768 

Affect          

Latin rest.                        4.20
1 

1.178 0.309 

4.058 

0.139 0.871 

4.269 

2.466 0.086 U.S. rest. 4.16
3 4.096 4.194 

Japanese rest. 4.31
5 3.996 4.454 

 

4.3.2 The Moderating Effect of Psychological Essentialism on Epistemic Curiosity and Affect 

 By using LISREL® 8.72, a path analysis was conducted to test the hypothesized 

relationships among psychological essentialism, epistemic curiosity, affect and retail patronage. 

The path model structure is shown in Figure 4. Retail patronage is the dependent variable in this 

model. Although model fit was acceptable based on some fit indices, individual paths did not 

provide significance, as shown in Figure 4.  

http://www.spss.com/�
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FIGURE 6  

Testing Model for Moderating effect of Psychological Essentialism 

 

 

 

 

 

 

 

 

 

 

 Table 22 lists goodness-of-fit indices, indicating acceptance of the overall model. 

However, most path coefficients for the model were not significant (p < 0.05). A finding was that 

most causal relationships in the proposed model were not supported. Thus, there was no support 

for H3 or H4.  

4.3.3 The Impact of Epistemic Curiosity and Affect on Retail Patronage 

 To assess the affect of epistemic curiosity and affect on retail patronage, I ran a 

regression analysis using SPSS® 15.0. I found that there was a significant relationship at α = 0.05 

significance level. Thus, hypotheses H5 and H6 were supported (Table 22).

Epistemic 
Curiosity 

Affect 

Retail 
Patronage 

Psychological 
Essentialism 
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TABLE 22 

Path Model Estimates 

  Path Estimate 

From 
 

To 
 

Latin Restaurant 
 

U.S. Restaurant 
 

Japanese Restaurant 
  Low 

Psychological 
Essentialism 

High 
Psychological 
Essentialism 

Low 
Psychological 
Essentialism 

High 
Psychological 
Essentialism 

Low 
Psychological 
Essentialism 

High 
Psychological 
Essentialism 

Psychological 
Essentialism 

Epistemic 
Curiosity 19.64 1.80 -0.18 3.49 6.89 7.75 

Psychological 
Essentialism Affect 27.92 2.18 0.36 3.62 10.39 7.50 
Psychological 
Essentialism 

Retail 
Patronage -57.66 -1.93 0.25 -0.64 -31.74 -17.54 

Epistemic 
Curiosity 

Retail 
Patronage 1.34 0.65 0.47 0.37 2.58 2.15 

Affect 
Retail 
Patronage 1.78 1.25 0.72 0.82 1.91 1.16 

   
Goodness-of-fit Statistics 

of the Final Model 
 

Latin U.S. Japanese 
Chi Square/d.f. 1.43 2.03 2.253 2.122 1.761 2.158 

RMSEA 0.082 0.088 0.141 0.091 0.113 0.092 
GFI 0.66 0.74 0.53 0.72 0.64 0.77 
NFI 0.90 0.95 0.78 0.91 0.89 0.95 
CFI 0.96 0.97 0.86 0.95 0.94 0.97 
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TABLE 23 

Path Model Estimates  

  t-values 

From 
 

To Latin Restaurant U.S. Restaurant Japanese Restaurant 
  Low 

Psychological 
Essentialism 

High 
Psychological 
Essentialism 

Low 
Psychological 
Essentialism 

High 
Psychological 
Essentialism 

Low 
Psychological 
Essentialism 

High 
Psychological 
Essentialism 

Psychological 
Essentialism 

Epistemic 
Curiosity 0.27 3.66 -0.59 1.36 0.85 0.95 

Psychological 
Essentialism Affect 0.27 3.70 0.63 1.38 0.86 0.96 
Psychological 
Essentialism 

Retail 
Patronage -0.27 -1.71 0.99 -0.35 -0.71 -0.40 

Epistemic 
Curiosity 

Retail 
Patronage 1.43 2.70 2.83 1.43 0.75 0.45 

Affect 
Retail 
Patronage 1.82 4.29 8.62 4.75 1.42 3.30 

    
Goodness-of-Fit Statistics 
of the Final Model 

 
Latin U.S. Japanese 

Chi Square/dof 1.43 2.03 2.253 2.122 1.761 2.158 
RMSEA 0.082 0.088 0.141 0.091 0.113 0.092 

GFI 0.66 0.74 0.53 0.72 0.64 0.77 
NFI 0.90 0.95 0.78 0.91 0.89 0.95 
CFI 0.96 0.97 0.86 0.95 0.94 0.97 
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TABLE 24 

Results of Regression Analysis (N = 600) 

 
 

Retail Patronage (Dependent Variable) 

Latin Restaurant U.S. Restaurant Japanese Restaurant 

Beta t Sig. Beta t Sig. Beta t Sig. 
Independent 
Variables 

0.228 6.515 0.000 0.236 5.714 0.000 0.285 6.387 0.000 Epistemic Curiosity 

Affect 0.764 21.875 0.000 0.723 17.547 0.000 0.673 15.081 0.000 
 

Regression Diagnostics   

Multiple R 0.928 0.871 0.900 

R2 0.861 0.758 0.809 

Adjusted R2 0.860 0.756 0.807 

F 610.295 308.556 417.741 

Significance of F 0.000 0.000 0.000 
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4.3.4 Summary of Hypotheses 

Table 25 provides a summary of hypotheses H1-H2.  

TABLE 25 

Summary of Hypotheses: Regression Results 
 

   
To 

Regression Estimate Test Result 
 From mean f-value p-value  
H1 Store atmospherics Epistemic curiosity     Not supported 

  Latin Rest.                        3.572 
0.509 0.601 

 
  US. Rest. 3.675  
  Japanese Rest. 3.643  

H2 Store atmospherics Affect    Not supported 
  Latin Rest.                        4.201 

1.178 0.309 
 

  US. Rest. 4.163  
  Japanese Rest. 4.315  

 
TABLE 26 

Summary of Hypotheses: Path Model Estimates  

   t-values  

 From 
 

To Latin Rest. U.S. Rest. Japanese Rest. Test Result 
   Low 

PE 
High 
PE 

Low 
PE 

High 
PE 

Low 
PE High PE 

 

H3 PE 
Epistemic 
curiosity 0.27 3.66 -0.59 1.36 0.85 0.95 Not supported 

H4 PE Affect 0.27 3.70 0.63 1.38 0.86 0.96 Not supported 
 

TABLE 27 

Summary of Hypothesis: Regression Model Estimates  

   t-values  

 From 
 

To Latin rest. U.S. rest. Japanese rest.     Test result 

H5 

Epistemic 
curiosity Ret. Pat. 6.51 5.714 6.38 Supported 

H6 Affect Ret. Pat. 21.87 17.54 15.08 Supported 
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CHAPTER 5 

DISCUSSION AND IMPLICATION 

 The role of culture in retail patronage has received a great deal of attention in the 

marketing discipline. However, a focus on the actual decision maker in this regard (i.e., the 

consumer) was lacking in the extant research. Particularly, cultural stereotyping in the form of 

essentialist categorizations was not at the center of any studies.  

 An equally broad area of research in retail patronage literature was an analysis of 

consumer emotions on retail patronage and approach/avoidance behaviors. Emotional states such 

as stress, boredom, existence/lack of self-confidence, existence/lack of self-control, and psychic 

costs are extensively studied in this context. However, curiosity, as an aroused emotional state, 

was not incorporated into the context of retail patronage.  

 This dissertation embraced a broad perspective in order to bring together these two 

important domains by employing the environmental psychology theoretical framework proposed 

by Mehrabian-Russell (1974). The current chapter extends the data analytics summarized in 

Chapter 4 to glean both descriptive and normative implications for advancing marketing theory 

and practice. Toward that goal, this chapter interprets the findings for each hypothesized 

relationship. Then, the study is systematically evaluated for sample design, measurement, and 

analytics with the purpose of understanding the role of essentialist categorizations and curiosity 

as an aroused emotional state on retail patronage. Finally the limitations and future research 

directions are proffered.   
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5.1. Discussions 

5.1.1 The Role of Cultural Elements on Consumer Emotions 

 In this study, I attempted to explore the influence of cultural elements in retail 

atmospherics, including signs, symbols, and artifacts, on consumer emotions. I hypothesized that 

such elements would serve as an instrument to create consumer emotions in particular retail 

environments that would subsequently influence retail patronage. The findings did not provide 

support for this argument. This result means that emotions originating from an environment 

might be influenced by more than cultural elements. This concurs with the view that emotions 

are very complex psychobiological states, with reasons and consequences that are not easily tied 

down.  

 In the United States, consumers have many choices. In addition, they are exposed to a 

multitude of cultural and symbolic environments both physically and virtually. Thus, differences 

between culturally differentiated spaces and other spaces might be left unnoticed. In this study, I 

was unable to tie the emotions to symbolic aspects of a retail environment. Therefore, I 

concluded that influencing consumer emotions through the utilization of symbolic cultural 

elements is not a linear and straightforward process.  

5.1.2 The Role of Psychological Essentialism on Retail Patronage 

 In this study, I measured consumers’ essentialist stereotypes toward foreign cultures and 

categories as a personality trait. I proposed that a tendency to strictly categorize foreign cultures 

and an inclination toward generating essentialist knowledge structures based on such 

categorizations is possible for those consumers who are high on psychological essentialism. I 

argued that the level of this personality trait would serve as an instrument to create a feeling of 

dominance in particular retail environments. I suggested that consumers high in psychological 
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essentialist categorizations would show reduced levels of affect and curiosity in retail store 

environments characterized by foreign-cultural elements. However, the statistical analysis could 

not find support for these propositions. Therefore, I derived the following conclusions.  

 In today’s society, consumers with both high and low in essentialist categorizations share 

more and more culturally differentiated spaces. In essence, it is not always possible for 

consumers to perceive the elements in retail store atmospherics in isolation. Although some 

elements in store atmospherics are solely placed to generate such differences in consumer 

perceptions, these can be left unnoticed by consumers because of the high levels of clutter in 

today’s business environments. Thus, consumer personality traits in the form of essentialism 

might not be instrumental in shaping their emotions in retail atmospherics. The latter might be 

due to lack of attention or interpretation.  

5.1.3 The Effect of Epistemic Curiosity and Affect on Retail Patronage 

 Another important objective of this study was to frame curiosity as an aroused emotional 

state and analyze its impact on retail patronage as compared to affect as a pleasure dimension. I 

was able to find support for the relationship between consumer epistemic curiosity and retail 

patronage. I also found support for the linkage between consumer affect and retail patronage. In 

addition, I observed that for all three cases of store atmospherics, affect had a greater impact on 

retail patronage than epistemic curiosity. As consumers get curious about the attributes of a retail 

offering, they are more likely to be influenced by whether or not they liked the retail store. 

However, this does not mean that curiosity is not important. Indeed, there are positive 

correlations between epistemic curiosity and retail patronage.  
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5.2. Managerial Implications 

 The findings of this study provide important insights for global franchising managers. For 

instance, a focus on creating consumer affect is seen to be fruitful as I was able to find support 

for the affect and retail patronage linkage. As global franchise offerings are new and original, 

they might be more successful if the managers focus on creating affect, especially during the 

market penetration stage where first impressions are formed. In addition, creating curiosity about 

product offerings is also advisable for such foreign-based firms, as there was a positive 

association for the level of curiosity and retail patronage. The curiosity dimension is very 

important for foreign-based retail firms as the service offering they bring to the United States is 

characterized by uniqueness or authenticity. To that end, if these strategies are pursued, then the 

practical benefits of this would be immense. In addition, the inability to link essentialist 

categorizations to retail patronage can be important, such that a focus on signs, symbols, and 

artifacts might not necessarily have negative consequences, even for consumers who are high in 

essentialist categorizations.  

5.3. Limitations and Future Research 

 Although this study provides some important insights, inevitably several limitations must 

be noted. First, the study explicitly informed the respondents about the base location of the 

franchise system. In reality, consumers would not be likely to know for sure the headquarters of 

the company, and thus they might mistake several other U.S.-based franchise companies that 

commonly utilize foreign-cultural elements in their establishments. Secondly, the theoretical 

framework that is utilized in this study has several other dimensions. For instance, trait arousal 

and trait pleasure were not part of the analysis, although these constituted the theory.  
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 Furthermore, although I explored dimensions of pleasure and arousal, human emotions 

are certainly not limited to the emotions that I selected, i.e., affect and curiosity. As such, the 

approach to the problem was akin to theoretical abstraction. Moreover, even if my analysis was 

complete within the Mehrabian-Russell (1974) theoretical framework, this framework itself is 

merely a suggestion to explore human emotions and their subsequent affect on retail patronage. 

In the literature review discussed in Chapter 1 and Chapter 2, many variables have been found to 

be influential on retail patronage, other than merely emotions or store atmospherics. For instance, 

quality perception, price perception, retail location, and service level are just a few out of a 

plethora of potential antecedents to retail patronage that were not part of my analysis. However, 

my approach was concordant with the heuristics of the studies in this field where analysis 

focused on a select set of emotion and personality dimensions. This allowed for isolating various 

variables and exploring their influence on retail patronage. Furthermore, I was able to provide 

some valuable insights into decision making and future research avenues.  

 A third potential limitation of this study is based on the sample and its representativeness 

of the general population. Although I was careful to have a sample that was not biased for a 

certain demographic characteristic, the analysis did not take into account the differences in 

respondent profiles and whether or not there were any differences between consumers that came 

from different socioeconomical backgrounds. The analysis was in aggregate form and there was 

no regard to the differences between individual consumer characteristics. Also, based on Table 

15, I delibertelty incorporated respondents that are currently not U.S. citizens (U.S. permanent 

citizens and other non-immigrant categories) at 1.5 percent to 2 percent of the sample. However, 

as a limitation of the study, I note that I did not include longevity of stay in the America for U.S. 

citizenship. This means that first generation, second generation or third generation immigrant 
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Americans were not identified in the respondent profile, i.e., all U.S. citizens are taken in 

aggregate. This may be a source of bias for response to survey questions, especially the 

psychological essentialism items. 

 Fourth, the measurement instrument for store atmospherics might not have reflected the 

actual experience of symbolic aspects in a retail store, and this introduced some error to the 

analysis. In a real store atmospherics, all sense modality variables such as colors, sounds, and 

sights form a whole that affects perceptions and interpretations, which might not have been 

captured by verbal and pictorial descriptions. Thus, I note that a retail patronage decision is 

likely to be affected by more sense modality variables because of an overall experience with the 

store environment. Thus, I realize as a limitation of my study that, the richness of experience 

may not be fully captured by the pictorial and verbal descriptions I provided to the consumers.    

 Finally, although I measured consumer psychological essentialism levels, a self-report 

bias might be evident in consumer responses. Because of the issue of stereotyping, consumers 

might have reported lower levels of essentialist categorizations. Thus, their impact on retail 

patronage might have yielded non-significance because of this fact.  

 Despite these limitations, the study provided important insights into future research 

opportunities. I highlight the fact that the interplay of a larger set of emotions and store 

atmospherics might be responsible for consumer willingness to patronize foreign-based franchise 

systems. Therefore, a more robust approach, incorporating multiple theories of retail patronage 

into environmental psychology domain, might be recommended for future research efforts. 

Furthermore, this study emphasized the importance of affect on retail patronage for foreign-

based franchise systems. Future research direction could be geared toward the examination of 

affect while assessing other latent factors that influence affect. In addition, I was able to 
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incorporate curiosity into retail patronage literature as an aroused emotion dimension. Therefore, 

future research could focus on epistemic curiosity and explore its role on retail patronage.  
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APPENDIX A 

LIST OF MEASUREMENT SCALES 
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List of Measurement Scales 
 

Construct Items 
 

Source Scale Type and Format Source Cronbach’s 
Alpha in 
Source 
Study 

Psychological 
Essentialism 

Please circle the number that best describes 
each of the following statements about people 
from different cultures or categories such as 
American, Brazilian, Chinese, Indian or 
Japanese: 
1) Categories such as these have boundaries 
that are:  
2) People belong to these categories: 
3) Categories such as these contain members 
who are: 
4) Categories such as these contain members 
who have characteristics that are: 
5) Categories such as these allow people to 
make: 
6) Knowledge of membership about 
categories such as these is: 
7) Categories such as these are: 
8) Membership in categories such as these 
can be: 
9) Categories such as these are: 
10) Overtime, categories such as these have 
characteristics that: 
11) Categories such as these have: 
12) Categories such as these have: 
13) To be a member in these categories, there 
are: 
 

Semantic Differential: 6 point scale 
 
 
 
1= Fuzzy to 6=Clear-Cut 
1= Indefinitely to 6=Precisely 
1=Diverse to 6=Uniform 
 
1=Different to 6=Common 
1=Few judgments to 6=Many 
Judgments 
 
1=Uninformative to 6=Informative 
1=Artificial to 6=Natural 
1=Easily Changed to 6=Not Easily 
Changed 
1=Unstable over Time to 6=Stable 
over Time 
 
1=Change a Lot to 6=Change Little 
1=An Underlying Reality to 6=no 
Underlying Reality 
1=No Sameness to 6=Sameness 
1=Necessary Features to 6=No 
Necessary Features 
1=Excludes a Person from other such 
Categories to 6=Does not Exclude a 

Haslam, 
Rothschild 
and Ernst 
(2002) 

Each 
dimesion is 
Independent, 
thus α=1  
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14) Belonging to categories such as these: 
 
 
15) In our culture, belonging to categories 
such as Brazilian, Chinese, Indian or Japanese 
is valued as: 

Person from other such Categories 
 
1=High to 6=Low 

 
Affect 

 
Please circle the number that best describes 
the extent to which you agree or disagree with 
each of the following statements: 
1) The restaurant that is described above is 
beautiful 
2) The restaurant that is described above is  
good 
3) I like the restaurant that is described above 
4) The restaurant that is described above is 
pleasing 
5) The restaurant that is described above is 
enjoyable 

 
Likert, Six Point 
1=Strongly Disagree to 6=Strongly 
Agree 

 
Holbrook 
(1981) 
Holbrook 
(1986)  

 
α=0.94 
 
α=0.95 
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List of Measurement Scales (continued) 
 

Construct Items 
 

Source Scale 
Type and 
Format 

Source Cronbach’s 
Alpha in Source 

Study 
Epistemic 
Curiosity 

Please circle the number that best describes the extent 
to which you agree or disagree with each of the 
following statements: 
1) A new dining idea, such as in a restaurant 
described above, excite my imagination 
2) It excites me to have a new dining idea, such as in 
the restaurant described above, that leads to even 
more 
3) I am interested in how the restaurant works (food 
preparation, service, clients) 
4) When I learn something new about a restaurant 
(such as described above), I like to find out more 
about it 
5) When I see a word in a restaurant (such as in the 
restaurant described above) that I don’t know, I like to 
look up the meaning 
6) When I see a description for a menu item (such as 
described above), I am interested in figuring it out 
7) I like discussing abstract dining concepts 
8) When I am puzzled in a restaurant (such as 
described above), I try to imagine the solution that 
addresses my surprise 
9) When I see a complicated food item in a restaurant 
(such as described above), I ask how it is prepared 
10) Thinking over new dining ideas and concepts, 
such as in a restaurant described above, is fun 
11) I like to read magazines that reports new dining 
venues 

Likert, Six 
Point 
1=Strongly 
Disagree to 
6=Strongly 
Agree 

Litman and 
Spielberger 
(2003) 

EC: women= 
0.85, men=0.81 
EC/D: women= 
0.81, men=0,80 
EC/S: 
women=0.75, 
men=0.71 
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12) When something in a restaurant (such as 
described above) puzzles me, I keep exploring it until 
I understand 
13) I enjoy imagining how a problem related to food 
or other cultural complexity or problem is solved in a 
restaurant context, such as described above 
14) I enjoy learning about restaurants, such as 
described above, which I am not familiar with 
15) It is fascinating to learn new information in 
restaurants such as described above 
16) I enjoy exploring new restaurants, such as 
described above 
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List of Measurement Scales (continued) 
 

Construct Items 
 

Source Scale Type and Format Source Cronbach’s 
Alpha in 
Source 
Study 

Retail 
Patronage 

Please circle the number that best 
describes the extent to which you 
agree or disagree with each of the 
following statements: 
1) I would be willing to buy food for 
others from this store 
2) If I were going to dine, I would 
consider dining at the restaurant 
described above 
3) I would be willing to recommend 
the restaurant described above to my 
friends 
4) The likelihood that I would dine at 
the restaurant described above is very 
high 
5) Based on the description above, I 
would consider dining at this 
restaurant 
6) I would be willing to dine with my 
friends at the restaurant described 
above 
7) My willingness to dine at this 
restaurant is very high 
8) The probability that I would 
consider dining at the restaurant 
described above is very high 

Likert, Six Point 
1=Strongly Disagree to 
6=Strongly Agree 

Dodds, Monroe and 
Grewal (1991). 

α=0.86 
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VERBAL AND PICTORIAL DESCRIPTIONS 
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LATIN-BASED RESTAURANT 
 

 Brand X (Spanish brand name) is a global fast-food restaurant chain headquartered in 

Latin America with outlets throughout the U.S. 

 Brand X restaurants attempt to attract Latin American and other consumers. Brand X 

aims to satisfy consumers who are looking for something unique offering “tropicalized” dishes. 

The restaurants are brightly lit, spacious, modernly furnished and designed specifically for Brand 

X in order to showcase the Latin American culture. The store decoration is contemporary, and 

seeks to evoke a warm, friendly and homey feel. One of its customers stated that “Festive 

yellow-and-orange- décor, flags of countries it calls home, Spanish signage and an upbeat salsa 

soundtrack make Brand X a decidedly Latin experience.” 
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U.S.-BASED RESTAURANT 
 

 Brand Y (American brand name) is a global fast-food restaurant chain headquartered in 

the United States with outlets throughout the world. 

 Brand Y restaurants attempt to attract U.S. and other consumers. Brand Y aims to satisfy 

consumers by offering dishes with traditional roots. The restaurant uses bold graphics, deep red 

colors and a streamlined design. The interior is broken up into a variety of dining experiences 

including perimeter red leather seating, picnic tables for family-sized groups and trendy metal 

chairs for smaller dining parties. Clean lines provide an international feel, while touches of stars 

and stripes near the buffet add elements of Americana. A solid, floor-to-ceiling glass entrance 

adds an urban element to match the street traffic. One of its customers stated that “bucket-shaped 

light scones, ceiling soffits, drop-down lighting and tile treatment offers a home-like feel to the 

restaurant. Bistro-style high table and historic American murals combined with warm color tones 

round out the interior.” 
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JAPAN-BASED RESTAURANT 
 

 Brand Z (Japanese brand name) is a global fast-food restaurant chain headquartered in 

Asia with outlets throughout the U.S. 

 Brand Z restaurants attempt to attract international and American consumers. Brand Z 

aims to satisfy consumers who are looking for an authentic and Japanese-style menu. Brand Z 

maintains its 19th century roots as it brings ethnic food to consumers by stores designed to be 

warm and inviting. One of its customers stated that “The restaurant provides authentic Japanese 

food served in a modern atmosphere with ethnic elements.” 
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REVIEW OF STUDIES THAT EMPLOY THE THEORY OF ENVIRONMENTAL PSYCHOLOGY 

Author and ffect Theory/referenced literature Relevance Findings 
 

Yalch and 
Spangenberg 
(1990) 

Environmental Psychology (1974), 
Arousal Hypothesis (Smith and 
Curnow 1966), Classical 
Conditioning Theory applied to retail 
setting by Gorn (1982) 
 

The link between store 
environmental elements, 
moods and patronage 
 

Music has an effect on retail patronage. 
 

Hui and Bateson 
(1991) 

Environmental Psychology (1974), 
Behavioral and Cognitive Control 
(Averill, 1973) 
 

The link between store 
environmental elements, 
mood and patronage 

Consumer crowding (density) affects consumer-
perceived control emotions, and consequent 
behavioral outcomes in service retail setting. 
 

Hui, Dube and 
Chebat (1997) 

Resource Allocation Model applied 
to music, music reduces the negative 
effects of waiting, Environmental 
Psychology 
 

The link between store 
environmental elements, 
emotions and patronage 
 

Music positively affects emotional evaluation of 
the store, and patronage behavioral response.  

Spangenberg, 
Crowley, 
Henderson (1996) 

Environmental Psychology (1974), 
Olfaction Research (pleasure, arousal 
quality and intensity of scent) 

The link between store 
environmental elements, 
emotions and patronage 

Presence of scent affects retail patronage. 
Nature of scent is less important. Optimal state 
of experience, similar to music studies  (or 
flow), is supported for scent. 
 

Eroglu and 
Machleit (1990) 

Crowding (Stockdale 1978), Eroglu-
Harrell model of crowding (1986), 
Env. Psych methodology 

The link between store 
environmental elements, 
and patronage 
 
 
 

Crowding affects retail shopping outcomes. 
 

 
 
 

(table continues) 
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(continued.) 

Author and effect Theory/referenced literature Relevance Findings 
 

Baker, 
Parasuraman, 
Grewal and Voss 
(2002) 

A cognitive and environmental 
psychology model based on 
Zeithaml’s (1988) proposal that 
value perceptions, which drive 
purchase decisions, are based on 
perceptions of product price and 
quality. Also, Baker (1998) and 
Bitner’s (1992) conceptualizations 
of how service environment can 
influence consumer decision 
making. These are based on: 
Inference Theory (Huber and 
McCann 1982), Schema Theory 
(Fiske 1982), Theory of affordances 
(Gibson 1979). Also Adaptation 
theory (Helson 1964) 
 

The link between store 
environmental elements, 
emotions (psychic cost 
perceptions), and patronage 

Store design cues have a greater and more 
ubiquitous affect on buyer perceptions of the 
various retail store choice criteria than do 
employee and store music cues. 
Consumers may possess various schemas for 
different types of retail stores that moderate the 
strength of the hypothesized links between store 
environment and store choice and patronage 
intentions. 
 

Baker, Levy, and 
Grewal (1992) 

Environmental Psychology (1974)  
Adding the classification system of 
specific environmental features 
developed by Baker (1986)-
ambient, social and design factors 

The link between ambient 
cues (music and lighting) 
and social cues 
(friendliness and number of 
employees) on consumers’ 
pleasure, arousal and 
willingness to buy 
 

In the retail environment, social cues interplay 
with the ambient cues to shape respondents’ 
pleasure and the social cues influence arousal. 
The affective states (arousal and pleasure) then 
have a direct relationship with consumers’ 
willingness to purchase. 
 
 

(table continues) 
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(continued.) 

Author and effect Theory/referenced literature Relevance Findings 
 

Donovan and 
Rossiter (1982) 

Environmental Psychology (1974) 
applied to retail environment 

The link between store 
environmental elements, 
emotions and patronage 

Simple affect is a very strong determinant of 
consumer approach-avoidance. 
Arousal affects increased willingness to interact 
with salespeople and time spent in the retailer. 
Arousal works only in store environments that 
are already pleasant. 
Dominance does not relate to in-store behaviors. 
Limitation of the study: measures intentions not 
behaviors. 
 

Donovan, Rossiter, 
Marcoolyn and 
Nesdale (1994) 

Extends Donovan and Rossiter 
(1982) study by using behaviors 
rather than intentions for patronage 

The relationship between 
the emotions during 
shopping and measures of 
estimated time and money 
spent in the store before 
shopping. Also, 
comparison of these to 
measures of actual 
spending after shopping. 

Emotions triggered by store atmospherics affect 
the money and time spent by consumers in the 
store. Emotions in the store shape not only 
intentions or attitudes but actual buying 
behavior as well. The affect of cognitive 
variables such as perceptions of quality and 
price is independent of the contribution of the 
emotions in consumer retail store behavior. 
Arousal and pleasure hypothesis states that 
retailers should try to reduce arousal when they 
know that their store is perceived as unpleasant.  
In this study, it is suggested to that the feelings 
consumers bring to store must be studied. 
 

(table continues) 
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(continued.) 

Author and effect Theory/referenced literature Relevance Findings 
 

Babin and Darden 
(1996) 

Babin, Darden and Griffin (1992) 
emotions in the form of moods 
within environmental psychology 
theoretical framework 

Effect of consumer 
emotions (positive mood) 
on spending and 
satisfaction with retailer. 

Negative emotions, while not affecting 
spending, have a greater impact on consumer 
evaluations and satisfaction than positive 
emotions. 
 

Wakefield and 
Blodgett (1999) 

Combining SERVQUAL (Baker 
1986; Bitner 1992) and 
Environmental Psychology (1974) 

The link between store 
environmental elements, 
emotions (affective 
responses of pleasure and 
excitement) and patronage 

Leisure services such as travel are more apt to 
environmental influence. When the time spent in 
the facility is longer, the influence of the 
environment is greater. (Baker, 1986). 
Tangible store environmental elements directly 
influence affective responses. Intangible aspects 
of a store affect service quality perceptions. 
More research is required on other service 
settings with more emotions. 
 

Mattila and Wirtz 
(2001) 

Expanding Gestalt (holistic) 
principle to retail patronage of 
Environmental Psychology (1974) 
models. It is widely accepted that 
store atmospherics affect consumer 
behavior. However, theory 
development is limited in this 
respect.(Turley and Milliman, 2000) 

The link between store 
environmental elements, 
and patronage 

When scent (stimulating and relaxing) and 
music (fast and slow tempo) are congruent in 
terms of arousal, consumers show more positive 
reactions, exhibit higher levels of approach, and 
impulse buying behaviors and have enhanced 
satisfaction than when scent and music do not 
match. Consumers also report the environment 
to be more positive. 
 

    
    
   (table continues) 
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(continued.) 
Author and effect Theory/referenced literature Relevance Findings 

 
Mano (1999) Lazarus’ (1991) model of goal 

directed problem-focused and 
emotion-focused coping (Lazarus 
and Folkman, 1984). 
Environmental Psychology (1974) 

The link between store 
environmental elements, 
emotions (boredom and 
distress) and purchase 
intentions. 

Purchase intentions are a manifestation of both 
emotion-focused and problem-focused coping. 
Mood improvement, mood protection, or other 
hedonic benefits can enhance willingness to 
shop (Hirschman and Holbrook, 1982). 
Shopping as a mechanism for escaping from 
negative feelings (Faber et al., 1995). 
Bored consumers favor a good shopping 
experience and avoid a bad one. 
More distressed consumers have a greater 
tendency to purchase. Pre-existing negative 
affect may also increase purchase intentions. 
Future research should examine how emotion-
related traits can influence stimuli-emotions-
behavior link. 
 

Ward and Barnes 
(2001) 

Control defined by Greenberger et 
al. 1989. Hui and Bateson’s (1991) 
study on the relationship between 
perceived control and emotional 
outcomes. Environmental 
Psychology (1974) 
 

The link between shopping 
experience, emotions 
(mood) and buying 
behavior 

The effects of feeling in control on affect, 
attitude and patronage behaviors.  
The first study to incorporate attitude into 
environmental psychology models. 
 
 

(table continues) 
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(continued.) 
Author and effect Theory/referenced literature Relevance Findings 

 
Grewal, Baker, 
Levy and Voss 
(2003) 

Integrating the literature on wait 
and environmental psychology 
 

Simultaneous effect of 
three variables (number of 
visible employees, number 
of customers, and presence 
of ambient classical music 
on store atmosphere 
evaluations and wait 
expectations and retail 
patronage.  
 

Store atmosphere evaluations and wait 
expectations are found to be critical antecedents 
of store patronage intentions in the context of 
service-intensive retail store. Also, a gender 
effect is seen to affect the proposed 
relationships.  

Bitner (1992) Environmental Psychology 
(Holahan 1986; Darley and Gilbert 
1985; Stokols and Altman 1987; 
Russell and Ward 1982) 
 

The link between store 
environmental elements, 
emotions and patronage 

Developed the theoretical model for 
Environmental Psychology to be applied to 
retail patronage 

Arnold, Oum and 
Tigert (1983) 

Multinominal Logit Choice 
Behavior Mathematical Model 
(Gensch and Recker 1979; 
McFadden 1980; Punj and Staelin 
1978) 
 

The link between store 
characteristics, and 
patronage 

Store size, price levels, merchandise display, 
location, service level, and quality merchandise 
affect patronage 

Moore and 
Carpenter (2006) 

Consumers’ use of reference prices 
(Biswas et al. 2002); price as a 
signal of quality and value (Grewal 
et al. 1998); response to price 
reductions (Grewal et al. 1996) 
 

The link between store 
characteristics and 
patronage 

Price cue dimensions are related to store choice. 
 
 
 
 

(table continues) 
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(continued.) 
Author and effect Theory/referenced literature Relevance Findings 

 
Craig, Ghosh and 
McLafferty (1984) 

Central place theory of retail 
location (Losch, 1954) 

The link between store 
characteristics and 
patronage 

Store location affects retail patronage. Location-
allocation models seem to hold most promise for 
improving retail location decisions. 
 

Belizzi, Crowley 
and Hasty (1983) 

Concept of approach orientation 
and physical attraction of color 

The link between store 
environmental elements, 
emotions and patronage 

Warm colors have physical attraction potential 
and can stimulate impulse purchase in retail 
setting. 
 

Iyer (2002)  Time available to perform the task 
(Bettman 1979; Belk 1975) and task 
environment knowledge 
(Bettman1979)  influence 
unplanned purchase behavior. 
 

The link between store 
environmental elements, 
and patronage 

Time pressure and knowledge of the store 
environment are related to unplanned purchases 

Park, Iyer and 
Smith (1989) 

Store environment knowledge 
determines the extent to which 
product and brand search is guided 
by internal or external memory 
(Bettman 1979). Time pressure 
increases the level of stress and 
arousal (Isenberg 1981; Revelle, 
Amaral, and Turriff 1976) 
 

The link between two store 
atmospheric elements and 
patronage 

Time available for shopping and consumers’ 
store environment knowledge affect levels of 
unplanned buying and the level of purchase 
volume deliberation. 
 
 
 
 

(table continues) 
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(continued.) 
Author and Effect Theory / Referenced Literature Relevance Findings 

 
Bearden (1977) Store image: a comprehensive 

concept that reflects overall 
consumer attitudes toward 
individual stores. 
Consumers have a tendency to look 
for retail shops whose image most 
closely correlates with a their self 
image (Lindquist 1975) 
 

The link between store 
characteristics, and 
patronage 

Location, store atmosphere, friendliness of 
salespeople, and parking are critical aspects of 
department stores that affect patronage 
decisions.  
 

Eroglu, Machleit 
and Chebat (2005) 

Information processing and schema 
incongruity theory (Heckley and 
Childers 1992) 
Hui and Bateson (1991)  
 

The link between two store 
atmospheric elements and 
patronage 

The simultaneous effect of in-store density and 
music on shopping behaviors (amount of money 
spent in retail settings). 
 

Sharma and 
Stafford (2000) 
 

Priming research (Sharma 1996), 
Source credibility (Harmon and 
Coney 1982), Environmental 
Psychology (1974) 
 

The link between store 
characteristics, emotions 
and patronage 

Salesperson availability is a moderator for 
buying intentions in discount store ambiance 
conditions. 
 

Milliman (1982) Grayston (1974) ‘music must fit the 
situation in which it is used’. Smith 
and Curnow (1966) Arousal 
Hypothesis 
 

The link between store 
environmental elements, 
and patronage 

The tempo of instrumental background music 
drastically increases gross sales volume 
purchased by customers. 
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REVIEW OF STUDIES THAT EXPLORE THE AFFECT OF ENVIRONMENTAL VARIABLES ON RETAIL PATRONAGE 

Author/effect Theory/referenced literature Relevance Findings 
 

Steenkamp and 
Wedel (1991) 

Store image-store patronage link 
(Korgaonkar, Lund, and Price 1985; 
Stanley and Sewall 1976), Store 
image segmentation (Samli 1989; 
Wind 1978). 

The link between store image 
and store patronage. 

Fuzzy-clusterwise-regression analysis (FCR) 
has a high capacity to segment shoppers based 
on store image. 

Stanley and Sewall 
(1976) 

Adding retailer image factor to Huff 
Model (1962) of consumer patronage. 

Adding store image to square 
footage and distance factors 
of store patronage models. 

Consumer patronage is directly proportional to 
the utility factors (square footage, representing 
assortment factors) and inversely proportional 
to disutility factors such as distance. 

Korgaonkar, Lund 
and Price (1985) 

Katz’s (1960) Functional theory of 
attitude formation 

The relationship between 
attitude, and retail patronage 
behavior. 

Findings support for the widely accepted 
attitude-behavior linkage. Attitude research 
must be expanded beyond the typical multi-
attribute models, focusing on cognitions, affect, 
intentions or behavior in retail setting. 

Swinyard (1993) Involvement theory and elaboration 
likelihood model (Petty and Cacioppo 
1983). Mood will have a greater effect 
when the shopping experience is 
personally relevant to consumers. 

The link between shopping 
experience, emotions (mood) 
and purchase intentions. 

Mood has no main effect on involvement 

Bloch, Ridgway, 
and Dawson (1994) 

Ecological research (Nebel 1990). 
“Individuals will be most abundant 
where habitat conditions most closely 
meet the ideal and less numerous 
where conditions are less favorable. In 
general animals shift habitats to find 
more optimal settings” (p. 6). Habitat 
preferences and optimality also appear 
relevant to consumer situations.  

The link between store 
characteristics, and 
patronage. 

“The body of literature on retail patronage can 
be viewed as the identification and choice of 
more optimal habitats for consumption. For 
example, when a new shopping center opens 
within an existing trade area, consumers who 
perceive that greater benefits are obtained from 
the new center are likely to migrate there. 
Consumers who are seeking different benefits 
are expected to behave differently while in the 
habitat” (p. 26).                          

(table continues) 
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Author/effect Theory/referenced literature Relevance Findings 
 

Moschis, Curasi, 
Bellenger (2004) 

An analysis of patronage motives of 
elderly consumers for food and 
grocery stores. 

No links, survey of 
preferences only. 

“Older consumers are very price-conscious, 
with an often exacting memory of the prices of 
frequently purchased items. Older consumers 
enjoy saving money involved with discounts 
but do not want to be categorized as old” (p. 
130). 

De Juan (2004) Extends Huff’s model by 
incorporating image of shopping 
centers. 
Determinants of crucial factors that 
yield consumer attraction (Bell, Ho 
and Tang 1998; Bettman, Luce and 
Payne 1998; Darian, Tucci and 
Wiman 2001). 
Simple gravitational models 
(Converse 1949; Reilly 1931), to more 
complex discrete choice models and 
conjoint analysis (Agrawal and 
Schorling 1996; Arnold, Roth and 
Tigert 1981; Finn and Louviere 1990). 
These studies apply stepwise linear 
regressions to explain the consumers’ 
shopping center choice.  
Four approaches are found to 
investigate probabilistic models to 
store choice (McGoldrick 1992): 
1. Explanation of how and why a 
buyer decides to visit a certain number 
of commercial establishments and not 
others (Bearden, Crockett and Tell 
1983; Spiggle and Sewall (1987) 
 

The link between store 
characteristics, and 
patronage. 

A model of consumer attraction to malls, 
through distance and retail image, using a 
Conditional Logit Model. Not all shopping 
malls have the necessary assortment and 
facilities to completely satisfy consumer needs. 
For that reason, other stores are also attractive 
to consumers. As a result, an “expense shift” 
takes place between geographically disparate 
stores, dependent upon attraction factors 
(Stassen, Mittelstaedt and Mittelstaedt 1999). 
Store choice models can be classified into two 
groups: market share models and logit type 
models. While the two types of models share 
many common features, they differ in one 
important respect: market share models are 
calibrated on aggregate data on the proportion 
of shopping trips made to different stores and 
logit models are based on the discrete choices 
made by consumers on individual shopping 
trips. Logit models offer powerful tools for 
analyzing store choice because they provide 
information regarding consumers’ evaluation of 
store attributes, predictions of choice 
probabilities, and estimates of the market shares 
of alternative stores. 

(table continues) 
(continued.)   
Author/effect Theory/referenced literature Relevance Findings 
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De Juan (2004) 2. Investigations based on the buyers’ 

characteristics that examine how 
variables such as income, sex and age 
influence the store choice (Pessemier 
1983; Tauber 1972; Woodside and 
Moore 1983) 
3. Studies that examine the impact in a 
certain market area, as much as on the 
retailers as on consumers (Nowell and 
Stanley 1991) 
4. Predictive-probabilistic models 
referred to the psychological state of 
the buyers and those referred to the 
influence of establishment (Brown 
1989; Evans, Christiansen and Gill 
1996) 

 The design of the retail mix should be focused 
on the parking facilities, security and opening 
hours. 
Future studies must delve into the dimensions 
related to the consumers’ personal 
characteristics, instead of relying on those 
specific only to the stores. 

Sirgy, Grewal and 
Mangleburg (2000) 

Many studies examined the effects of 
self-concept (self congruity) on 
consumer behaviors (lit review by 
Sirgy 1982), but the retailing aspect it 
is quite limited.  

Relationships among store 
environment (including store 
atmospherics), shoppers’ 
self-concept, store patron 
image, self-congruity, 
functional congruity, and 
retail patronage. 

Retailers must position their stores with 
awareness of the store image- self congruity 
relationship. This relationship was studied and 
supported extensively in the literature. 
 

Bagozzi, Wong, 
Abe, and Bergami 
(2000) 

The theory of Reasoned Action (a 
model of volitional behavior), 
maintains that “behavior is directly 
influenced by intentions to act, and, in 
turn, intentions to act are determined 
by one’s attitude toward the act and 
felt subjective norm that one should 
act (Ajzen and Fishbein 1980).  

The linkages between, 
attitudes, subjective norms, 
past behavior, intentions, and 
behavioral expectations. 

“TRA is remarkably robust. Attitudes and 
subjective norms significantly predict intentions 
to act, for both Western (American, Italian) and 
eastern (Chinese, Japanese) cultures. 
Predictions under the TRA were sustained even 
after controlling for the effects of past behavior. 
 

   (table continues) 
(continued.)   
Author/effect Theory/referenced literature Relevance Findings 
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Bagozzi, Wong, 
Abe and Bergami 
(2000) 

Subjective norms reflect a person’s 
belief about whether people to whom 
one is close or whom one respects think 
that he or she should perform an act 
(social pressure as a decision maker to 
make a purchase or not)” (p. 97). 
Consumer researchers have applied 
TRA to a wide variety of behaviors 
over the years, including consumption 
of banking services, automobiles, 
computer software, detergents, 
coupons, and soft drinks, among many 
others (Lutz, 1977; Ryan and Bonfield, 
1980; Sheppard, Hartwick and 
Warshaw, 1988). 

 Decisions to patronize fast food restaurants is a 
rational process wherein consumers take into 
account their attitudes and felt normative 
pressure, doing so despite prior learning and 
tendencies to act habitually” (Bagozzi, Wong, 
Abe, and Bergami, 2000),  p. 103) 
TRA although applicable across cultures works 
best for Americans. 

Ogle, Hyllegard 
and Dunbar (2004) 

Consumers who embrace certain 
personal values may seek store 
attributes (class of clientele, store 
aesthetics) that they perceive to be 
congruent with these values (Erdem, 
Oumlil, and Tuncalp 1999). TRA 
(Ajzen and Fishbein 1980; Fishbein 
and Ajzen 1975) suggest that human 
behavior is best predicted by an 
individual’s stated intention to behave a 
certain way. An individual’s behavioral 
intention is a product of two factors: his 
or her attitude toward a given behavior 
and his or her subjective norm (i.e., his 
or her perception of the desirability of 
the behaviors important to others.  

The link between store 
characteristics (store 
atmospherics and 
merchandise assortment), 
attitude, subjective norm, 
and buying behavioral 
intentions. 

“When used to predict consumer patronage 
behaviors, the classic belief-attitude-behavior 
intention model should be extended to include 
retail characteristics, notably store atmospherics 
and merchandise assortment; a social context or 
social identity variable such as consumer 
lifestyle orientation; and demographics” (Ogle, 
Hyllegard and Dunbar 2004,  p. 736).  
 
 
 
 
 
 
 

(table continues) 
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Author/effect Theory/referenced literature Relevance Findings 

 
Ogle, Hyllegard Subjective norm is the summed product   
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and Dunbar (2004) of normative belief and motivation to 
comply with others. 

Newberry, Klemz 
and Boshoff 
(2003) 

“A simple SERVQUAL-based 
(Parasuraman et al. 1988; 1991) 
tangibility-value structural model to 
investigate the differences between 
those that purchased and those that did 
not purchase after stating purchase 
intentions” Newberry, Klemz and 
Boshoff 2003, p. 611). 

Store atmosphere-value 
perceptions of consumers-
purchase intent and behavior 
linkage. 

Although data on actual purchase behavior is 
more costly and harder to obtain, restaurant 
managers should prefer them. This is because 
an analysis based on purchase intent data may 
not be reliable. As a segmenting tool, stated 
intention is not reliable to predict future 
patronage. 
 

Hyllegard, Ogle, 
and Dunbar (2004) 

Store atmospherics (Penaloza 1999); 
Holt (1997) demographics to segment 
consumers on the basis of shared group 
characteristics. 
Lifestyle segmentation (Bagozzi, Rosa, 
Celly and Coronel 1998; Wells 1974). 
Research links lifestyle and the 
importance consumers place on 
atmospheric attributes and their 
patronage behavior (Huddleson, Ford, 
and Mahoney 1990; Oates, Schufeldt, 
and Vaught 1996; Olli, Grenstad and 
Wollebaek 2001).  
Psychographic variables such as strong 
social consciousness may influence 
consumers’ patronage behaviors 
(Domina and Koch 2002; Kim and 
Damhorst 1998). 

How consumers personal 
characteristics such as 
psychographics and 
demographics influence their 
perceptions of store 
atmospherics and purchase 
behavior intentions (Bitner 
1992). 

Consumers’ identity as environmentally 
responsible citizens influenced their perceptions 
about the importance of store atmospherics, and 
patronage behaviors. 
 
 
 
 
 
 
 
 
 
 
 
 
 

(table continues) 
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Arnold, 
Handelman and 

Retail store choice models are 
advanced to explain the patronage 

The link between store 
environmental elements 

Retailers who symbolically relate to a 
consumer’s meaning system on other 
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Tigert (1996) process with the economic 
environment. The economic 
environment is where a product or 
service is exchanged such that 
organizations are rewarded for effective 
and efficient control of the work 
process (Scott 1987). These retail 
choice models include those of 
Bellenger and Moschis (1982), Burke 
et al. (1992), Darden (1979), Dawson, 
Bloch and Ridgway (1990), Keng and 
Ehrenberg (1984), Laaksonen (1993), 
Louviere and Gaeth (1987), Mason, 
Durand, and Taylor (1983), Monroe 
and Guiltinan (1975), Sheth (1983), 
and Spiggle and Sewall (1987). In these 
models, the dependent variable, store 
choice, is modeled variously as a 
function of the importance and 
perception of store attributes, store 
attitudes, general shopping patterns, 
householder/buyer demographics and 
socioeconomic characteristics, 
situational influencers, and 
retailer/marketer strategies. 

(organizational legitimacy)  
and patronage. 

constituency norms can enhance their 
legitimacy and hence patronage. 
Issues concerning both the community and 
other constituencies include: being a good 
corporate citizen, contributing to local charities, 
supporting local suppliers, providing good jobs, 
being a good place to work, encouraging family 
values, and emphasizing patriotic virtues. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

(table continues) 
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Author/effect Theory/referenced literature Relevance Findings 

 
Hisrich, Dornoff, 
and Kernan (1972) 

Linking perceived risk literature (Bauer 
1960; Bauer 1970; Bauer and Cox 
1967) and store selection 

The link between store 
environmental elements, 
traits (self confidence) and 

The greater one’s self esteem, the lower his or 
her level of perceived risk in choosing a store 
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A person’s general self confidence (self 
esteem) and the amount of risk he 
perceives in store selection is inversely 
related 

store choice 
 

Evans, 
Christiansen and 
Gill (1996) 

Extend theory of reasoned action 
(Fishbein and Ajzen 1975; Ajzen and 
Fishbein 1980) by adding the influence 
of social referents on shopping center 
patronage intentions for three shopper 
groups: males, female homemakers, 
and females working outside of the 
home. This theory has been the basis 
for extensive research into both 
behaviors and behavioral intentions 
(Sheppard, Hartwick and Warshaw 
1988). Social referent influence refers 
to the extent to which relevant others 
are instrumental in determining an 
individual’s consumption behavior 
(Ryan 1982; Ryan and Bonfield 1975).  

The link between attitudes, 
subjective norms, and 
patronage intentions for 
retail patronage with the 
inclusion of social influence 
(accounting for group 
membership). 

Female homemakers are more likely to 
participate in the shopping experience as a 
function of the social norms surrounding their 
role as the family purchasers. 
 
Males appear to desire personalization in the 
shopping experience. 
 
Working women place greater need on value, 
product presentation, and convenience than do 
males and female homemakers. 

Shim and Eastlick 
(1998) 

Extend theory of reasoned action 
(Fishbein and Ajzen 1975; Ajzen and 
Fishbein 1980) by adding Homer and 
Kahle’s (1988) personal values as the 
underlying determinant of consumer 
attitudes and behavior.  

Value - attitude - behavior 
link for retail patronage. 

Shopping attitude is defined as “shopper’s 
attitude toward salient location, atmosphere, 
cultural mix, retail mix, product mix, and 
promotion attributes of regional malls” (Shim 
and Eastlick 1998, p. 140). 
Value-attitude-behavior link holds for a wide 
range of services and products. 

(table continues) 
    
(continued.)   
Author/effect Theory/reference literature Relevance Findings 

 
Shim and Eastlick 
(1998) 

Value: “an enduring belief that a 
specific mode of conduct is personally 
or socially preferable to an opposite or 
converse mode of conduct or end-state 

 Ethnic identification plays a role as the value 
component to influence behavior toward retail 
patronage. This is as opposed to ethnicity in the 
value-attitude-behavior model. 
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of existence” (Rokeach 1973, p. 5). 
Oyewole (2007) Theory of ethnic pluralism and 

Pender’s (1987) Health Promotion 
Model (Ragoonan, Shrestha and Smith 
2005; Shrestha and Smith 2002) 
Culture and international marketing of 
food services are strategically 
intertwined. The fast food market in the 
U.S. provides tempting opportunities 
for international food marketers.” 
‘With almost half of U.S. food 
spending going toward food eaten away 
from home  retail sales of fast food in 
the country increased from $16.1 
billion in 1975 to a projected $153.1 
billion in 2004 – a whopping 900% 
growth in just about three decades” 
(Austin et al. 2005, p. 1575). The 
challenge, however, is that the fast food 
industry is highly competitive, 
especially due to the low entry barriers 
requiring relatively little start-up 
investment capital (Rumore et al. 1999) 
and this competitive situation is only 
expected to intensify (Pettijohn, 
Pettijohn, and Luke 1997).  

Frequency distributions for 
fast food patronage, no 
explored correlations. 

Hygiene and reliability, expeditiousness, 
availability and courtesy are four dimensions of 
service quality most important to African 
American consumers in the fast food sector. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

(table continues) 
    
    
(continued.)   
Author/effect Theory/referenced literature Relevance Findings 

 
Chow, Lau, Lo, 
Sha and Yun 
(2006) 

Decision and experiential-oriented 
perspectives (Holbrook 1995) as the 
theoretical guide. 
According to Holbrook’s (1995) 

Customer satisfaction-
Service Quality and 
frequency of patronage 
relationship. 

Results demonstrate that environmental inputs 
and customers inputs are significant predictors 
of repeat patronage. 
An important implication of the social nature of 
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perspectives, consumers’ responses 
stem from two broad sources: 
environmental inputs and consumer 
inputs. These inputs contribute to the 
consumers’ evaluative standards and, in 
turn, shape their experiential-oriented 
systems and decision-oriented systems.  

services in general, and hospitality services in 
particular, is the predominant role that culture 
plays in that performance (Becker et al., 1999). 
Restaurant consumers seek variety, and often 
visit a number of restaurants to meet their needs 
for different occasions and purposes (Sivas and 
Baker-Prewitt, 2000). 

Kivela, Inbakaran 
and Reece (1999) 

“Lewin’s (1938) expectancy-
disconfirmation theory: Individuals 
make purchase decisions based on their 
expectations of the outcomes of a 
specific action (Webster 1991). A 
positive disconfirmation occurs if the 
product or service is better than 
expected, whereas a performance worse 
than expected results in a negative 
disconfirmation. A review of recent 
hospitality literature, notably by Barsky 
(1992, 1995), Almanza et al. (1994), 
Bojanic and Rosen (1994), Dube et al. 
(1994), Lee and Hing (1995), Stevens 
et al. (1995), Johns (1996), Johns and 
Tyas (1996), Oh and Jeong (1996), 
Pettijohn et al. (1997), and Qu (1997), 
suggests that customer satisfaction 
research is important because it is 
directly linked to return behavior.  

A conceptual model of 
dining satisfaction and return 
patronage link. A long 
literature review article. 

Customer’s decision to return to the restaurant 
is more important than patronage decision 
(Lowenstein, 1995) Restaurant marketers 
should be expressly interested in customer 
satisfaction – return relationship and process. 
“Exacting customer demands mean that 
restaurant organizations must Endeavour to 
deliver not only quality products and services, 
but also a high level of dining satisfaction that 
will lead to increased customer return and 
greater market share. The importance of 
customer satisfaction in relation to occupancy 
rates, return rates and both management experts 
and researchers in the hospitality field have 
long exhorted profitability.  
 
 
 
 

(table continues) 
    
(continued.)   
Author/effect Theory/referenced literature Relevance Findings 

 
Kivela, Inbakaran 
and Reece (1999) 

However, the literature also reveals that 
there is little theoretical understanding 
about the disconfirmatory effects on the 
formation of dining satisfaction, and 
how satisfaction affects post-dining 

 Similarly, Almanza et al. (1994), Dube et al. 
(1994), Lowenstein (1995), Lee and Hing 
(1995), Oh and Jeong (1996), Yau and Lee 
(1996), Pettijohn et al. (1997) and Qu (1997), 
have identified customer satisfaction to be 
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behavioral intentions, prompting Oh 
and Jeong (1996) to lament at the 
paucity of studies specifically 
concerned with dining satisfaction and 
return patronage” (p. 206). 

equally important for marketers, who are 
responsible for measuring dining satisfaction, 
and who must position restaurant operations” 
(Kivela, Inbakaran and Reece 1999, p. 205). 

Herzog, Black, 
Fountaine, and 
Knotts (1997) 
 

A systematic replication of the 
information reported by Veitch et al. 
(1991) study. 
The negative set the lighting type in use 
might cause poor performance and 
fatigue; the indifferent set stating that 
no behavioral effects of the fluorescent 
lamps should be expected; and positive 
set stating that light might cause good 
performance. 

The relationship between the 
lighting and performance in 
office setting. 

Although it is stated that full-spectrum 
fluorescent lighting is beneficial to people 
(Blumenthal, 1992; Cook, 1994), the 
experimental evidence does not support these 
claims.  
 

Baird, Harder and 
Preis (1997) 

Application of psychophysics to 
environmental psychology in order to 
study the effect of community noise (an 
environmental stressor) on annoyance.   
A psychophysical model is developed 
based on a reduction of equal energy 
model (Bjorkman 1991; Rylander et al. 
1974).  

The link between community 
noise (environmental 
stressor) and annoyance. 

The relationship between annoyance and 
number of noise levels is similar to relationship 
between annoyance and sound intensity (Fidell 
et al. 1988; Fields 1984; Green and Fidell 
1991). 
 
 

(table continues) 
    
    
    
(continued.)   
Author/effect Theory/referenced literature Relevance Findings 

 
Newell (1998) 
 

Culture is a relatively organized system 
of shared meanings (Smith and Bond 
1993). Differences between cultures are 
assumed to arise more from learned 
social and environmental factors 
contributing to such shared meanings, 

To examine commonalities 
of privacy usage across 
cultural groups. 
 

The concept of privacy fits within the universal 
scheme proposed by Schwartz and Bilsky 
(1990). Privacy is a voluntary and temporary 
condition of people from different cultures. The 
seeking for privacy is associated with same 
antecedent conditions across cultures. 
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whereas cultural universals are more 
likely to be genetically transmitted 
(Poortinga 1990). 
Theory of Biological basis of privacy 
(Klopfer and Rubenstein 1977; Westin 
1967) human need for privacy may 
well be rooted in animal origins. 
Continuation of Newell (1994) study of 
system maintenance and development.  

 

Miller, Shim and 
Holden (1998) 
 

Environmental affordances (Gibson 
1979). Physical characteristics of 
environment have the potential to shape 
parent care giving behavior (Wachs and 
Camli 1991). 
 

Role of environmental 
affordances and demands 
on parental behavior. 

Affordances and demands are cues for 
appropriate place-related behavior. 
 

McAndrew (1998) 
 

Sense of place, and sense of personal 
identity (Belk 1992; Dovey 1985; 
Feldman 1990; Little 1987; McAndrew 
1993; Proshansky, Fabian and 
Kaminoff 1983; Relph 1976). 

The link between sense of 
place and place-relevant 
behavior. 

Place attachment can be thought of as a 
quantifiable individual difference that might be 
used to predict the place-relevant behavior. 
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THE AFFECT OF ENVIRONMENT ON BEHAVIOR 
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REVIEW OF STUDIES THAT EXPLORE THE AFFECT OF ENVIRONMENT ON 

BEHAVIOR 

 

Author/effect Theory/referenced literature Relevance Findings 
 

Hartig, 
Nyberg, 
Nilsson and 
Garling 
(1999) 
 

Mood congruence (Blaney, 
1986; Baddeley, 1990) 
defined as: the enhanced 
coding and/or retrieval of 
material the affective valence 
of which is congruent with 
ongoing mood. Associative 
network explanation for this 
congruence holds that recall is 
primed by the mood with 
which the material is 
associated (Bower et al., 
1981). 

Whether differences in 
moods induced by 
experiences of different 
environments would in 
turn have different effects 
on memory retrieval. 
 

The change in 
environment 
resulted 
differences in 
moods that were at 
a maximum 
moderate in 
magnitude. 
Findings do not 
yield mood 
congruent recall. 
The small to 
medium level of 
mood variation 
due to place 
change do not 
occur with mood 
congruent recall.  

Lawrence  
and Leather 
(1999) 
 

Blackwell’s (1989) suggestion 
that the presence of certain 
culturally stereotyped persons 
can serve as cues that are 
associated with violence. 
(Leather and Lawrence, 
1995). 
Previous research examining 
stereotype dilution had 
illustrated the importance of 
task instructions (Neuberg and 
Fiske, 1987), outcome 
dependence (Erber and Fiske, 
1984; Neuberg and Fiske, 
1987), and information about 
the target individual (Krueger 
and  Rothbart, 1988; Macrae 
et al., 1992). This paper 
presents two studies 
investigating 
the stability of an 
occupational stereotype under 

Investigating the stability 
of an occupational 
stereotype under different 
environmental conditions. 

People do not 
continue to 
stereotype 
regardless of 
context, rather, 
under certain 
environmental 
conditions they 
reduce the impact 
of their 
stereotypical 
judgments.  
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different environmental 
conditions. 

 

Bjerke and 
Kaltenborn 
(1999) 
 

Two philosophical views of 
the human-environment 
relation: Ecocentric (or 
biospheric) view, which 
includes concern for 
nonhuman objects and 
ecosystems even if 
conservation of them involves 
human sacrifice (Stern and 
Dietz, 1994; Oksanen, 1997). 
The second is the 
anthropocentric view, which 
holds human needs above 
other values, and which 
implies a support for 
protection of the environment 
if it satisfies human needs 
(Gardner and Stern, 1996). 
Both views will often be 
activated in support of the 
same environmental policy.  

A test of value- attitude-
behavior link on an 
environmental issue: 
attitude toward an animal. 
 

A positive 
association 
between 
anthropocentricism 
(a value 
dimension) and 
negative attitudes 
toward large 
carnivores is 
found. Also a 
positive 
association 
between 
ecocentrism (again 
a value) and 
positive attitudes 
for large 
carnivores is 
confirmed.  
Sheep farmers 
express relatively 
anthropocentric 
motives, while 
wildlife managers 
and research 
biologists express 
ecocentric motives 
on environmental 
issues. 
Values motivate 
action, serve the 
interest of a social 
group, serve as 
moral standards 
for conduct, and 
are gained by 
socialization. 

Kaiser, 
Wolfing and 
Fuhrer (1999) 
 

Theory of planned behavior. 
Ecological behavior defined 
as actions that contribute 
towards environmental 

The link between 
environmental attitudes 
and ecological behavior. 

Backing the use of 
the theory of 
planned behavior 
as a unifying 
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preservation and conservation 
(Axelrod and Lehman, 1993). 

frame for 
environmental 
attitude research. 
Also, behavior, 
ecological or non-
ecological, is in 
general affected by 
psychological 
influences beyond 
people’s control.  

Wallenius 
(1999) 
 

Person-environment fit theory 
deals with how characteristics 
of the person and the 
environment affect well-being 
(Caplan, 1983).  
 

The fit of the needs of the 
person with the 
environmental resources 
and opportunities or the 
fit between the demands 
of the environment and 
the abilities of the person. 

High level of 
social and 
environmental 
support, together 
with satisfaction 
with life, is 
interpreted to 
reflect the positive 
disposition to the 
environment 
typical for positive 
affectivity.  
 

Veitch and 
Newsham 
(2000) 
 

Baron’s positive affect theory 
(Baron, 1990; Baron et al., 
1992) 
Wineman (1982) states that 
control can lead to undesired 
effects if it requires choices 
one did not wish to make. 
Burger (1989) concurs with 
this statement. 
Becker (1991) states that 
workers are becoming more 
demanding than previous 
generations for control over 
workplace features. 

Choice of workplace 
lighting and beneficial 
behavioral outcomes 
relationship. 
 

No contrariety 
between the two 
groups in terms of 
performance. 
 

Hodgkinson 
and Innes 
(2000) 
 

Shift from economically 
founded dominant social 
paradigm (Noe and Snow 
1990) to new environmental 
paradigm (Dunlap and Van 
Liere 1978) which states that 
environmental problems stem 
from the traditional values, 
attitudes and beliefs prevalent 

The relationship between 
economic beliefs about 
money and social 
conservatism and 
attitudes toward the 
environment. 

Study was 
inconclusive as to 
the suggested 
relationship. 
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in industrialized society. 

Knez (2001) 
 

Effects of physical factors on 
emotion (Evans 1982; Russell 
and Snodgrass 1987) and 
influence of emotion on 
cognitive processes (Clark 
and Fiske 1982; Isen 1984). A 
causal link is defined between 
a luminous environment, 
mood and cognitive 
performance by Baron, Rea 
and Daniels (1992). Knez and 
Kers’s (2000) cultural/context 
view of gender difference in 
emotional reaction to color of 
light, i.e.,gender role of 

The relationship between 
light, mood and cognitive 
process. 
 

No direct effect of 
light on mood is 
indicated. Females 
perceived room 
lights as more 
expressive, less 
dim and soft, or 
more cold and 
glaring. Thus 
women appraised 
the room light 
across all light 
settings as more 
accentuated than 
did men. 

 conceptions and expectations. 
Light color creates a 
contrasting emotional effect in 
genders. 

  

Belojevic, 
Slepcevic and 
Jakovljevic 
(2001) 
 

The interrelated network of 
three groups of factors 
influences mental 
performance in a noisy 
environment: the 
characteristics of noise, task 
type, and personality variables 
(Gullian 1973).  
A theoretical basis for the 
relation between introversion 
- extroversion and mental 
performance in noise may be 
found in Broadbent’s arousal 
theory of stress (1971). 
Introverts show higher basic 
levels of psycho-physiological 
activity (Stansfeld 1992). In 
concordance with the arousal 
theory, this may lead to more 
pronounced reactions to noise. 

The study of 
introversion/extroversion, 
noise and performance 
relationship. 
 

Extroverts 
performed faster in 
noise compared to 
quiet conditions. 
Only introverts 
pronounced 
concentration 
problems and 
fatigue in noise. 
 

Jorgensen and 
Stedman 
(2001) 
 

An attitude framework to 
assess whether sense of place 
encompasses place concepts 
commonly addressed in 
evironmental pychology: 
attachment, identity, and 

Development of sense of 
place as a concept.  
 

Sense of place 
scale developed in 
this paper can 
provide 
researchers with an 
easily 
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dependence (Moore and 
Graefe 1994; Williams et al. 
1992). 

administered and 
reliable means by 
which to measure 
attitudes towards 
spatial settings. 
 

Hidalgo and 
Hernandez 
(2001) 
 

Place attachment, Sarbin’s 
(1983) definition: the 
propensity of human beings 
and other animals to seek out 
the place where they were 
born or find a place in which 
they feel comfortable and 
secure. In general, literature 
concurs that people develop 
feelings of attachment to a 
range of places like a house, a 
street, a city or nation.  
According to ltman and Low 
(1992), places people can be 
attached to vary in scale, 
specificity, and tangibility, 
from very small objects to the 
nation, planet or universe. For 
example, attachment to house 
(Cooper 1992; Ahrentzen 
1992), children’s playgrounds 
(Chawla 1992), a square (Low 
1992), people in a place (Low 
and Altman 1992) and objects 
(Belk 1992), are studied in the 
literature.  

Comparison of place 
attachment for home, 
neighborhood and city. 

Attachment to 
neighborhood is 
less significant 
than attachment to 
home and city. 
Social attachment 
is greater than 
physical 
attachment. People 
feel attached not 
just to social but 
also to physical 
dimensions of a 
place  
Women show 
greater attachment 
than men 
No differences 
were found in 
attachment 
regarding social 
class. 
 

 

Hygge and 
Knez (2001) 
 

Arousal models (Broadbent 
1971) that state that mild heat 
decreases activation whereas 
increased levels of noise and 
luminance increase activation.  
Speed-accuracy-trade-off 
hypothesis (Hockey 1984) at 
the cost of accuracy, attention 
works faster in noise. 

Air temperature, noise, 
ventilation and luminance 
combination on 
performance and self-
reported affective state. 

Interactions of 
noise and heat 
affect long-term 
recall of a text. 
Interaction of 
noise and light 
affect recall of 
emotionally toned 
words. 

Donald and 
Siu (2001) 
 

Links between stress and 
various negative outcomes 
(Beehr and Newman 1978; 
Cooper and Cartwright 1996; 
Cooper and Marshall 1976; 

The relationship between 
environmental conditions 
and employee health for 
blue and white collar 
samples. 

Environmental 
conditions 
including 
ventilation, 
workable space, 
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Cooper et al. 1988; Evans et 
al. 1996). Also, studies of 
stressors: noise (Smith 1991; 
Sundstrom et al, 1994), 
vibrations (Quick and Quick 
1984), temperature (Cohen 
1980), air movement and air 
pollution (Jokl 1984), and 
lighting (Knez 1995). 

 illumination, 
temperature, noise, 
air pollution, and 
freedom to move 
around at work are 
positively related 
to job satisfaction, 
and physical and 
mental well-being. 
Organizational 
commitment 
moderates the 
relationship 
between 
environmental 
conditions and 
health. 
 

 
Kerr, 
Hayashi, 
Matsumoto 
and 
Miyamoto 
(2002) 
 

Reversal Theory (Apter 1982) 
for understanding human 
psychological responses to 
different types of locations, 
settings and activities. It is 
hypothesized that social or 
cultural context may induce 
the paratelic state or telic 
state. 
The paratelic state is 
characterized by present-
oriented playfulness and 
spontaneity, and the telic state 
to one that is future oriented 
and concerned with planned 
and serious achievement. 
Environmental events can 
induce telic-to-paratelic or 
paratelic-to-telic reversal 
between the states.  

To test if existing studies 
that incorporate reversal 
theory together with 
arousal level hold true. 
Also to test if reversal of 
metamotivational states is 
possible. 

Reversal of 
metamotivational 
states is observed. 
High levels of 
arousal are 
preferred in 
paratelic state. 
Although 
individuals at telic 
state are thought to 
prefer low levels 
of arousal, the 
increases in 
arousal remained 
in the low-to-
moderate range.  

 

Stone (2003) 
 

Some colors are considered as 
stimulating and others as 
calming (Plack and Shick 
1974; Levy 1984). Colors can 
direct ones attention to a task 
or away from it (Wineman 
1979). However, there are 

To understand the impact 
of environmental view, 
task type and color on a 
workers mood, 
satisfaction, motivation 
and performance. 

Mood, specifically 
negative mood and 
performance 
satisfaction is 
affected by the 
demands of the 
task. Motivation 
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contradicting results (Stone 
and English 1998; Ainsworth 
et al. 1993). Visual stimuli, 
specifically scenic views, 
serve a restorative function. 
Kaplan (1983). People prefer 
nature to urban scenes 
(Markus 1967), and complex 
to non complex scenes 
(Kaplan et al. 1972), The 
preference for most spaces is 
to be well organized but 
diverse enough to hold one’s 
attention (Herzog 1992) and 
nature gets attention with no 
effort (Kaplan 1983). Also, 
natural scenes are desired 
because wilderness is 
restorative (Kaplan 1983). In 
turn, restorative environments 
may help individuals fend off 
other destructions because 
they are rested and may also 
allow for reflection and 
insight (Kaplan 1983). For 
instance, the highest rated 
reason for having plants and 
pictures in the workspace was 
that people tended to like to 
look at these items (Biner et 
al. 1993).  

was not affected 
by any 
manipulation. 
Also, individuals 
color preferences 
might be more 
important on 
performance. 

Wilson and 
MacKenzie 
(2000) 
 

Barker's theory of behavior 
settings established the view 
that social behavior must 
always be considered within a 
particular place and at a 
particular time (see Barker 
1987). Sommer (1969) and 
Canter (1977) have proposed 
that people's interactions with 
the environment are 
determined by the meanings 
they attribute to it, and both 
stress the impact of 
expectations on behavior 
within a particular 

The relationship between 
domestic interior and 
social attributions people 
make using it. 
 

The results show 
that people are 
able to derive 
hypotheses 
regarding the 
social and personal 
aspects of the 
inhabitants from 
the design of the 
room; from the 
occupants' age, 
occupation and 
wealth to their 
personality, 
aspirations, 
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environment. 
 

hobbies and 
lifestyles. 

Kerr and 
Tacon (1999) 
 

Reversal theory (Apter 1982) 
for understanding human 
psychological responses to 
different types of locations, 
settings and activities. 

Telic/paratelic locations, 
place-psychological 
states relationship. 

Individuals are 
sensitive to the 
psychological 
states required in 
particular settings. 

 
Zimmer and 
Ellermeier 
(1999) 
 

Individual annoyance 
reactions to noise have been 
found to depend on physical 
attributes of the noise, 
attitudes towards the noise 
source, and personal 
characteristics of respondents 
(Green and Fidell 1991; Job 
1988; Taylor 1984). Noise 
sensitivity is operationalized 
as a stable personality trait 
that captures attitudes towards 
a wide range of environmental 
noises (Moreira and Bryan 
1972; Stansfeld 1992) 

Individual noise 
sensitivity (personality 
trait) - noise annoyance 
reaction relationship. 

One-item ratings 
cannot be used to 
measure noise 
sensitivity. 
 
 
 

 

Hernandez, 
Hidalgo, 
Salazar-
Laplace and 
Hess (2007) 
 

Place attachment and place 
identity are two concepts that 
frequently overlap due to the 
fact that the samples used in 
most studies (native persons 
who have resided in that place 
for a long time) show a high 
level of both place attachment 
and place identity (Bown et al. 
2003; Vidal et al. 2004) 
 

The relationship between 
place attachment and 
place identity. 
 

Place attachment 
develops before 
place identity. 

 

Finlay, 
Marmurek, 
Kanetkar, and 
Londerville 
(2007) 
 

Mehrabian and Russell (1974) 
environmental psychology. 
 

The link between trait 
arousal and intention to 
patronize a casino. 
 

The effects of 
congruence in trait 
and state emotion 
are bounded by the 
positivity of the 
outcome (at-risk 
gambling versus 
restoration), the 
design of the 
casino (playground 
versus gaming), 
the dimension of 
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emotion (arousal 
versus pleasure), 
the pole of the 
emotion (low 
versus high) and 
gambler subtype 
(problem versus 
non-problem). 

Pretty, 
Chipuer, and 
Bramston 
(2003) 
 

Literature on place identity 
and its underlying 
dimensions: place identity, 
place attachment (emotional 
bonding/ behavioral 
commitment), sense of 
community 
(affiliation/belonging), and 
place dependence. Sense of 
place (Jorgensen and Stedman 
2001; Relph 1976) 
 

The relationship between 
the dimensions of sense 
of place and 
identification with a place 
and preference to stay as 
moderated by adult 
versus adolescents 
 

The individual 
dimensions of 
sense of place 
show differences 
in ability to 
discriminate 
residents’ identity 
with the 
community, even 
though there is 
overlap in 
conceptual 
representations 
and empirical 
indicators of 
dimensions. 

Parameswaran 
(2003) 
 

Piaget and Inhelder’s (1967) 
spatial reasoning stages to 
mapping landscapes that is 
adapted by Hart and Moore 
(1973) where three stages in 
the development of spatial 
representation in children is 
defined. 
It has been proposed that map 
forms differ based on cultural 
context (Taylor and Tversky 
1992). Children’s experience 
with physical maps and their 
physical environment vary 
based on their cultural 
purpose and the meanings 
attached to the map making 
activity. 

To examine how gender 
and cultural context 
affect the representation 
of children’s environment 
by analyzing 
neighborhood sketches. 
Also, to explore the issue 
of map representations 
for children in different 
cultural environments. 
 

Indian children 
exhibited a more 
intimate 
knowledge of their 
neighborhoods 
than American 
children while the 
American children 
had knowledge of 
landmarks further 
away than the 
Indian children. 
Indian 12 years of 
age depicted the 
most number of 
physical features, 
reflecting their 
extensive 
experience with 
their 
neighborhoods. 
The quality and 
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features depicted 
in the maps varied 
by culture. Indian 
children 
emphasized social 
life by depicting 
vehicles and 
people, whereas 
American children 
emphasized 
cardinal directions. 
Six-year-old 
children from both 
cultures did not 
exhibit cultural or 
gender differences. 

Liu and 
Sibley (2004) 
 

Theory of reasoned action 
(Fishbein and Ajzen 1975) 
 

The relationship between 
attitude and behavior 
moderated by shared 
representations. 

The structure of 
the physical 
environment, 
rather than group-
based social 
representations 
and attitudes 
moderates the way 
in which a 
behavior is 
performed  

Knez (2005) 
 

Breakwell’s four processes 
model of place identity 
(Twigger-Ross, Bonaiuto, and 
Breakwell 2003) Identity 
theories and environmental 
psychology  
 

The relationships 
between place, climate, 
place attachment, and 
place identity. In 
environmental 
psychology, three main 
constructs are indicated: 
place attachment, place 
identity, and sense of 
place. However, there is 
no agreement on the 
relationship between 
these constructs.  

The results 
obtained are 
consonant with the 
more explorative 
and qualitative 
data on place-
related attachment 
and identity (e.g., 
Gustafson 2001; 
Twigger-Ross and 
Uzzell 1996). 
Secondly, they 
address climate as 
an important 
perceived 
component of a 
place (Knez 2003) 
and, thirdly, they 
indicate tentatively 
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a link between 
residential time 
and place-related 
attachment and 
identity (e.g., 
Giuliani 2003; 
Hidalgo and 
Hernandez 2001; 
Twigger-Ross et 
al. 2003). 

Manzo (2005) 
 

A grounded theory 
development approach (Glaser 
and Strauss 1967; Strauss and 
Corbin 1990), which focuses 
on the nuances of people’s 
experiences to develop and 
explore concepts and theories. 

A study of the 
intersection of place and 
identity. 
 

The findings from 
this research 
expand upon 
important findings 
in the literature on 
place attachment, 
meaning and 
identity. For 
example, 
participants’ 
stories reflect the 
‘‘underlying 
dimensions’ of 
place meaning 
posited by 
Gustafson 
(2001b)—
distinction, 
valuation, 
continuity and 
change. 

Lima and 
Castro (2005) 
 

Four views of nature 
identified by culture theory 
 

The relationship between 
environmental hyperopia 
and cultural worldviews 
regarding nature. 
 

Environmental 
hyperopia effect: 
concern for local 
environmental 
issues was more 
attenuated than for 
global ones, risk 
perception of local 
sources of 
pollution was 
perceived lower 
than distant 
threats, and global 
sources of 
information about 
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environment were 
considered more 
trustworthy than 
local ones. All 
these effects were 
attenuated by the 
views people hold 
of nature. 

Fischer, 
Tarquinio, 
and Vischer 
(2004) 
 

Characteristics of an 
individual’s identity (social 
dimensions of sense-of-self or 
self-schema, Monteil 1993). 
Markus (1977) defined self-
schema as a cognitive 
structure containing the 
generic knowledge that one 
has about oneself and uses to 
organize, summarize, and 
explain one’s behavior.  
 

The relationship between 
self schema and 
workplace assessment. 
 

The results of this 
study elaborate on 
the nature of the 
relationship 
between personal 
space at work and 
people’s sense of 
self, by 
demonstrating that 
workers with a 
professional self-
schema of failure 
evaluate various 
aspects of their 
environment more 
negatively than 
other workers; 
their office is a 
place they do not 
enjoy occupying 
and they judge its 
aesthetic qualities 
more negatively. 
In contrast, 
workers with a 
professional self-
schema of success 
show a greater 
appreciation of the 
same 
environmental 
qualities. It seems 
clear that both 
categories of 
worker perceive 
and evaluate their 
work environment 
as a function of the 



 

 169 

characteristics of 
their professional 
self-schemata. 

Stamps 
(2004) 
 

Mystery/complexity/legibility/ 
coherence model of Rachel 
and Stephen Kaplan (1989). 
The theory postulates that 
people will have two basic 
needs in environments: to 
understand and to explore. 

A meta analysis of 
mystery, complexity, 
legibility and coherence 
studies 
 

The theory 
proposed that 
people have 
intrinsic needs for 
understanding and 
exploring 
environments that 
are either 
immediately 
perceptible or must 
be inferred. Four 
key variables were 
proposed: mystery, 
complexity, 
legibility, and 
coherence. Each 
variable was 
measured by 
subjective ratings. 
These ratings were 
the dependent 
variables. 
Environments 
were described in 
terms of cognitive 
categories 
generated ad hoc 
from preference 
data. The 
postulated theory 
has not generated 
producible results. 
Suggestions for 
possible patches 
and future work 
are proposed. 

Kaya and 
Weber (2003) 
 

This study is based on the 
privacy regulation model 
proposed by Altman (1975). 
This framework defines 
privacy as “a selective control 
of access to the self or to 
one’s group” (p. 18). Central 

Perceived privacy 
regulation (achieved-
desired privacy) and 
perceived crowding 
relationship.  
Some cultures have a 
stronger preference for 

Altman’s privacy 
regulation model 
(1975) revealed 
that American and 
foreign students 
significantly 
differed in their 
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to Altman’s privacy model are 
the constructs of desired 
privacy, achieved privacy, and 
optimum level of privacy. 
Desired privacy is an 
individual’s ideal level of 
contact with others at any 
specific time, whereas 
achieved privacy refers to the 
actual level of contact 
experienced by an individual 
at a particular point in time. 

privacy and more privacy 
needs and gradients than 
others (Altman and 
Chemers 1980).  

desired privacy 
levels. Americans 
had higher needs 
for privacy in their 
residence hall 
rooms than did 
foreign students. 
The results of the 
study showed that 
foreign females 
perceived their 
residence hall 
rooms as more 
crowded than did 
American females; 
American male 
students perceived 
their physical 
settings as more 
crowded than did 
foreign male 
students. 
These results 
concur with Evans, 
Lepore, and Allen 
(2000), who 
examined the 
perceptions of 
crowding among 
the four ethnic 
groups: Anglo 
American and 
African American 
(noncontact 
groups), 
Vietnamese 
American and 
Mexican American 
(contact groups), 
all residents of the 
United States. The 
results showed that 
contact cultural 
groups perceived 
their home 
environments as 
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less crowded than 
did noncontact 
groups.  
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