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PREFACE 
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give me the possibility of this internship.  

Moreover, I would like to thank the owners/managers of the three shopping-centres namely, Corio, 

Keizerswaard and Syntrus Achmea, for their cooperation to conduct the surveys in their shopping-

centres. I would like to thank my friends Myrthe Ooms, Manon Stofbergen, Petra de Vries, Tamara Verk-

leij and last but not least my mother Yolanda Siemes for assisting me to conduct all 270 surveys. It was 

a tough job, and without their help the survey process would never have gone so smoothly.   

Finally, I would like to thank my grandfather, grandmother and last but not least my father, Ton Siemes, 

for reading, correcting grammatical mistakes and thinking along during this process.  

I hope the results of this study may contribute to the various retailers and other stakeholders to better 

understand their consumers.  

Enjoy reading this study! 
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SUMMARY 

In recent years the Dutch retail market has changed. This is partly due to the changing shopping pat-

terns of the consumers which makes it difficult for retailers to survive. Thereby retailers forget that con-

sumers respond to more than only the core products in the shop. A consumer responds to the total 

shopping environment, partly consisting of the characteristics in the shop. These shop characteristics can 

help to create a pleasant environment, where a consumer spends more time and money. But for the 

retailer it is not clear to what extent these shop characteristics are important for the consumer.  

The main goal of this study is to determine: ‘To what extent are shop characteristics of Dutch cosmetic 

shops located in indoor shopping-centres influencing consumers’ preferences? 

Existing scientific literature has been used to get a better understanding of the various consumers and 

the role of atmospheric characteristics. The literature states that consumers can have many motivations 

for shopping, but the most commonly used motivations are hedonic and utilitarian shopping motiva-

tions, whereby some of the visits to the shop are planned and other shop visits are impulsive.   

A shop consists of many different characteristics. Atmosphere is one of these characteristics. Some of the 

existing literature sees the atmospheric characteristics as a distinction of the shop characteristics. Due to 

the fact that the various researchers for atmospheric characteristics found almost the same characteris-

tics for atmospherics as the researchers for shop characteristics, this research has combined the shop 

characteristics and the atmospheric characteristics, called the shop characteristics. These shop charac-

teristics consist of various physical characteristics such as: product/assortment, price/quality, location, 

material and colour, size, atmosphere, amount of lighting, temperature, staff/service, view, lay-out, 

image, crowdedness and the shop in general. 

Consumers can also differ from each other based on (without claiming to be complete) social, demo-

graphic and economic characteristics. To use these differences consumers need to be segmented. In this 

study, the segmentation is based on the socio-demographic characteristics of the consumer like: age, 

education level, professional activity and gender.  

This research has been carried out on the basis of interviews of shoppers in three indoor shopping-

centress, located in Rotterdam, and in three Dutch cosmetic shops, which provide in the daily need. This 

concerns shopping-centre Alexandrium, Zuidplein and Keizerswaard and for the shops it concerns cos-

metic shops Etos, Kruidvat and Trekpleister. These three shops are the same for the various shopping-

centres. At each shop the various physical characteristics have been measured. In the surveys the opin-

ion of the consumers was collected. Each respondent had to choose on the fourteen shop characteristics 

which shop they preferred. The shop they just visited or another well-known shop. The respondents were 

asked to value the fourteen characteristics on a 5-point Likert scale for the shop they just visited. In addi-

tion, the shopping motivation, the type of visit and the socio-demographics of the consumer have been 

collected. A total of 270 respondents participated in this research.  

To determine the differences between the three shops, the shops are compared based on the collected 

physical characteristics of each shop. The three shops do not differ much from each other regarding the 

physical characteristics of the shops. They only differ on the aspects: façade, tidiness, size, temperature, 

colour of the lighting, shop window and the view through the shop.  

The collected data have been analysed using various methods. First, descriptive analyses have been 

carried out. These gave a description of the socio-demographics of the respondents and their shopping 

motivation. The descriptive analyses stated that only shopping-centre Keizerswaard has a significant link 

between the shops and gender, whereby the majority of the respondents were women. However, shop-

ping-centre Keizerswaard has for the shop Trekpleister more male respondents. The age of the re-

spondents is mostly older than 25 years. Only in shopping-centre Alexandrium the emphasis is on re-

spondents with an age younger than 25 years. This is probably due to the various high schools located 

in the near area. Considering the education level of the respondents, most of the respondents have a 

middle level education, whereby the majority belongs to the working class. Only shopping-centre Alex-
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andrium is deviant, where in particular a lot of students have participated in this study. This corresponds 

to the many consumers that participated in this study for this shopping-centre with an age of 25 years 

and younger. Considering the shopping motivation, most of the respondents had at the moment of 

survey a utilitarian shopping motivation, whereby most of the shop visits were planned.  

An ordinal regression analysis has been carried out to predict what segment of consumer has a different 

opinion about the shop characteristics than average.  

This study shows that the physical characteristics of the shop have little to no influence on the shop ap-

preciation for the consumer. Only the consumer who is younger than 25 years old, the consumer who 

works, the consumer who had planned the visit to the shop, the utilitarian shopper or the male shopper 

has different opinions about the shop characteristics.  

The data have also been analysed by using a specific discrete choice analysis, the MNL analysis. The 

MNL model assumes that the utility of a shop depends on its characteristics plus a random component.  

Per shop characteristic a model has been prepared by making use of the various physical characteristics 

so that the most preferred physical characteristics of the shop came forward. These analyses showed 

which physical characteristics contribute most to the consumers’ preferred shop. Finally, using the MNL 

Model, per shop characteristic has been tested which shop has the preference of the consumer.  

Some of the shops do have important physical characteristics. For all three shops it is important to know 

that the consumer prefers, according to the shop characteristics, a medium size shop, a shop with a 

dark façade and a tidy shop with bright(er) lighting. A retailer can create the most attractive cosmetic 

shop for the consumer, with this information.   

For the managers of Etos shops it is important that their shops are indeed the most preferred by con-

sumers for their image, tidiness, and service. For the manager of Kruidvat stores it is important that 

when it comes down to price, the consumer can find them.   

The respondents have (unconsciously?) a preference regarding the shop characteristics. This may mean 

that the consumer hardly noticed these characteristics, as suggested in the literature where was stated 

the consumer only notices the characteristics when they are very bad or very good, such as the tidiness 

of the various shops. Therefore the image of the shop is even more important; the retailer should pro-

mote it to become a unique selling point where the consumer feels attracted to. When the image of the 

shop becomes more prominent, the retailer gains a certain specific unique selling point what could 

attract consumers.  



 IX 
 

TABLE OF CONTENTS  

CHAPTER 1 - INTRODUCTION TO THE RESEARCH 15 
1.1 Introduction 15 
1.2 Motive 15 
1.3 Research questions 16 
1.4 Definitions of the research 17 
1.5 Relevance 17 
1.6 Structure of the thesis 17 

CHAPTER 2 - LITERATURE REVIEW 19 
2.1 Introduction 21 
2.2 Consumer purchase behaviour 21 
2.3 Shopping area characteristics 24 
2.4 Consumer segmentation 27 
2.5 Conclusions 27 

CHAPTER 3 - RESEARCH DESIGN AND METHODOLOGY 29 
3.1 Introduction 31 
3.2 Research methodology 31 
3.3 Method of analysis 33 
3.4 Study areas 33 
3.5 Data collection 34 
3.6 Conclusions 34 

CHAPTER 4 - STUDY AREA AND SURVEY LOCATIONS 37 
4.1 Introduction 37 
4.2 Study areas 37 
4.3 Shopping-centre Zuidplein 38 
4.4 Shopping-centre Keizerswaard 40 
4.5 Shopping-centre Alexandrium 42 
4.6 Conclusions 44 

CHAPTER 5 - DESCRIPTIVE ANALYSIS 47 
5.1 Introduction 47 
5.2 Socio-demographics of the respondents 47 
5.3 Shopping motivation 52 
5.4 Conclusions 55 

CHAPTER 6 - ANALYSIS AND MODELLING 59 
6.1 Introduction 59 
6.2 Perception of shop chacateristics 59 
6.3 Ordinal logistic regression analysis 60 
6.4 Multinomial Logit Model 68 
6.4 Conclusions  75 

CHAPTER 7 - CONCLUSIONS AND RECOMMENDATIONS 77 
7.1 Introduction 79 
7.2 Conclusions 79 
7.3 Recommendations for further research and managerial implications 82 

CHAPTER 8 - BIBLIOGRAPHY 83



X 
 

FIGURE AND TABLE OVERVIEW  

Figure overview 

Figure 2.1 - Shopping behaviour (Yalch & Spangenberg, 2000)       25 

Figure 3.1 - Structure questionnaire        33 

Figure 4.1 - Locations of the shopping-centres (google.maps, 2014)    37 

Figure 4.2 - Indoor impression centre Zuidplein (Rotterdam.info, 2014)    38 

Figure 4.3 - Outdoor impression centre Zuidplein (Rotterdam.info, 2014)    38 

Figure 4.4 - Ground plan centre Zuidplein (Locatusonline, 2014)     39 

Figure 4.5 - Outdoor impression centre Keizerswaard (Coconbeveiliging, 2014)   40 

Figure 4.6 - Indoor impression centre Keizerswaard (Hulstkampgroep, 2014)   40 

Figure 4.7 - Ground plan centre Keizerswaard (Locatusonline, 2014)    41 

Figure 4.8 - Inside impression centre Alexandrium (Corio, 2014)     42 

Figure 4.9 - Outdoor impression centre Alexandrium (DUIC, 2014)    42 

Figure 4.10 - Ground plan centre Alexandrium (Locatusonline, 2014)    43 

Table overview 

Table 3.1 - Characteristics and their physical characteristics      32 

Table 3.2 - Time overview questionnaire        34 

Table 4.1 - Retail mix centre Zuidplein (Locatusonline, 2014)     39 

Table 4.3 - Retail mix centre Keizerswaard (Locatusonline, 2014)     41 

Table 4.4 – Retail mix centre Alexandrium (Locatusonline, 2014)     43 

Table 5.1 - Gender overview         47 

Table 5.2 - Significance gender         48 

Table 5.3 – Age overview         48 

Table 5.4 - Significance age         49 

Table 5.5 - Professional activity overview        49 

Table 5.6 - Significance professional activity       50 

Table 5.7 - Education overview         50 

Table 5.8 - Significance education        50 

Table 5.9- Group composition         51 

Table 5.10 - Significance group composition       51 

Table 5.11 - Shopping motivation overview       52 

Table 5.12 - Significance shopping motivation       52 

Table 5.13 - Planned or impulse visit overview       53  

Table 5.14 - Significance planned or impulse       53 

Table 5.15 - Familiarity store Y overview        54 

Table 5.16 - Visit frequency shop X         54 

Table 5.17 - Visit frequency shop Y        55 



XI 
  

Table 6.1 – Perception of shop characteristics       60 

Table 6.2 - Model description products and assortment      63 

Table 6.3 - Model outcome products and assortment      63 

Table 6.4 - Estimate response probabilities for products and assortment    64 

Table 6.5 - Model description price/quality       64 

Table 6.6 - Model outcome price/quality        65 

Table 6.7 - Estimate response probabilities for price/quality     65 

Table 6.8 – Model description shop in general       66 

Table 6.9 – Model outcome shop in general       66 

Table 6.10 – Estimate response probabilities for the shop in general    67 

Table 6.11 – Subjective shop characteristics MNL Model      70 

Table 6.12 – MNL Model for material and colour       71 

Table 6.13 – MNL Model for atmosphere        71 

Table 6.14 – MNL Model amount of lighting       71 

Table 6.15 – MNL Model shop in general       72 

Table 6.16 – MNL Model products/assortment per shop      72 

Table 6.17 – MNL Model price/quality per shop       72 

Table 6.18 - MNL Model material/colour per shop      73 

Table 6.19 - MNL Model size per shop        73 

Table 6.20 - MNL Model atmospheric per shop       73 

Table 6.21 - MNL Model staff/service per shop       74 

Table 6.22 - MNL Model view per shop        74 

Table 6.23 - MNL Model lay-out per shop       74 

Table 6.24 - MNL Model image per shop        74 

Table 6.25 - MNL Model shop in general per shop      75 

Table 7.1 - Shop characteristics including accompanying aspects     80 

 



XII 
 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

INTRODUCTION TO THE RESEARCH 

  

 

 

 

 

1 



 

  



15 
 

CHAPTER 1 - INTRODUCTION TO THE RESEARCH 

1.1 Introduction 

This chapter introduces the research issues and objectives. It will discuss the cause and motive, it will 

illustrate the scientific as well the practical relevance and it will conclude with the research design for this 

study.  

1.2 Motive 

Many people feel attracted to shopping areas. We do our shopping in these areas and they fulfil an 

important role in our daily living. Besides the fact that shopping areas provide in our daily requirements, 

they often provide a social function as well. This social provision may contribute to an environment 

where we make a walk around with our kids or friends and a place where we can hear the latest stories 

about the neighbourhood or even gossiping (Platform 31, 2014a). For direct stakeholders a shopping 

area has even more important functions such as generating sales and rental income. Furthermore it is a 

source for employment and an attraction for tourists and business people from outside the town or even 

the country (Platform 31, 2014a).  

The Netherlands has a retail market which distinguishes itself from other countries by its intricate struc-

ture (CBRE, 2014; Platform 31, 2014a). This structure is the result of a high population density and a 

strict zoning policy. The Dutch retail stock consists roughly of three types of shopping areas: central 

shopping areas; inner city shopping-centres and supporting areas. Retail zoning policy protects and 

maintains the inner city shopping areas specifically. A policy fed by the desire to keep inner cities ‘lively’ 

to protect centre scale retailers and to prevent urbanisation of the scarce empty space in the country 

(CBRE, 2014). This applies both for smaller towns and larger inner cities.  

But the retail environment is changing, due to our changing shopping patterns. This is important be-

cause the retailer depends on the consumer. The traditional way of retailing does not exist anymore. 

Because of developments and innovations retailers have hard times to survive (Groeneweg, 2012; 

Rijlaarsdam, 2015). The changes in consumer behaviour have multiple causes. On the one hand there 

is the consumer with smaller or less purchasing power as a result of the current economic climate (Plat-

form 31, 2014a). The consumer responds to the economic situation by a decrease of confidence and 

willingness to pay (Groeneweg, 2012). On the other hand there is the growth of online shopping (Plat-

form 31, 2014a). Consumers can purchase their goods online often more easily (Groeneweg, 2012; 

Latten, 2012; JLL, 2011). Due to the revenue shift to the online shopping, the physical shop will lose 

more and more support (Platform 31, 2014a; Platform 31, 2014b). For the retailer it is essential to use 

the multi-channel way of shopping. Because the consumer has the power, the retailer has to be availa-

ble for the consumer all the time, for instance by using the internet. Also due to the increase in use of 

internet the publicity of retailers is also more extensive, consumers can use social media to give their 

opinion about the shop and other consumers can read their opinions (JLL, 2011).  

Not only the economic climate and the growth of online shopping are the reasons for the hard times of 

the retailers. Affourit (2011) mentioned that the current developments in the retail market are mostly 

due to the increase in population and the growth of spending in the past. This has resulted in the reali-

sation of much new retail floor area. The Netherlands belong to the top of Europe when it comes to the 

size of retail offer per capita (Affourit, 2011; Platform 31, 2014a).  

The rapidly diversifying need of the consumer is partly due to the change in the retail environment. The 

need of the consumer modifies in a way that they do not want the mass communication of the retailer 

anymore. A consumer wants to be approached, and thereby feel especially for a specific need (Jobber 

and Fahy, 2009). Also the effects of ageing and population decline are responsible for the changing 

retail environment (Groeneweg, 2012; Latten, 2013; Platform 31, 2014a; PropertyNL, 2013).  

The retail landscape has also changed due to the subsidiarisation. This has resulted in the fact that all 

Dutch shopping areas resemble each other, where convenience purchases are bought from the trusted 
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shops. But also within the retail mix all shops are quite similar (Bressers, 2011; Platform 31, 2014a). 

For the retailers within the same retail mix it is therefore important that they distinguish themselves from 

others.  

The shopping behaviour of the consumer is altering, but many shopping chains did not change at all 

(Moers, 2015; Rijlaarsdam, 2015). Therefore some retailers become vacant or even bankrupt. Especial-

ly the middle segment of the shopping chains has hard times (Rijlaarsdam, 2015). It can be argued that 

the demand market has shifted to a supply market. The consumer is leading (JLL, 2011). It is often said 

that in order to counteract this vacancy a retail environment must offer experience. This experience can 

be defined as a value which covers all factors, qualitative and quantitative, subjective and objective that 

make up the complete shopping experience (Babin et al., 1994). But the concept of experience is vague. 

The retail environment has to be cultural, such as in a museum, or spectacular such as ‘NikeTown’ 

(Caru and Cova, 2007). Thereby every consumer will experience the shopping in a different way, de-

pending on the social context, the products and services for which they shop and the personal relation-

ship of the consumer vis-a-vis the situation (Edgell et al., 1997). Therefore it is important to provide 

space for interaction and for shop visitors to feel at ease; to create a pleasant environment (Affourit, 

2011; PropertyNL, 2013). For the retailer it is important that the wishes of the consumer will be heard 

and can be adapted by the retailer (JLL, 2011).  

It has been recognized, that a consumer responds to more than just the core products and services in a 

shop. He responds to the total product line and to where it is bought (Billings, 1990). As a result, the 

characteristics of the shop play an important role. When it comes to a pleasant environment, also at-

mospheric characteristics play an important role. Atmospherics are part of the shop characteristics      

(Wang, 2008; Yoo et al., 1998). Following Donovan and Rossister, (1982) atmospherics are, in the 

retail context, stimulus that cause a consumers’ evaluation and causes some behavioural responses. 

These atmospherics can consist of aspects such as: colour, music and temperature (Turley and Milliman, 

2000). Turley and Milliman (2000) mentioned that atmospheric planning can make the difference be-

tween a business success and a failure. An anonymous research found that 63% of the consumers 

spend more time in the shop due to atmosphere. Among these 45% said they spend more money as a 

result (anonymous, 2004). Kumar et al. (2010) mentioned that the consumer’s perception of atmos-

pheric cues can influence retail shop image, enhance customer value, and increase performance and 

patronage intention by minimizing costs, time and effort in retaining or attracting new customers (Baker 

et al., 1992). Retailers can use the various elements of the characteristics of their shop to influence the 

consumer. When the shop characteristics match with the desires of the consumers, loyalty for their shop 

and extended time of visit can be achieved (Turley and Milliman, 2000). Thereby a shopping-centre that 

can generate more traffic can have more sales and the shopping-centre owner can charge higher lease 

prices from its new shop tenants (Chebat et al., 2010; De Nisco and Warnaby, 2014; Ragapopal, 

2009; Wong et al., 2001). The shop characteristics and the related atmospheric characteristics are clear 

and measurable for retailers to focus on. When retailers know which shop characteristics are of most 

interest for the consumer, they can use this information to distinguish themselves from the other retail-

ers. However, it is for the retailer, due to a lack of research or knowledge, not clear which of these shop 

characteristics are the most important to the consumer. This study will attempt to give more clarity on 

this topic.  

1.3 Research questions 

The aim of this study is to investigate which shop characteristics are related to a consumers’ preference 

to visit a particular cosmetic shop or not and for what segment of consumer these characteristics are 

relevant. The main focus will be on the role of the shop and the atmospheric characteristics and the 

preferences of the consumers. A distinction in terms of type of shop and type of consumer will be made. 

In order to investigate this properly, the following research question is defined: 
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‘To what extent do shop characteristics of Dutch cosmetic shops located in indoor shopping-centres in-

fluence the consumers’ preferences?’ 

In support of this question, the following sub-questions are prepared: 

- How can consumer purchase behaviour be defined? 

- What are relevant characteristics of a shop? 

- How can atmospherics be defined to measure their influence on the image of the shop?  

- What is the relationship between the socio-demographics of the consumers and their shop 

preferences? 

- What is the relationship between consumer preferences and shop characteristics? 

- Which shop do consumers prefer the most? 

1.4 Delineation of the research 

The research will focus on some specific features. This focus is needed to fulfil this research in a pur-

poseful and measurable way. This paragraph will briefly explain the terms: Dutch cosmetic shops and 

indoor shopping-centre. This is to provide in a purposeful and measurable research. Further explana-

tion of these definitions can be found in chapter 2.  

- In order to implement this research adequately, a choice for a type of shop must be made. 

There has been chosen for a shop that provides the daily requirements in cosmetics. Dutch 

cosmetic shops (from now on cosmetic shop) have a specific clientele and are often in terms of 

merchandise and lay-out similar to each other. Cosmetic shops sell as main products, products 

for body hygiene, self-care medicines and decorative and nurturing cosmetics (Brown, 1991); 

- Shopping in an indoor shopping-centre gives a whole different experience compared to shop-

ping outside. Also the target group in relation to the other shopping segments is different.  

1.5 Relevance  

Scientific relevance 

Most of the existing academic literature is focused on just one of the shop atmospherics, such as size of 

the shop, colour and music. A study to consumer behaviour and the shop characteristics which influence 

the consumer on visiting a shop has not yet been done. Thereby most of the studies on shop character-

istics are laboratory studies. In the laboratory different tests according to the atmospherics will be car-

ried out. This research is on the other hand based on various actual retail settings.  

Practical relevance 

When the retailer and the owner of the shopping-centre know how to influence purchasing behaviour of 

consumers using atmospheric characteristics, this could result in more satisfied consumers, an inflow of 

more consumers and therefore potentially higher sales. Thereby owners can determine which shop is 

more attractive to accommodate in their shopping-centre.  

1.6 Structure of the thesis 

In order to give an overview of the content of this study, a research design has been prepared. This 

study consists of seven chapters, whereby chapter 1 gives an introduction to this research. Chapter 2 

gives the literature review. In chapter 3 the research plan and the various analysis techniques will be 

discussed. Chapter 4 describes the study locations. Chapter 5 will take a deeper look at the descriptive 

analysis. In chapter 6 the analysis and modelling for this research have been prepared. Finally in chap-

ter 7 the conclusions and recommendations for further research are given. 
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CHAPTER 2 - LITERATURE REVIEW 

2.1 Introduction 

This chapter provides a review of relevant literature, which forms the basis of this research. First, the 

buying process of consumers is explained. This is followed by an explanation of the shopping motiva-

tions of consumers. Hereafter the approach and avoidance behaviour of consumers is explained fol-

lowed by the atmospheric characteristics of the shopping-centre and the shop characteristics. This is 

followed by a short overview of socio-demographics. The literature review will end with conclusions.  

2.2 Consumer purchase behaviour 

Buying process  

When looking at the consumers way of shopping it is clear that shopping is more than purchasing a 

new product (Billings, 1990). Tauber (1974) stated that consumer shopping behaviour consists of three 

activities namely: shopping, buying and consuming.  

The existence of a retailer is strongly depending on the consumer. For retailers it is therefore important 

to know their consumers. The Dutch have a saying for this: “kennis van de markt en kennissen in de 

markt (knowledge about the market and acquaintances in the market)’’.  

For the consumer shopping starts with the buying process. When consumers purchase a product, this is 

affected by what other people approve (Yokoyama et al., 2014). Partly as a result of that, a consumer 

follows an extensive buying process. This buying process is in the literature divided in various concep-

tions. Without wanting to be complete, a brief overview of the buying process to conceptualize is given. 

Some authors use two stages which are focused on information gathering to a purchase and the actual 

purchase itself (Kollmann et al., 2012; Schroder and Zaharia, 2008). Some authors use a three-stage 

model. This model consists of a pre-purchase stage, a purchase stage and a post purchase stage (Stein-

field et al., 2002). Others use a five stages model (Jobber and Fahy, 2009; Puccinelli et al., 2009). This 

consists of need recognition: the consumer gets a need. This may be a functional need or an unpredict-

able need. Information search: this stage will begin when the problem recognition is sufficiently strong. 

The consumer will draw up a description of what is required and then begins a search for potential 

alternatives; evaluation: this stage will centre down the options of the information search. The purchase: 

the actual purchase; post–purchase: after purchasing the product a consumer can feel ‘cognitive disso-

nance’ where the consumer can feel uncertain about the purchase decision (Jobber and Fahy, 2009). 

The model of Engel et al. (1995) is one of the most common descriptions of purchasing behaviour. This 

model is called the CDP-model and it consists of six steps. First there is a need for recognition. Second 

there is a search for information. Third is the evaluation of alternatives. Fourth is the actual purchase. 

Fifth is the consumption of the product and the last step is the evaluation of the product. An overview of 

these researchers and their view on the consumers buying process is given in appendix A.  

In recent years the buying process of the consumer has changed, due to the advent of the internet. Con-

sumers collect their information and will compare prices of that particular product on the internet. How-

ever, it may also be that the consumer collects the information in the shop and compares the best prices 

online (Weltevreden, 2007).  

For this research the pre-purchase, the purchase and the post-purchase dimensions are the most im-

portant phases in the buying process, because these affect the contentment of the consumers on the 

various shop characteristics. These stages do not yet explain why people want to shop. The shopping 

motivations are important to understand why a consumer wants to shop.  
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Shopping motivations 

Recent researches assume that consumers are aware of and can describe why they shop. However, 

consumers shop for reasons of which they are probably not aware (Milliman, 1982; Gulas and Schewe, 

1994). The shopping motivation is one of the key concepts in research on consumer shopping behav-

iour and continues to be vividly discussed (Wagner and Rudolph, 2010). Research has made considera-

ble progress in our understanding of effects, showing that moods, feelings and emotions are related to 

nearly all aspects of consumption behaviour (Arnold and Reynolds, 2009).  

Tauber (1974) found that people have a number of shopping motivations, the exception that consumers 

can also shop on impulse. His shopping motivations show that people do not only shop because they 

need a certain product, but also because they have a specific personal or social motivation.  

The personal motives consist of role playing, diversion, self-gratification, learning about new trends, 

physical activity and sensory stimulation.  

The social motives consist of social experiences, communication with others having a similar interest, 

peer group attraction, status and authority and pleasure of bargaining.  

These motivations are the basis for further research into shopping motivation. But Tauber (1974) was 

not the first who had interest in the buying motivation of shoppers. Stone did this research already in 

1954. He studied the various consumer types, whereby the types stand for different motivations. He 

found a segmentation of four consumer types: the economic shopper, the personalizing shopper, the 

ethical shopper and the apathetic shopper. Bellenger et al. (1977) found that the consumer can be 

conducted in two types: the economic shopper and the recreational shopper. Sit et al. (2003) found in 

their more recent resource six different types of consumers: the serious shopper, the entertainment 

shopper, the demanding shopper, the convenience shopper, the apathetic shopper and the service 

shopper. An overview of the authors and their founded consumer types are shown in appendix B.   

The following authors have done research on shopping motivations, based on the research of Tauber 

(1974). Westbrook and Black (1985) have found seven general shopping motivations: anticipated utili-

ty; role enactment; negotiation; choice optimization; affiliation; power/authority and stimulation. Arnold 

and Reynolds (2003 and 2009) made an overview of six hedonic shopping motivations: adventure 

shopping, social shopping, gratification shopping, idea shopping, role shopping and value shopping. 

Buttle and Coates (1984) found the following general shopping motivations: to kill time, to relax; con-

sumer’s personality, to acquire information, to take advantage of proximity to the shops, as a social 

event, to compare alternatives and for a special event. Pooler (2003) assumed that the general shop-

ping motivations consist of bargain hunting, shopping for others, shopping for dreams, shopping as 

competition. Lastly Cox et al. (2005) found the following sources of shopping pleasure: bargain hunt-

ing, browsing, sensory stimulation, being pampered and kinaesthetic experience. When these authors 

are compared, it can be concluded that they are all similar or an extension to the principles of Tauber in 

1974. An overview of the authors and their overview of the various shopping motivations are shown in 

appendix C.    

When looking at the various shopping motives, there is actually a distinction between two motives. 

These involve the hedonic motives and the utilitarian motives (Allard et al., 2008). Hedonic Shopping 

Value (HSV) reflects the value received from the multisensory, fantasy and emotional aspects of the 

shopping experience. Shopping itself is here the goal and not the means (Babin et al., 1994). Utilitarian 

Shopping Value (USV) reflects the acquisition of products and/or information in an efficient manner and 

can be viewed as reflecting a more task-oriented, cognitive, and non-emotional outcome of shopping 

(Jones et al., 2006). Research has found that when hedonic shoppers shop this is not necessarily asso-

ciated with satisfaction and spending. For utilitarian shoppers the success of the shopping trip depends 

on the amount of money spend (Chebat et al., 2014). For the utilitarian shopper the advent of internet 

shopping is a solution. This type of shopper can go through the orientation process online, which is 

mostly more efficient. Internet shopping also offers more choice and the utilitarian shopper does not 

have to make a trip to the shop with the risk that the product is no longer in stock.  
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Using the hedonic and utilitarian value has been proven successfully to explain various shopping behav-

iours, whereby Babin et al. (1994) the founders are of these two terms (Allard et al., 2008; Arnold and 

Reynolds, 2003; Babin et al., 1994; Haytko and Baker, 2004; Kaltcheva and Weitz, 2006; Michon and 

Chebat, 2004; Sit et al., 2003; Stoel et al., 2004, Wong et al., 2001). But consumers can also shop for 

the experience of shopping. This means that consumers can shop for both the utilitarian and the hedon-

ic needs (Xu, 2012). A consumer can get an offer, when entering the shop, and will experience the utili-

tarian value as the nice price and the convenience of quick and easy acquisition. The hedonic value is in 

this case the pleasure of buying a special offer.  

Impulse buying process 

The previously described buying process and shop motivation is about planned purchases. In addition 

to planned purchases, impulse buying also has an important role in the consumers buying behaviour. 

Where planned buying can be defined as a buying action undertaken with a problem having been pre-

viously recognized or a buying intention formed prior to entering the shop (Piron, 1993). Impulse buy-

ing is a sudden, immediate urge to purchase, with no pre-laid intention or plan to buy a product 

(Baumeister, 2002; Beatty and Ferrell, 1998; Rook and Hoch, 1985; Wood, 1998). It can be found in 

the unpredictable need of the ‘need recognition’ in the buying process. The consumer has no intension 

to buy the product before arriving at the shop (Hui et al., 2013). The purchase is unintended because it 

is made while the consumer was shopping (Xu, 2012). Consumers visit less than half of the shop aisles, 

so there are factors aside from the in-shop context that encourage unplanned buying. Research stated 

that consumers go through various decision making stages before purchasing a product. Consumers 

often neglect these stages and shop on impulse (Xu, 2012). The time between seeing and buying a 

product is short with impulse shopping. This buying decision is made on the spur of the moment (Xu, 

2012). Mattila and Wirtz (2000) found that the unplanned purchases, which consist of reminder buying 

and impulse buying account for about 60% of all purchases (Hawkins and Mothersbaugh, 2010). A 

large part of these 60% is the impulse buying. It has been found that impulse buying is linked with 

mood states (Hill and Ward, 1989; Rook and Gardner, 1993; Weinberg and Gottwald, 1982). Rook 

and Gardner (1993) found remarkably that positive mood states are more favourable to impulse buying 

than negative mood states. Various researchers found that impulse purchasing is closely related to the 

hedonic consumption. This is due to the fact that utilitarian shoppers have a distinct idea of what they 

want to buy. Shopping for a product on impulse is the same as entering a shop on impulse. This 

‘browsing’ may be done 'for the fun of it’, to see new developments in a product class, or perhaps just 

to fill time while waiting (Bloch and Richins, 1983).  

Approach and avoidance motivations 

Research on shopping behaviour has focused for a long period of time on predicting what causes on 

the one hand ‘desirable behaviours’ among shoppers, from perspective of the retailer (Arnold and 

Reynolds, 2012), such as spending more money, and staying longer in the shop. On the other hand 

what causes undesirable behaviours, such as spending less money or leaving the shop without buying. 

Research has shown that the desirable behaviours are often caused by underlying ’approach’ motiva-

tions, whereby shoppers seek out pleasant experiences. These are known as the Behavioural Activation 

System (BAS). The BAS is positively related to hedonic shopping motivation (Arnold and Reynolds, 

2012). On the other hand there are undesirable behaviours caused by ’avoidance’ motivations, where-

by shoppers try to avoid unpleasant experiences (Arnold and Reynolds, 2012). This is known as the BIS. 

This stands for Behavioural Inhibition System and reflects to sensitivity to punishment and negative stim-

uli (Carver and White, 1994). People who are avoidance-motivated learn to seek out experiences which 

help to reduce stress and anxiety (Carver and White, 1994).  

Sometimes people shop because they want to forget the problems they have in other aspects of their life 

(Babin et al., 1994). When this is the issue the retailer is able to provide a non-stress-provoking situa-

tion where consumers can escape from their daily life (Arnold and Reynolds, 2012). Both approach and 

avoidance motivation can lead to the earlier mentioned desirable behaviours. This means that shoppers 

can engage in hedonic consumption to satisfy approach needs, as well to satisfy avoidance needs. 
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Therefore a retailer should focus on maximizing the fun and excitement of shopping and they should 

focus on minimizing the stress and anxiety of everyday life (Arnold and Reynolds, 2012). These items do 

not only affect the approach and avoidance behaviour of consumers. The mood state of the consumers 

plays also a significant role and is as well an important link between atmospherics and the behaviour of 

consumers (Aubert-Gamet, 1997; Hutton and Richardson, 1995; Spies et al., 1997).  

Mehrabian and Russel (1974) introduced a theoretical framework, the Mehrabian–Russell (M–R) Model, 

also known as the S–O–R-model. Following this model, stimuli (S) from the shop environment stimulate 

perceptual and emotional individual’s responses (O) which in turn affect their attitude and behaviour 

(R). Mehrabian and Russel (1974) suggested that the combined effects of pleasure, arousal and domi-

nance influenced people’s behaviour in particular environments. Their S-O-R-model should give the 

relationship between approach-avoidance and arousal.  

In 1994 Donovan et al. found, using the S-O-R-model, that pleasantness of in-shop atmospherics was a 

significant predictor of the desire to approach or remain in the shop and to spend money while arousal 

was found to vary in its influence.  

The approach and avoidance behaviour of consumers is a reaction on the atmospheric characteristics 

in the shop and is influenced by the environmental information which influences the emotional state of 

the consumer (Kalcheva and Weitz, 2006; Turley and Milliman, 2000).  

2.3 Shopping area characteristics 

Shopping-centre characteristics  

A shopping-centre is a dynamic location, that attracts, keeps and brings back many kinds of people to 

experience a certain way of shopping (Kuruvilla and Joshi, 2010; Ragapopal, 2009). Shopping-centres 

are not only a place to buy products, they are also known as a place for social and recreational activi-

ties (Allard et al., 2008; Wong et al., 2001). Due to the fierce competition between shopping-centres, a 

shopping-centre must have several attributes to attract and retain consumers. But some attributes attrac-

tive for one shopper may not necessarily be for others (Yadav et al., 2012). From the literature there 

has been little research about this theme.   

All environmental factors, such as lighting and temperature, also known as atmospheric or shop char-

acteristics, are positively related to the decision to go shopping in a centre and the wish to stay at the 

centre. Thereby the first impression of the environment is very important (Wakefield and Baker, 1998).  

Various researchers have done research on the attractiveness of a shopping-centre (Ailawadi and Keller, 

2004; Bellenger et al., 1977; Borgers and Vosters, 2011; Chebat et al., 2010; Dennis et al., 2001; 

Frasquet et al, 2001; Howell, 2010; Sit et al., 2003; Wakefield and Baker, 1998; Yadav et al., 2012). 

Combining all these studies the following terms conceptualize the attractiveness of a shopping-centre 

the best, appendix D gives an overview of the various authors and their found dimensions on this topic:  

- Accessibility: the location of a shop and the distance that he consumer must travel and the suffi-

cient parking possibilities; 

- In-shop atmosphere: this is critical because it acts as environmental cues that consumers use to 

imply the quality of a shopping-centre and how much time and money they spend in the shop; 

- Merchandising: merchandise represents the core products of a shopping-centre and the depth 

of a retailer’s assortment within a product category; 

- Price and promotion: price is the monetary expenditure that the consumer must incur in order to 

make a purchase; 

- Services: involves both the staff service and the communal services; 

- Entertainment: this is pivotal to shopping-centres, because it induces an exciting or fun shop-

ping experience, this could entice consumer patronage; 
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- Food: gives an extra form of entertainment and provides a break from the shopping; 

- Security: a consumer wants to feel secure in a shopping-centre therefore it has to be a safe 

place.  

Since this research focuses on consumers who enter a shop, the factors which determine whether a shop 

is attractive are of more importance than why consumers enter a specific shopping-centre. Therefore a 

closer look in the various shop characteristics will be made in the next section.  

Shop characteristics 

In today’s economy, a shop has to create a unique selling point, so that a consumer can feel binding 

and differentiation with the shop (Moers, 2014, 2015; Molenaar, 2011, 2013a, 2013b, 2015, Rijlaars-

dam, 2015). This is necessary because the merchandise of competitive retailers is mostly perceived as 

similar. This differentiation trend is shifting to a more hedonic experience, whereby the environment 

becomes increasingly important (Kotler, 1974; Lunardo and Mbengue, 2011; Spies et al., 1977; 

Quartier et al., 1997). Many shoppers have the experience that some shops are more attractive than 

others. This has nothing to do with the offered products, but with a feeling of wellbeing (Spies et al., 

1997).  

Spies et al. (1997) found that the effects of shop atmosphere on mood, satisfaction with the shop and 

purchasing behaviour become stronger if customers are longing for a pleasant shopping experience. 

Also their willingness to visit the shop more often will grow when the shop atmosphere is positive (Spies 

et al., 1997; Yoo et al., 1998). When consumers are in a positive mood, this also can be achieved part-

ly by a pleasant climate, they often spend more money than originally planned (Spies et al., 1997). 

Spies et al. (1997) mentioned that a consumer spends more money when he is in a positive mind. It has 

been shown that shop environments can actually influence consumers’ purchasing behaviour (Quartier 

et al., 1997). This is also shown in figure 2.1.   

 

 

 

 

 

 

 

 

 

 

Beatty and Ferrell (1998) found that consumers with a positive mood cause more impulse buying. Con-

sumers can also buy products on impulse to maintain, improve or chance their mood (Faber and Chris-

ton, 1996). Amos et al. (2012) found in their study that the retail environment was an important factor 

preceded by impact and impulse buying. This means that the shop environment for both the planned 

and the impulse purchases is of high value.  

To achieve this desired shopping behaviour a shop must meet, just like a shopping-centre, certain char-

acteristics. Donovan et al. (1994) found that the pleasantness of the in-shop atmosphere is important 

for the consumer to spend time and money in the shop.  

Figure 2.1 - Shopping behaviour (Yalch & Spangenberg, 2000) 
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Various researchers have done research on the important dimensions of shop characteristics (Ailawadi 

and Keller, 2004; Yoo et al., 1998; Wang, 2008). Combining all these studies the following terms con-

ceptualize the important characteristics of a shop consist of:  

- Merchandise: the quality, selection, style, availability and price of the products in the shop. 

- Service: the sales person, the easy return policy, credit and delivery in the shop. 

- Clientele: customers in the shop. 

- Physical facilities: cleanliness, shop layout, shopping ease and attractiveness in the shop. 

- Shop atmosphere: congeniality of the shop. 

- Location: the location, transportation and space for parking around the shop. 

- Promotion: advertising and sales promotion of the shop. 

- Image: the shop reputation. 

Appendix E gives an overview of the various researchers and their findings in shop characteristics. Since 

the shop atmosphere is important and a repeated characteristic for the shopping-centre as well for the 

shop itself. Thereby especially with hedonic shopping, the choice to enter a shop, how much time is 

spent in the shop and the buying is closely related to the shopping environment and their atmosphere 

characteristics. These characteristics will be discussed.  

Atmospherics  

Kotler introduced the term atmospheric in 1974. Quoting Kotler (1974) ‘Atmospheric is the effort to 

design buying environments to produce specific emotional effects in the buyer that enhance his pur-

chase probability’. Atmosphere is always present as a quality of the surrounding space (Kotler, 1974; Sit 

et al., 2003). Following Sit et al. (2003) atmospherics is one of the attributes that describes the image of 

a shopping-centre. When the atmospheric characteristics are managed well, they can influence the 

consumer behaviour (Yani-de-Soriano and Foxall, 2006). Manipulating atmospherics in a shopping-

centre, or shop, in order to influence the duration of the stay is difficult. It even may not have the de-

sired effect. When the consumer perceives the shopping environment as a manipulative intent from the 

retailer, consumers may develop a negative attitude and attribute less integrity to the retailer. This will 

have a direct impact on the expenses of the relevant shops (Lunardo and Mbengue, 2011).  

The influence of atmospherics is generally based on the earlier mentioned S-O-R-model (Mehrabian 

and Russel, 1974; Donovan and Rossiter, 1982). The conclusion of Donovan et al. (1994) is that the in-

shop characteristics are important for the willingness to stay in a shop. Looking at the consumer buying 

process, atmospherics play a significant role for the evaluation, purchase and post-purchase phase of 

the buying process (Puccinelli et al., 2009). Donavon and Rossiter (1982) found that atmospherics have 

a significant influence on consumer’s impulse purchase behaviour.  

Kotler (1974) categorized various atmospheric characteristics by dimensions and their associated at-

mospheric characteristics. These consist of the dimensions visual: consisting of colour, brightness, size 

and shapes; aural: consisting of volume and pitch; olfactory: consisting of scent and freshness and tac-

tile: consisting of softness, smoothness and temperature.  

Retail atmospherics are both tangible and intangible. The tangible characteristics are the size, colours, 

crowding, lighting and the like. The intangible characteristics are characteristics like consumer value 

and satisfaction about the shop. In addition, the retail atmospherics are associated with attributes, 

benefits, emotions, pleasant/unpleasant, attraction/distraction, high-low confidence, self-actualization 

and basic human desire (Kumar et al., 2010).   

Shop atmospherics can be defined as the objective physical factor of a retail environment that can be 

controlled by the firm to enhance staff and customer actions. Turley and Milliman (2000) found in their 

research that consumers are not always aware of the atmospherics even if they influence their behav-
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iour. According to Sturm–Reijnders (personal communication, November 3th, 2014) consumers will only 

recognise the atmospheric characteristics when they are (very) negative. This is consistent with the find-

ing of Milliman (1982) and Gulas & Schewe (1994). They say that atmosphere does not always have to 

be a noted effect on consumers and they are only noted by consumers when it is very positive or very 

negative.  

Turley and Milliman (2000) created a five category list of the atmospheric elements. This is a list with a 

wide range of atmospheric characteristics namely: external, general interior, layout and design, point of 

purchase and decoration and human variables. Appendix F shows the elements associated with the 

variables mentioned by Turley and Milliman (2000).  

When looking at the atmospheric characteristics according to Turley and Milliman (2000), the external 

variables are part of the physical facilities and convenience of the shop. The lay-out and design varia-

bles mentioned by Turley and Milliman (2000) are also part of the physical facilities and convenience of 

the shop. The human variables mentioned by Turley and Milliman (2000) are similar to the services 

mentioned by Wang (2008) and Yoo et al. (1998).  

Only the point of purchase variables and the general interior variables mentioned by Turley and Milli-

man (2000) will have an extra added value.  

2.4 Consumer segmentation 

Every consumer is different and will also react differently on the shop and atmospheric characteristics. 

Therefore consumers need to be segmented. Segmentation is splitting the total amount of consumers in 

small, homogeneous groups to align the products at the best possible way to the needs and wishes of a 

particular segment (Verhage, 2001). There are four common ways to segment consumers: (socio) de-

mographic segmentation, geographic segmentation, psychographic segmentation and behaviour seg-

mentation (Verhage, 2001).  

By socio-demographics, the market will be divided into groups based on: income, age, gender, social 

class, education and suchlike. Sometimes this segmentation is called the social-economic segmentation 

(Muilwijk, 2015). By geographic segmentation the needs of different cultures will be taken into account. 

By psychographics segmentation the market will be divided into groups based on: attitudes, perception, 

personality, lifestyle and benefit. And finally a market can be segmented based on behaviour such as 

consumption of a product, degree of brand loyalty and willingness to buy (Verhage, 2001).  

Socio-demographic characteristics have been found to be useful to segment consumers (Finn and Lou-

viere, 1990; Kuruvilla and Joshi, 2010). Age, marital status and number of earning members in the 

family have a significant influence on the buying process of the consumers (Kuruvilla and Joshi, 2010; 

Massicotte et al., 2011; Yalch and Spangenberg, 1988, 1990). Also the working status of the consumer 

has an important role (Magi and Julander, 2005; Raajpoot et al., 2007). Various researchers found that 

also the gender of consumers has an important influence on the buying process (Broshdahl and Car-

penter, 2012; Chebat et al., 2005; Lee et al., 2005; Raajpoot et al., 2007; Jackson et al., 2010; Yalch 

and Spangenberg, 1993).  

When looking more closely to segmentation of age, consumers of 50 years old and older have the so 

called ‘spending power’ of the Dutch consumer (Moers, 2014). Moers (2014) also found that this gen-

eration has about 80% of the total available Dutch assets, with the fact that this generation increases in 

numbers, it is an important target group for the retailer (Moers, 2014).  

2.5 Conclusions 

Consumers’ shopping behaviour consists roughly of three activities: shopping, buying and consuming. 

The consumer shopping behaviour is important herein. Although consumers’ purchase behaviour is very 

difficult to explain, in this research the following short explanation for the consumer purchase behaviour 

is used. For the consumer, shopping start with the buying process. The buying process has various con-
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ceptualizations following the literature. The most complete description of this buying process is the six-

stage model discovered by Engel et al. (1995). The buying process, and therefore also the consumer 

purchase behaviour, has a strong relationship with the shopping motivation. Many researchers investi-

gated the shopping motivation of consumers. The most common way to describe the shopping motiva-

tion of a consumer is by a division into hedonic and utilitarian shopping. The literature is often based on 

planned purchases. But besides planned purchases there are also impulse purchases. In case of im-

pulse buying the time between seeing a product and buying the product is very short. For planned pur-

chases the buying decision follows various purchase stages. Impulse buying, related to the hedonic 

shopping motivation, covers about 60% of the total purchases (Hawkins and Mothersbaugh, 2010).  

For a retailer the approach behaviour, which is positively related to the hedonic shopping motivation, of 

consumers is important. The S-O-R-model, which is introduced by Mehrabian and Russel (1974), is 

used to give the relationship between approach–avoidance and arousal. Donavon (1994) found, using 

the S-O-R-model, that pleasantness of in-shop atmospherics is a significant predictor of approach be-

haviour.  

Various researchers have made a list of terms which conceptualize the attractiveness of a shopping-

centre. The key terms here-in are: accessibility, in-shop, merchandise, price and promotion, service, 

entertainment, food and security.  

When consumers are already in the indoor shopping-centre, they have to decide in which shop they will 

go shopping. The key terms here-in, to answer sub question two, are: merchandise, service, clientele, 

physical facilities, shop atmosphere, location, promotion and image. One of the key terms of the attrac-

tiveness of a shop is atmospheric characteristics. Kotler (1974) introduced the term atmospherics as ‘the 

effort to design buying environments to produce specific emotional effects in the buyer that enhance his 

purchase probability’. These atmospherics consist of external, general interior, layout and design, point 

of purchase and decoration and human variables. But these atmospheric characteristics are also (often) 

obtained under other shop characteristics. 

It is helpful to segment consumers, consumers differ from each other. Demographic characteristics are a 

useful way to segment them. When consumer behaviour is studied, the age, the amount of earnings 

and the gender of the consumers are important.  
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CHAPTER 3 - RESEARCH DESIGN AND METHODOLOGY 

3.1 Introduction 

This chapter will describe the design and methodology that is used in this study. It is said before; the 

aim of this study is to investigate whether shop characteristics influence consumers’ preferences for visit-

ing a shop. In other words, do shop characteristics stimulate approach behaviour and which character-

istics encourage avoidance behaviour? In addition, it will be investigated whether these atmospherics 

interact with socio-demographics. The necessary data and the way of data collection will be explained. 

The first section will set out the methodology.   

3.2 Research methodology 

As mentioned in the literature review, the consumer is important for the retailer. Therefore it is important 

to know which shop characteristics influence the consumer to enter a shop, to stay in a shop and to 

spend (more) money in the shop. This research aims to describe if shop characteristics are important for 

the consumer to enter a specific shop or not, with taking into account if the consumer visits the shop at a 

planned or at an impulse basis.  

This research focuses on three similar shops in three indoor shopping-centres. This means that in three 

different indoor shopping-centres, the consumers of three different shops are questioned. The decision 

to use three indoor shopping-centres for this research is based on the supposition that the characteristics 

of the shop differ in various shopping-centres.  

These shop characteristics are based on the researches of Wang (2008) and Yoo et al. (1998). The 

atmospheric characteristics are based on the literature of Turley and Milliman (2000). A combination of 

those characteristics resulted in a list that will be of best interest to this study and consists of the follow-

ing items: products/assortment; price/quality ratio, location, material and colour, size, lighting, temper-

ature, staff and service, front elevation view, lay-out, image, crowdedness and general opinion of the 

shop. Since these terms are ‘vague’ the overview of these characteristics and what is meant with these 

characteristics can be found in table 3.1. These statements are based on the previously mentioned liter-

ature. 

In this exploratory research a survey will be used to collect the necessary data of the various consumers. 

A survey is a suitable method when the aim is to collect quantitative data with respect to opinion of the 

respondents. This survey uses various types of measurements: closed questions and preference ques-

tions, whereby the consumer will pinpoint the shop aspects where they find the just visited shop better 

than the other well-known shop at a 5-point Likert scale and vice versa.  

Visitors of the just visited shop will be asked about their opinion about that shop and another well-

known shop and the shop characteristics of both shops. The questions will be about various shop char-

acteristics. These questions also examine whether the consumers’ preferences are related to the charac-

teristics of the two shops and what type of consumer visits that particular shop.   
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Table 3.1 - Characteristics and their physical characteristics  

Shop characteristic Physical characteristics 

Product/assortment Amount of products, selection, style and 

availability 

Price/quality Price and quality 

Location Location, accessibility  

Material and colour Colour façade, material façade, colour 

shop,  

material shop and finishes of the shop 

Size Size, hight, depth, width and size entrée 

Atmospherics Tidiness, background noise, background 

music, visual decoration 

Amount of lighting Amount of lighting, colour of lighting 

Temperature Temperature 

Staff/services Sales personal, return policy 

View Shop window, visibility of cash registers,  

view through the shop, advertisement signs 

in shop 

Lay-out Distance between aisles, in shop furnishing 

Image The shop reputation 

Crowdedness Amount of customers in the shop 

Shop in general Total view of the shop 

 

The closed questions, part one of the questionnaire, will be to determine the shopping motivation of the 

respondents and determine if the visit of the respondent was planned or at an impulsive basis. The 

shopping motivations are based on the distinction between hedonic and utilitarian shopping motivations 

as discussed in chapter 2.  

Part two of the questionnaire is to determine the frequency at which a consumer visits the just visited 

shop. Thereby this part of the questionnaire is to determine which other shops are preferred by the re-

spondents. Also the visit frequency of shopping the other well-known shop is important for this research.  

In part three of the questionnaire the respondents have to choose the preferred shop for the various 

shop characteristics. The consumer has to indicate whether the just visited shop or the other well-known 

shop has their preference in the various shop characteristics. The respondents will also get an oppor-

tunity to verbally explain the made choices. With the same list of shop characteristics the respondent 

could give their opinion about the just visited shop on a 5-point Likert scale.  

Part four of the questionnaire consists of the personal characteristics of the respondent and is intended 

to provide general information about the respondent.  

Finally, in part five of the questionnaire more general information about the survey is registered. The 

questionnaire can be found in appendix G.  

The structure of the research is presented in figure 3.1.  
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Figure 3.1 - Structure questionnaire 

3.3 Method of analysis 

Various analysis techniques will be used in order to investigate which shop characteristics are important 

for the consumer to enter a shop. First, in chapter 5 the data will be described by means of descriptive 

analyses. These descriptive analyses will be executed with the statistical program SPSS. Chapter 6 will 

describe the data analyses. Ordinal logistic regression analysis and the multinomial logit model will be 

applied.  

Using ordinal regression analysis there can be determined which of the independent variables influence 

the value of that shop characteristic the most (Norusis, 2015). For this study this means that the values 

of the consumer on the shop characteristics are investigated as the dependent variable and the different 

socio-demographics, the shopping motivation and whether the visit was planned or impulsive are seen 

as the independent variables. Also the physical characteristics of the shops are included as independent 

variables. 

Using discrete choice modelling, the multinomial logit analysis (MNL analysis), the probability of the 

shop preferences regarding the specified characteristics by the respondents can be calculated. This 

analysis is based on the random utility theory, stating that structural utility of an alternative can be de-

termined by summing the utility weights multiplied by their corresponding attribute variable (Train, 

2010). With the MNL model, the alternative with the highest utility has the highest probability to be cho-

sen.  

3.4 Study areas 

Before the data could be collected, the exact study locations needed to be defined. The main require-

ment is to select the three indoor shopping-centres and to include three similar Dutch cosmetic shops. 

The Netherlands has many different cosmetic shops, but the best known and most similar cosmetic 

shops are Etos, Kruidvat and Trekpleister. This research will focus on those three shops.  

During the selection of the various shopping-centres it turned out that it was quite difficult to find three 

shops in three different indoor shopping-centres. But coincidentally Rotterdam has three equivalent cen-

tres where all three shops are located. These indoor shopping-centres are: Zuidplein, Keizerswaard and 

Alexandrium, which are all dynamic district shopping-centres. Following Aarle et al. (2014) a district 

1 
•Shopping motivation for the centre 

•Shopping motivation for the shop 

2 

•Frequency consumer visits the shop they just visited 

•Determine the other favourable shop of the consumer 

•Frequency consumer on the other well known shop 

3 

•Indicate faverouble store aspects regarding the shop the consumer just visited and another well known 
shop 

•Indicate the degree of apprecipation for the shop they just visited 

4 
•Age, gender, education level, professional activity and group composition  

5 
•Shopping-centre, shop, date, time and surveyor 
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shopping-centre consists of approximately 100 shops. Thereby these types of shopping-centres provide 

a supporting role for the inner cities.  

3.5 Data collection 

To create a reliable response, there has been decided to collect 30 questionnaires per shop, per indoor 

shopping-centre. Together this will generate 90 questionnaires per indoor shopping-centre, with a total 

of 270 questionnaires. Data have been collected at one or two day(s) per shopping-centre in the 

months November 2014, December 2014 and January 2015. These questionnaires have been collect-

ed during the day at weekdays and shown in table 3.2.  

Table 3.2 - Time overview questionnaire 

Shopping-centre Date Start time End time 

Zuidplein November, 21  10.00 13.00 

Zuidplein December, 19 10.00 12.00 

Keizerswaard November, 28 10.00 15.00 

Alexandrium January, 15  10.00 14.00 

 

Several surveyors have participated in this study. One or two surveyors monitored the entrances of the 

shops, whereby every customer who came out of the shop during this monitoring was requested to fill in 

a survey. All surveyors approached all consumers who left the shops, but not all of them were willing to 

participate in this survey.  

3.6 Conclusions 

This research aims to describe which of the shop characteristics are important for the consumer to enter 

a specific shop or not. This research has an exploratory character; data will be collected by means of a 

survey. Shoppers leaving one of three shops were invited to participate and fill out a questionnaire. The 

questions were about the just visited shop and another well-known shop and the preference shop char-

acteristics of both shops. For the data analysis the ordinal regression method and the multinomial logic 

model will be used.  

The exact locations for the study must be the shopping-centres where the cosmetic shops: Etos, Kruidvat 

and Trekpleister are located. Rotterdam has three similar shopping-centres, Keizerswaard, Zuidplein 

and Alexandrium, where the three shops are located. Therefore these three centres are used in this re-

search.  
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CHAPTER 4 - STUDY AREA AND SURVEY LOCATIONS 

4.1 Introduction 

Before the actual data study can start, it is important to define the various study areas. This chapter 

describes the shopping-centres and the characteristics of the shops in the indoor shopping-centres. First 

a brief overview of the location of the centres will be given.  

4.2 Study areas 

As mentioned before, this study is focused on indoor shopping-centres where the cosmetic shops 

Kruidvat, Trekpleister and Etos are present. This combination has been found in three indoor shopping-

centres in Rotterdam, namely shopping-centre Zuidplein, shopping-centre Keizerswaard and shopping-

centre Alexandrium. They do not have the same service area. Figure 4.1 shows in red, where these cen-

tres are located. Shopping-centre Alexandrium has the largest catchment area. This centre also attracts 

visitors from other cities. This is partly due to the large supply of home products. 

The three examined shopping-centres are a bit outdated, but following Chebat et al. (2014) a renovat-

ed shopping-centre does not contribute to more shopping spending. On the other hand as mentioned 

in chapter 2, a pleasant environment does.  

 
 
 
 

 

 

 

 

 

 

 

 

 

 

Figure 4.1 - Locations of the shopping-centres (google.maps, 2014) 

 

4.2.1 Physical characteristics of the investigated shops 

Per shopping-centre the tangible characteristics of the shops are collected the total list of the character-

istics are shown in appendix H. To support the valuation of these characteristics, appendix H contains a 

photo-report of these shops. The three examined shops differ not that much amongst the shopping-

centres, due to the fact that they are part of large shopping-chains.  

None of the shops is characterized by background music or noise in the shop. In all three shops the 

cash registers are visible, and the routing through the shop is clear.  
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The three shops use their own colour for layout in the shop. Etos uses the colour dark blue, Kruidvat the 

colour red and Trekpleister the colour middle blue. Partly due to the fact that Kruidvat and Trekpleister 

both belong to A.S. Watson Company, these shops have more or less the same characteristics and 

therefore they use other materials to finish their shops than Etos, which belongs to Ahold Holding. This 

difference will be reflected in the material and colour aspects of the questionnaire, as well in the finishes 

of the shop. Another striking feature of the shops is that Kruidvat and Trekpleister narrow their shop 

aisles to offer merchandise here. For visitors with baby buggies, wheelchairs and other widened vehi-

cles, this may create problems; they simply do not fit through the aisles.   

Also the other shop characteristics differ from each other. So has Kruidvat no visual decoration in the 

shop, only advertisement signs in the shop. Therefore this shop is rated as striking for their shop adver-

tising. This chain advertises very strikingly both inside and outside their shops. Trekpleister has a normal 

way of advertising and Etos is discrete in their advertising.  

Through the fact that Kruidvat and Trekpleister belong to the same concern, the amount of lighting is in 

both shops the same. In both shops the lighting can be described as neutral. Especially the sides of the 

shop are more lighted. The lighting in Etos is more intensive and the colour of the lighting is cold.  

Characteristics of these shops are that Kruidvat has the most floor area, followed by Etos. Trekpleister 

has the least floor area. Whereas Kruidvat and Trekpleister try to stall just as many products as possible 

on their square meters, Etos is particularly focused on the neatness and orderliness of the shop. None of 

the shops were crowded during the survey.  

4.3 Shopping-centre Zuidplein 

Shopping-centre Zuidplein is located in Rotterdam South, the neighbourhood of Charlois. This shop-

ping-centre is easily accessible by bicycle, by car and by public transport. The centre has paid parking 

and it is located on the first floor, just above the parking garage which is on the ground level. The 

shopping-centre is outdated, but there are plans to refurbish (Zuidplein, 2014). An indoor and outdoor 

impression of the shopping-centre can be found in figure 4.2 and figure 4.3. 

 

 

 

 

 

 

 

 

 

 

 

The centre consists of 243 shops, with a total sales floor area of 54,302 m² (locatusonline, 2014).  

The main shopping segment in shopping-centre Zuidplein is fashion and luxury, see table 4.1. Some 

examples of these shops are: WE, The Sting and Flippa K. The investigated shops are segmented under 

the daily shops. De Tuinen, another type of Dutch cosmetic shop, is also present in this shopping-centre.  

 

  

Figure 4.3 - Outdoor impression centre Zuidplein 
(Rotterdam.info, 2014) 

Figure 4.2 - Indoor impression centre Zuidplein 
(Rotterdam.info, 2014) 
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Table 4.1 - Retail mix centre Zuidplein (Locatusonline, 2014) 

 

 

 

 

 

 

 

 

 

 

 

 

4.3.1 Physical characteristics of the investigated shops 

As shown at the ground-plan of Zuidplein, figure 4.4, Etos and Kruidvat are located near each other. 

Trekpleister on the other hand is located further away of these shops. Therefore this shop scores nega-

tive on the location aspect.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 4.4 – Ground-plan centre Zuidplein (Locatusonline, 2014) 
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The sizes of the shops in this centre differ from each other. Kruidvat has the most floor area namely  

419 m². Etos has second most floor area namely 282 m² and Trekpleister has the least area with 150 

m².  

The colour of the façade differs per shop. Etos has a dark façade, where Trekpleister has a light façade. 

Kruidvat is positioned in between with regards to the colour of the façade. 

Etos is the most decent shop of all three, regarding the tidiness of the shop. The shop looks spacious 

and all products are neatly displayed.  

The temperature in the Kruidvat shop is higher than in the other two shops.   

Kruidvat has a striking shop window, in this case; the shop window has the colour red with a lot of ad-

vertisement Therefore it is not possible to look through the shop window. For Etos, the shop window is 

neutral and the consumer can look through the open shop windows. For everybody it is clear that Etos is 

located here. Trekpleister has a discrete shop window. The view through the shop is neutral, a bit adver-

tisement and a bit of an open view.  

4.4 Shopping-centre Keizerswaard  

Shopping-centre Keizerswaard is located in neighbourhood of IJsselmonde. The centre is easily accessi-

ble by bicycle, car and public transport. There is paid parking in the parking garage (Keizerswaard, 

2014). The centre consists of more than 100 shops, with a total sales floor area of 16,063m² (Locatu-

sonline, 2014). This shopping-centre will be about as old as the other two centres. The centre consists of 

one floor and is easily accessible for disabled people. An impression can be seen in figure 4.5 and 4.6. 

The ground-plan of this shopping-centre can be seen in figure 4.7.  

 

The main shopping segment in shopping-centre Keizerswaard is fashion and luxury, as shown in table 

4.3. Some examples of shops are: Adam Brandstore, Blokker and Coolcat. This shopping-centre has 

besides the three investigated cosmetic shops, segmented under the daily shops, the following cosmetic 

shops: Dio, Dirx Drogist, Eigen Drogist and Op = Op Voordeel. This means that the offer of cosmetic 

shops in this centre is even bigger than at the other centres. 

 

Figure 4.5 - Outdoor impression centre Keizerswaard (Coconbeveilig-
ing, 2014) 

Figure 4.6 - Indoor impression centre Keizerswaard 
(Hulstkampgroep, 2014) 
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4.4.1 Physical characteristics of the investigated shops 

As shown in the ground-plan of shopping-centre Keizerswaard Kruidvat and Trekpleister are situated 

near each other. As shown in figure 4.7. Etos is located in another part of this centre. The location of 

Kruidvat and Trekpleister are rated as a neutral area to locate the shop.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In this shopping-centre Etos has the most amount of floor area, namely 297 m². Kruidvat follows with 

an amount of 252 m² floor area. Trekpleister has again the smallest amount of floor area: 152 m².  

The colour of the Trekpleister façade is light while the other shops have a dark façade. 

Trekpleister is very messy, while Kruidvat is neutral and Etos has a decent shop.  This mess was caused 

by placing numerous, additional merchandise in the aisles.  

Table 4.3 - Retail mix centre Keizerswaard (Locatusonline, 2014) 

Figure 4.7 – Ground-plan centre Keizerswaard (Locatusonline, 2014) 
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The shop window of Kruidvat is once again striking, while Etos and Kruidvat have a neutral shop win-

dow. The same applies for the view through the shop, Kruidvat is blocked and the other shops have a 

neutral view through the shop. The view is not entirely blocked but is also not entirely open.  

In all three shops the temperature is neutral.  

4.5 Shopping-centre Alexandrium 

Alexandrium shopping-centre is located in the neighbourhood of Prins Alexander. The centre is easily 

accessible by bicycle, car and public transport. There is paid parking in the parking garage (Alexandri-

um, 2014; Corio, 2014).  

Shopping area Alexandrium consists of three parts. Part one the shopping-centre, part two the mega 

shops and part three the living centre. For this research only the shopping-centre area will be used. This 

shopping-centre is about 30 years old, while there is no major maintenance performed. The shopping-

centre consists of 156 shops with a varied offer spread over 31,166 m² sales floor area (Locatusonline, 

2014). The centre is a spacious and lighting set up shopping-centre.  

Thereby the centre is accessible for the disabled (Alexandrium, 2014; Corio, 2014). This shopping-

centre attracts many consumers which may also come from the outside of the catchment area. Figure 

4.8 and figure 4.9 give an impression of the inside and the outside of this shopping-centre.  

 

 

 

 

 

 

 

 

 

 

The main shopping segment in shopping-centre Alexandrium is fashion, as can be seen in table 4.5. 

Examples of these shops are: The Sting, We and Mango. The investigated shops are segmented under 

the daily shops. The Tuinen, another type of Dutch cosmetic shops is also present in this shopping-

centre. 

Figure 4.8 - Inside impression centre Alexandrium (Corio, 2014) Figure 4.9 - Outdoor impression centre Alexandrium 
(DUIC, 2014) 

http://www.corio-eu.com/tl_files/content_resources_new/Portfolio/Our_shopping_centres/CNL/Alexandrium Shopping Centre/New Folder/20121115-Corio-WC-Alexandrium-hr-2116.jp
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4.5.1 Physical characteristics of the investigated shops 

Figure 4.10 shows the ground-plan of shopping-centre Alexandrium. As shown in the ground-plan 

Kruidvat has two separated shops in this centre. One of these shops is located nearby Etos. The other 

shop is located nearby Trekpleister. For this research, Kruidvat near Trekpleister is used.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Kruidvat is the largest in this centre with a floor area of 690 m². Trekpleister, with a floor area of 283 

m² is in this centre larger than Etos with 163 m².  The fact that Kruidvat is that large can also been felt 

as negative; A consumer can lose the overview in the shop.  

Table 4.4 - Retail mix centre Alexandrium (Locatusonline, 2014) 

Figure 4.10 – Ground-plan centre Alexandrium (Locatusonline, 2014) 
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The colour of the façade is for the three shops the same as in shopping-centre Zuidplein. Trekpleister 

has a light façade, while Etos has a dark façade and Kruidvat has a neutral façade.  

Trekpleister as well as Kruidvat score neutral on the decency of the shop. Etos has a very decent shop. 

The view through the shop is open for Trekpleister and Kruidvat. While Etos has a more neutral, not 

blocked and not open, view through the shop.  

The temperature in Kruidvat is relatively warm, where Etos and Trekpleister have a neutral temperature.  

4.6 Conclusions 

The gathered data was collected in three indoor shopping-centres namely: Zuidplein, Keizerswaard and 

Alexandrium Shopping-centre. All three centres have shops from Kruidvat, Etos and Trekpleister located 

in their centre. For this reason these shopping-centres have been chosen for this research. 

According to the information of the shopping-centres it strikes that Zuidplein has the largest offering 

and has the most square meter retail floor area. Shopping-centre Alexandrium has the largest catch-

ment area. This is partly due to the high population of this district and the fact that many consumers 

from afar visit this centre. All three centres have as head retail mix fashion and luxury.  

As described by Brown (1991) the physical characteristics of the shops differ not much from each other. 

The most noteworthy differences are the colour of the shop, the colour of the façade, the decentness of 

the shop, the shop window and the view through the shop window.  
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CHAPTER 5 - DESCRIPTIVE ANALYSIS 

5.1 Introduction 

During the survey days a total of 270 consumers participated in this research; the non-response was not 

collected, but approximately one third of the approached consumers were not willing to participate on 

this research. With this estimate a total of about 360 consumers were asked to participate in this re-

search.  

In the survey consumers were asked about the shop they just visited, shop X, and another favourite and 

best known alternative cosmetic shop, shop Y. In addition, the socio-demographics of the respondents 

and their shopping motivation were asked.  

The surveys have been processed with the statistics program SPSS. After entering all data, the dataset 

was checked for missing values if necessary corrected. The total number (N) in all descriptive analyses is 

270; there are no missing answers. After all data were prepared it was analysed in a descriptive man-

ner.   

This chapter gives a description of the socio-demographics of the respondents. This is followed by an-

swers to the questions regarding the reasons why the consumer visits the shopping-centre. If the visit to 

the shop was planned or impulsive and what other cosmetic shop the consumer visits and by which 

frequency the consumer visits the shop they just visited and by which frequency the consumer visits the 

other well-known cosmetic shop. In addition, it is also indicated whether there is a significant relation-

ship between the socio-demographics, the shopping motivation and the planned or impulse buying 

behaviour of the consumer in the various shops and shopping-centres.  

5.2 Socio-demographics of the respondents 

5.2.1 Gender 

About three-quarter of the participants were women, shown in table 5.1. This outcome may be ex-

plained by the fact that the majority of the merchandise in this type of shops is focused on women. 

Therefore more women than men had visited the shops. Striking is that Trekpleister (Zuidplein) has 

more men than women participating in this study. This notable finding can explain the significant out-

come in table 5.2 for this shopping-centre.  

 

 

 

 

 

 

 

 

 

 

  

Table 5.1 - Gender overview 
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5.2.2 Age 

The age of the respondents is classified into three categories: age ≤- 25, 26 – 55 and 56 - ≥ years and 

is shown in table 5.3. 

 

 

 

 

 

 

 

 

 

 

 

 

Table 5.3 also shows that of the participants the majority is older than 25 years. This may be explained 

by the fact that the interviews were conducted during a working day. Most of these respondents will 

work part-time or must be unemployed. However, a closer look at this will be reflected at the paragraph 

‘professional activity’.  

When looking at the differences between the shopping-centres it is striking that especially shopping-

centre Alexandrium has many participants with the age of 25 years and younger. A possible explana-

tion for this is that various high schools are located nearby this centre. This is also supported by the 

significant outcome in table 5.4.  

The significance of this question is for all three shopping-centres smaller than 0.05. This means that all 

three centres have a significant relationship between age and the shops in that particular shopping-

centre, shown in table 5.4. This significant outcomes means that there is a difference between what is 

expected and what is actually measured. For Alexandrium the high amount of consumers younger than 

25 years old is different than what is expected. For Zuidplein the high amount of middle age consumers 

is different than from what is expected. Keizerswaard has almost an equal amount of consumers of a 

middle age; where Kruidvat and Etos have the most consumers with a middle age or consumers with an 

age older than 56 years old. Trekpleister has, in this shopping-centre, the most consumers of an older 

age. 

Table 5.3 – Age overview 

 

Table 5.2 - Significance gender 
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5.2.3 Professional activity 

The majority of the respondents have a job; reflected in table 5.5. Striking is that not that many re-

spondents are unemployed. Probably the unemployed person has less money to go shopping. In para-

graph ‘Age’ was already speculated that due to the high amount of younger people in Alexandrium, 

this shopping-centre may be visited by many (high school) students; this is confirmed in table 5.5.  

Partly due to the high amount of students in Alexandrium that participated in this study, this shopping-

centre has lesser participants who work more than 32 hours a week. This is in contrast with the other 

two centres. The noteworthy phenomena of this shopping-centre results in a significant value for this 

shopping-centre in table 5.6.  

In shopping-centre Keizerswaard a lot of respondents were working. Striking about this is that also this 

segment was present during the day. This has probably resulted in the significant value shown in table 

5.6.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Only Zuidplein has no significant relationship between professional activity and visited shops in the 

shopping-centre, shown in table 5.6.  

  

 

 

Table 5.5- Professional activity overview 

Table 5.4 - Significance age 
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5.2.4 Education 

The education level of the participants is mainly at a middle1 level, see table 5.7. In terms of education 

there are no major differences between the three research locations. The higher level is the second most 

common education level of the consumers. But this is only true for Keizerswaard and Zuidplein. In Alex-

andrium a lot of (high school) students participated at this research with probably a lower or middle 

education level.  

 

 

 

 

 

 

 

 

 

 

 

As shown in table 5.8, there is also a significant association between the education level of the consum-

ers and the various shops in the three shopping-centres. This significant outcome can be explained by 

the fact that it is remarkable that most of the respondents have a middle level education, followed by a 

low education level for shopping-centres Alexandrium and Zuidplein. For shopping-centre Keizerswaard 

the second most common education level is the high education.  

 

 

 

 

                                                 

1 Low education level: other; Middle education level: secondary school; High education level: Bachelor & Master 

Table 5.7 - Education overview 

Table 5.8 - Significance education 

Table 5.6 - Significance professional  activity 
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5.2.5 Group composition 

As shown in table 5.9, it is noteworthy that only in shopping-centre Alexandrium the consumers visit the 

shops in a group composition, more than 1 consumer. In both other shopping-centres the most con-

sumers visit the shops by themselves. Although this finding is only significant in shopping-centre Alexan-

drium, table 5.10, probably because this segment of consumer prefers to go shopping together. This 

also resulted in a significant outcome for this shopping-centre. Another explanation can be that Alexan-

drium is probably more a fun shopping-centre, which resulted in more groups of consumers.  

 

 

 

 

 

 

 

 

 

 

  

Table 5.9- Group composition 

Table 5.10 - Significance group composition 



52 
 

5.3 Shopping motivation 

5.3.1 Shopping motivation for the shopping-centre 

When looking at the shopping motivation of the respondents, shown in table 5.11, the outcome of this 

analysis is in all three shopping-centres almost equal. It is noticeable that almost half of the participants 

have a utilitarian shopping motivation. This can possibly be explained by the fact that most of the sur-

veys were collected just before the Christmas holiday, which makes buying gifts a priority.  

This number is however remarkable because consumers with a utilitarian shopping motivation are with 

the advent of internet shopping no longer forced to buy the products in the physical shop.  

When further examining the significance of this question, it can be said that there is no significant rela-

tionship between the shopping motivation and the shops in the three centres. This means that there is 

no connection between the various shops and the shopping motivation, see table 5.12.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 
  

Table 5.11 - Shopping motivation  overview 

Table 5.12 - Significance shopping motivation 
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5.3.2 Planned or impulse visit to the shop? 

Looking at the results in table 5.13, it is notable that especially in Keizerswaard the majority of the con-

sumers planned the visit to the shop at home. In Zuidplein the planned and impulsive visits to the shop 

are equally divided. In Alexandrium most of the visits were impulsive. They (probably the high number 

of high-school students) saw the shop and just entered it.  

 

 

 

 

 

 

 

 

 

 

 

When looking further at the significance, table 5.14, for the planned and impulse purchases it is re-

markable that for shopping-centre Keizerswaard there is a significant difference between the shops and 

planned/impulse visit. This significant outcome can be explained by the remarkable finding that most of 

the consumers planned their shop visits at home.  

 

 

 

 

 

 
5.3.3. Shop Y  

This study assumes that a consumer had just visited a shop (shop X) and was asked about their opinion 

about that shop and another well-known cosmetic shop, shop Y. Shop Y can be divided in shop Y1 and 

Shop Y2. When Etos is shop X, Kruidvat is Y1 and Trekpleister Y2. When Kruidvat is shop X, Etos is shop 

Y1 and Trekpleister Y2. When Trekpleister is shop X, Etos is shop Y1 and Kruidvat shop Y2.  

Looking at table 5.15, it is notable that most consumers know the other Dutch cosmetic shops that are 

involved in this research. Only Trekpleister, shop Y2 for Etos and Kruidvat visitors, are shops which are 

not known to all consumers. The fact that not all consumers know Trekpleister is quite similar for the 

three shopping-centres. The same table shows that only consumers in Zuidplein are visiting a second 

Table 5.13 - Planned or impulse visit overview 

Table 5.14 - Significance planned or impulse 
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cosmetic shop at the same day. These consumers are probably the so called ‘bargain hunters’, and are 

visiting the various hops for the best prices. 

When looking at the same table, it is also notable that the consumers of Etos also visit Kruidvat and vice 

versa. The consumers of Trekpleister visit Kruidvat also. Just a small amount of Etos consumers visits 

also Trekpleister. Thereby most of the consumers visited just one shop a day.  

 

 

The visit frequency is divided into several categories. Most of the consumers visit the shop they just visit-

ed between 0-12 times per year and 13-52 times per year, also called one or two times a month. This 

number is divided equally among various centres, shown in table 5.16.  

 

 

 

 

 

 

 

 

 

 

 

The visit frequency of their alternative cosmetic shop (shop Y) in combination with the just visited shop of 

the consumer is shown in table 5.17. From this table it can be read that the consumers visit their alter-

native cosmetic shop equally as their just visited shop. 

 

 

  

Table 5.16 - Visit frequency shop X  

Table 5.15 - Familiarity store Y overview 
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5.4 Conclusions 

In total approximately 360 consumers were approached to participate in this research. Due to some 

non-responses a total of 270 surveys were collected for this research. Noteworthy to the collected sur-

veys is that the N of all answers is 270. This means that every respondent answered to every question. 

Consumers who just had visited a shop were approached to participate in this research and were asked 

to answer questions about the shop they just visited and another best known alternative shop.  

The survey focused on, among others, the socio-demographics, the shopping motives and the visit fre-

quency of the shop they just visited and the alternative shop. These questions were analysed in a de-

scriptive manner. According to the descriptive analyses, the main findings are that three-quarters of the 

respondents are women whereby only Keizerswaard has a significant link between the visited shops and 

gender. Most of the respondents were older than 26 years. In shopping-centre Alexandrium the most 

respondents were younger than 25 years, which is probably due to the amount of high schools in this 

area. For the three shops in the three centres the relationships between the shops and the age of the 

consumers are significant. A significant outcome stands for a difference between what is expected and 

what is actually measured. 

Most of the respondents have a middle level education, for all three shopping-centres there is a signifi-

cant link between the education and the shops in the shopping-centre. The majority of the respondents 

belong to the working class. For shopping-centre Alexandrium the majority of the respondents are stu-

dents. Striking is that most of the respondents have a utilitarian shopping motivation, but there is not a 

significant relationship between motivation and visited shop. Most of the shop visits were planned. For 

the three shops in Keizerswaard, there is a significant relation between visited shops and how the visit 

was planned.  

Noteworthy is that the consumers know the other alternative shops. Only Trekpleister is not that well 

known among the respondents. Visitors of Kruidvat mostly visit Etos and vice versa.  

Most of the consumers visit the shop they just visited once or twice a month. This number is the same for 

the alternative shop.  

  

Table 5.17 - Visit frequency shop Y 
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CHAPTER 6 – ANALYSIS AND MODELLING  

6.1 Introduction 

The results of the various analyses and models are shown and explained in this chapter.  

Before these analyses can be carried out, the dependent variables should be described. This is done by 

making use of mean value and ANOVA tests. These analyses should answer the questions of what the 

mean value is for the various shop characteristics valued by the consumer. And whether there is an 

actual difference between the shops based on the perception of the shop characteristics. 

The ordinal logistic regression analysis (ordinal regression) is one of the performed analyses. This anal-

ysis is used to explain the relationship between an ordinal dependent variable and one or more inde-

pendent variables. The ordinal regression examines what influence the independent variables have on 

the dependent variables. Thereby, the relationship can be positive or negative. Paragraph 6.2 will fur-

ther discuss the operation of this analysis.  

The multinomial logit model (MNL Model) is used to explain the relationship between the preference for 

one alternative on the one hand and the characteristics of the alternatives on the other hand (Train, 

2002). In paragraph 6.3 a further discussion about the operation of this analysis can be found.  

For both analyses various physical characteristics of the shops have been collected. These characteristics 

serve to analyse the valuation of the respondents in a proper way. Appendix H shows the physical char-

acteristics which are included in this study. Appendix I supports these characteristics by means of a pho-

to-report.  

Both analyses generate a large set of tables and graphs. Tables which are not included in this chapter 

can be found in the appendices. The text will refer to the appropriate appendix.  

6.2  Perception of shop characteristics 

Respondents were asked about their opinion of various aspects of the shop they just visited. This opinion 

was given on a 5-point Likert scale varying from very negative (value = 1) to very positive (value = 5) 

and the values in between. The results of the mean valuation of the consumers on the different shop 

characteristics of the shop they just visited are given in table 6.1. More detailed frequencies tables can 

be found appendix J. In this appendix the amounts and percentages of the responses for each shop in 

each shopping-centre are given.  

Probably one of the most important findings from this analysis is that the respondents value the shop 

from neutral till very positive. This means that the respondents in general are satisfied with the shop they 

just visited. Per shopping-centre the most notable findings will shortly be discussed. 

The respondents value the shops in the shopping-centre Alexandrium from neutral to positive. Almost 

no value is higher than 4.0 or lower than 3.0. The value of Etos and Kruidvat are almost equal.   

Consumers of Kruidvat in shopping-centre Zuidplein are the most positive about the just visited shop. 

They rated this shop with the value ‘positive’.  

Etos in shopping-centre Keizerswaard is rated by the respondents as the most positive.  

Striking about these results is that both Etos and Kruidvat are rated positive. The respondents for Trek-

pleister do have a more critical opinion about the shop.   

An ANOVA test is carried out, to indicate whether the three shops differ on the various shop characteris-

tics. When the ANOVA analysis is carried out, for the just visited shop, it is shown that all outcomes are 

significant. This means that can be stated with a certainty of 95% that a difference exists between the 

valuations of the shops on the various aspects, as shown in table 6.1. Because the three shops belong 

to large companies, there are hardly any differences between the same shops regarding the shop char-

acteristics. 
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Table 6.1 – Perception of shop characteristics 

 

 

 

 

 

 

 

 

 

6.3 Ordinal logistic regression analysis  

The first part of this paragraph is used to explain how the ordinal logistic regression analysis is applied 

and to which results it leads. This model is applied to provide more insight in what segment of consum-

ers has a different opinion about the various shop characteristics than the mean opinion. 

This section is organised as follows. First, the ordinal regression analysis will be explained. Second, the 

correlation table will be explained. Next, the results of the model estimations will be presented and ex-

plained.  

6.3.1 The Ordinal logistic regression explained  

In question 8 of the survey, the respondents were asked for their opinion on the visited shop. They had 

to value the aspects of the shop characteristics on a 5-point Likert scale whereby value 1 was very nega-

tive and value 5 was very positive. This valuation results in ordinal data, there is no exact distance be-

tween the different rating options of the valuation of the shop characteristics. As a result an ordinal lo-

gistic regression analysis is carried out. The ordinal regression analysis is an extension of the general 

linear regression model to ordinal categorical data.  

Ordinal logistic regression is used to predict an ordinal dependent variable given one or more inde-

pendent variables. The ordinal logistic regression analysis predicts, from a set of regression coefficients, 

the probability of the outcome of interest. The basic idea behind the logistic regression is that the out-

come variable will be transformed in such a way that a kind of linear regression analysis is possible. 

When the ordinal regression is carried out it is possible to determine if the various independent varia-

bles have a statistically significant effect on the dependent variable; the probability of each score on the 

5-point likert scale is calculated.  

The ordinal regression will be applied for each requested shop characteristic (the dependent variable) in 

order to find which independent variables (socio-demographics, shopping motivation, planned or im-

pulse behaviour and the physical characteristics of the shop) have impact on the assessment of this as-

pect. This is because the research question aims to provide insight in the factors that influence the pref-

erences of a consumer regarding a particular shop.  

As mentioned, the answers have been measured on a 5-point Likert scale, but due to the low amount of 

valuations in categories 1 and 2, these two categories have been merged. The results of the dependent 
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variables will therefore be divided in four levels, whereby value 1 is (very) negative, value 2 is neutral, 

value 3 is positive and value 4 is very positive. 

Every analysis generates three tables. The text will refer to the accompanying table. The first table shows 

the Model Fit. When the final model performs better than the constant-only model, the significance will 

be small (sig < 0.10). The deviance between predicted and observed values should be small and there-

fore the corresponding significance should be large. Finally this model shows the R² (Nagelkerke) which 

is used to measure the strength of the association between the dependent variable on the one hand and 

the predictor variables on the other hand (Norusis, 2015). When Nagelkerke has a low value, the mod-

el does not predict the observed opinions well. This study only shows the models where the Model of Fit 

has a significant value and where Nagelkerke is larger than 0.05; the other models can be found in 

appendix L.  

The second table consists of the opinion of the respondents on a particular shop characteristic, the esti-

mate and significance of the thresholds and the independent variables. These tables only show the in-

dependent variables which are significant at the 0.10 level. The threshold shows the response variable 

in the ordered logistic regression (Idre, n.d.). One of the other outcomes is the estimate; the core output 

of the analysis. Estimates show the relationship between the explanatory variables and the various out-

comes. The estimates of the independent variables show how much the logit changes based on the 

values of the predictor variables. With these coefficients the cumulative predicted probabilities for the 

model can be calculated. When the coefficient is negative, the scores on the ranking are lower.  

Finally for every outcome the predicted probabilities have been calculated, the third table of the analy-

sis. These outcomes give the probability that someone agrees with a statement, while the rest of the 

variables in the model are held at their mean values.  

For the calculation of the ordinal regression analysis various formulas are used. The most commonly 

used in this study will be discussed briefly. These formulas are based on Norusis (2015). 

To calculate the Goodness-of-Fit for the deviance measure, which should only be used for models that 
have reasonably large expected values (the value has to be larger than significant) is calculated with the 
formula: 

  
 D = 2 ∑∑Oij ( ln (Oij / Eij)) 
 O = Observed frequencies 
  E = Expected frequencies 

 

Nagelkerke is calculated with the formula: 

 

 R2 N = (R2
cs) / ( 1 – L(B (0)) 2/n)) 

  R2cs = 1 – (L(B(0)/ L(B0)2/n    

  L(B (0)) = the log-likelihood with just the thresholds 

  L(B) = the log-likelihood function for the model with the estimated parameters 

  N = number of cases 

 

The next formula is used to estimate of a set of regression coefficients that predict the probability of the 

outcome of interest. The coefficient in this formula tells about how much the logit changes based on the 

values of the predictor variables. The logit is defines as: 
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 ln(prob(event)/(1-prob(event))) 

  In this study, the events may be defined as  

1) the score is equal to 1 

2) the score is equal to 1 or 2 

3) the score is equal to 1, 2, or 3 

 The event of a score being equal to 1, 2, 3, or 4 is not relevant, as the probability will be equal to 1.0.                     

The odds (θj) of the probabilities these events will occur are defined as follows (for j = 1, 2, 3). 

 

  

  θj  =  prob(score ≤ j) / prob(score > j) 

 

The cumulative predicted probabilities according to the logistic model are calculated using the formula:  

 

 Prob(event j) = 1 / (1 + e- (αj – β x) ) 

 αj = treshold, the intercept equivalent terms. 

  x = set of independent variables.  

  ß = set of corresponding coefficients.  

 

6.3.2 Correlations  

The correlation table is, due to the ordinal data, based on the Spearman correlation table, shown in 

appendix K. This table shows the correlation between the various physical characteristics, Appendix H. 

This table is created in order to determine whether there is dependency between the physical character-

istics which together explain a certain perceived shop characteristic. Highly correlated variables should 

not be included in the analyses simultaneously. The correlation is a value between -1 and 1. This value 

indicates the strength of the correlation between two variables. When the correlation is 0, there is no 

correlation. When the correlation is higher than 0 and positive, it means that higher values of one vari-

able go together with a higher value of another variable. When the correlation is lower than 0 it means 

that higher values of the one variable go together with lower values of another variable.  

The closer to 1 or -1 the stronger the correlation is. In this study, correlations larger than 0.7 or smaller 

than -0.7 are considered to be high. 

For some variables, the correlation could not be calculated as these variables do not differ across the 

nine shops. Since the three various shops belong to large retail-chains, the differences in the physical 

characteristics of those shops in the three shopping-centres are negligible.  

The correlation table shows that especially the aspects colour of the façade, colour of the shop, finishes 

of the shop, the aspects regarding the lighting and the temperature, the advertisement signs, the dis-

tance between the aisles and the in shop furnishing have high correlations with other aspects.  
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6.3.3 The ordinal regression analysis applied 

Products and assortment 

‘Which impact do the socio-demographic characteristics, the shopping motivation and the planned or 

impulse shopper have on the valuation of the consumer with regard to the products and assortment of 

the just visited shop?’  

The model is significant, p-value = 0.033. In table 6.2 can also be seen that the independent variables 

explain a relatively small proportion of the variation in the opinion of the respondents, resulting in a low 

value of Nagelkerke R²= 0.060. 

 

 

 

 

 

 

 

A noteworthy phenomenon in table 6.3, is that the respondents who work more than 32 hours a week 

appreciate the shop more on this aspect than the students and unemployed/retired respondents, esti-

mate = 0.634, (significance 0.052). Men judge this aspect, the product and assortment of the shop, 

less than women, estimate = -0.6439 (significance = 0.025). Also the utilitarian visitor judges this as-

pect negative, estimate = -0.587 (significance = 0.064). Finally, the consumer who had planned the 

shop visit appreciates this aspect positively with an estimate of 0.589 (significance 0.033) and values 

this aspect higher than when the visit to the shop was impulsive.  

 
 
 
 
 
 
 
 
 
 
 

By making use of the predicted probabilities shown in table 6.4 it can be stated that the chance that a 

consumer; the consumer who works more than 32 hours, who is man, is an utilitarian shopper or had 

planned the shop visit, appreciates this aspect of a shop with a value 3 (positive) is most likely. Also for 

the consumer who does not belong to those segments, this is the most likely value for this aspect.  

The second most likely opportunity for men, utilitarian shopper and the other segments is a neutral val-

ue (value 2). For the consumer who works more than 32 hours and when the visit to the shop was 

planned, the most second most likely opportunity is the very positive value (value 4). All in all there are 

little differences between the probabilities.  

 
  

Table 6.2 - Model description products and assortment 

Table 6.3 - Model outcome products and assortment 
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Table 6.4 -  Estimate response probabilities for assortment 

 

 The calculat-

ed probability 

for value 1 

The calculat-

ed probability 

for value 2 

The calculat-

ed probability 

for value 3 

The calculat-

ed probability 

for value 4 

Working more 

than 32 hours 

0.04 0.20 0.45 0.31 

Man 

 
0.14 0.38 0.37 0.11 

Utilitarian 

shopper 
0.10 0.34 0.41 0.15 

Planned 

visit  
0.06 0.24 0.45 0.25 

Other 0.09 0.30 0.43 0.18 

 
 
Price/quality 

‘Which impact do the socio-demographic characteristics, the shopping motivation and the planned or 

impulse shopper have on the valuation of the consumer with regard to the price and quality of the just 

visited shop?’  

The Model Fit is significant, significance = 0.071. Nagelkerke R² = 0.052 is relative small, shown in 

table 6.5. 

 

 
 
 
 
 
 
 
 

 

For the price/quality of the products in the shop, shown in table 6.6, the respondents who work less 

than 32 hours a week have a significant estimate of 0.587 (significance = 0.100). In comparison, with 

the other groups in this segmentation, this segment rates this aspect less than the other groups in this 

segmentation. Also the planned visitor has a positive and significance outcome, estimate = 0.698    

(significance = 0.008) and will therefore value this aspect more positive than when the visit to the shop 

was impulsive. 

A possible explanation for the fact that the respondents who works less than 32 hours a week have a 

different opinion on these aspects than the other consumer segments can be that they do not have that 

much money; they will not receive a full salary. The price for a product can be therefore more im-

portant, which also makes probability that the visit to the shop was planned more likely.  

 
 
 

Table 6.5 - Model description price / quality 
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Noteworthy of the predicted probabilities, shown in table 6.7, is that consumers with an age younger 

than 25 years give the shop a high value, value 3, or a neutral value, value 2. The percentages for 

these valuations are the highest. Consumers who work less than 32 hours will probability rate the 

price/quality on a value 3 (positive). This also applies when the visit was planned by the consumer.  The 

other segmentations will probably rate this aspect positive followed by a neutral value. This model also 

shows just little differences between the probabilities.  

 
Table 6.7 - Estimate response probability for price/quality 

 The calculat-

ed probabil-

ity for value 

1 

The calculat-

ed probabil-

ity for value 

2 

The calculat-

ed probabil-

ity for value 

3 

The calculat-

ed probabil-

ity for value 

4 

Working less 

than 32 hours a 

week 

0.04 0.27 0.45 0.24 

Planned visitor 0.03 0.24 0.45 0.28 

Other 0.06 0.34 0.42 0.17 

 

Shop in general 

‘Which impact do have the socio-demographic characteristics, the shopping motivation and whether the 

visit was planned or on impulse have on the valuation of the consumer with regard to the shop in general 

of the just visited shop?’  

For this model the valuation of the respondents on the 5 point-Likert scale is used and not the physical 

characteristics; these correlate too much with each other. As mentioned before, the 5 point-Likert scale 

is for this research transformed to a 4 point-Likert scale. By using the valuation of the consumers on this 

scale, there is assessed which component has the most influence.  

Table 6.8 shows the Model Fit, with a value of 0.000. This outcome is extremely significant. The devi-

ance is not significant and Nagelkerke R² = 0.864 which is very high. From these statistics it can be 

concluded that the model performs well. The independent variables explain a relative large proportion 

of the variation between the opinion of the respondent and the various independent variables. However, 

it should also be noted that the values of explanatory variables used cannot be explained by means of 

physical characteristics.   

Table 6.6 - Model outcome price / quality 
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The valuation of the location, size, atmospherics and image do all have a significant value. All the esti-

mates of these characteristics are negative, as shown in table 6.9. This is due to fact that they are relat-

ed to the highest value; the consumer appreciate the highest score, which has been arbitrarily set to 

0.0, the most.  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

The probabilities as shown in table 6.10 show that the location, the size of the shop, the atmosphere in 

the shop and the image of the shop on all the levels have the most impact on the neutral valuation of 

the shop in general.  

 
  

Table 6.8 - Model description shop in general 

Table 6.9 - Model outcome shop in general 
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Table 6.10 - Estimate response probabilities for the shop in general 

 The calculated 

probability for 

value 1 

The calculated 

probability for 

value 2 

The calculated 

probability for 

value 3 

The calculated 

probability for 

value 4 

Location 1 0.25 0.60 0.15 0.00 

Location 2 0.12 0.57 0.31 0.01 

Location 3 0.01 0.15 0.76 0.08 

Location 4 0.00 0.00 0.16 0.84 

Size 1 0.18 0.62 0.19 0.01 

Size 2 0.13 0.59 0.27 0.01 

Size 3 0.01 0.14 0.74 0.12 

Size 4 0.00 0.00 0.18 0.82 

Atmosphere 1 0.47 0.52 0.02 0.00 

Atmosphere 2 0.06 0.75 0.19 0.00 

Atmosphere 3 0.00 0.06 0.86 0.08 

Atmosphere 4 0.00 0.00 0.11 0.89 

Image 1 0.25 0.66 0.09 0.00 

Image 2 0.13 0.68 0.19 0.00 

Image 3 0.00 0.07 0.83 0.10 

Image 4 0.00 0.00 0.15 0.85 
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6.4 Multinomial Logit Model 

The first part of this paragraph is used to explain how the Multinomial Logit Model is applied and to 

which results it leads. This model is applied to provide more insight in the respondent’s favourite shop 

regarding the specific shop characteristics. 

This section is organised as follows. First, the multinomial logit model will be explained. Next, the results 

of the model estimations will be presented and explained.  

 6.4.1 The MNL Model explained  

The MNL Model is the most widely used discrete choice model (Train, 2002), and is used to investigate 

which independent variables play a role in the preference of the consumer for one shop or another 

shop. The MNL model calculates the preferences of the respondents for the various shops. The physical 

characteristics of the shops may play an important role in the overall attractiveness of the shops. The 

physical characteristics can be found in Appendix H. These characteristics may result in a positive or 

negative association with the various shops. Also, some characteristics may be more important than 

others.  

The physical characteristics of the shops have been included in the model. Due to the fact that most 

physical characteristics have been measured at a 3 point-Likert ordinal scale, the data is transformed 

into dummy variables. The number of dummy variables is always one less than the number of levels. 

Each level but one is represented by a dummy. A dummy is equal to 1 if the corresponding level is fac-

tual, otherwise the dummy is equal to 0. If all dummies related to a physical characteristic are equal to 

0, the level not represented by the dummies is factual. An overview of the various dummy variables can 

be found in appendix M.  

The MNL model is based on the assumption that each individual (i) has a number of alternatives which 

form the choice set (Ci). This choice set may differ across the individuals. There are different formulas 

which are essential when using the MNL model. These will be explained.  

The first formula relates to the structural utility. This means that every alternative consists of different 

characteristics (n). The score of each characteristic (n) of alternative q is noted by Xiqn. All of the charac-

teristics of alternative q have a certain utility. The total of this utility for each of the characteristics of 

alternative q is determined by using the linear additive function. The structural utility of alternative q is 

the sum of weighted scores of the characteristics of alternative i (Train, 2002).  

This is shown in the formula: 

 

 Vᵢq = ∑n ßn Xiqn 

 
  Viq = the structural utility of alternative q for individual i 
  ßn = the weight for characteristic n 
  Xiqn = the score of characteristic n of alternative q for individual i 

 
 

The second formula takes the utility differences across individuals and time into account, the random 

utility. This is necessary because all individuals have different preferences and their preferences may 

vary over time. This is shown in the formula: 
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 Uiq = Viq + ɛiq  

  Uiq = total random utility, the utility of alternative q for individual i 

  Viq = structural utility  

  ɛiq = random utility or error term 

 

Finally the last formula to discuss is the probability that individual i will choose alternative q, which is 

equal to the probability that Uiq is higher than the total utility of all other alternatives in the choice set. 

The assumption that individuals choose the alternative with the highest utility from the set of alternatives 

is included in this. In formula: 

 P  (iq|Ci)= exp (Viq) / ∑q’ exp (Viq’) 

  P (iq|Ci) = the probability that individual i chooses alternative q from choice set Ci 

  Viq = the structural utility of alternative q for individual i 

 

After the MNL analysis the log-likelihood of the model has to be calculated. This is done by making use 

of the following formula:  

 

 LL(ß) = ∑i ∑q ln(Piq) Yiq 

  Piq =  probability that alternative q will be chosen by decision maker i 

  Yiq =  1 if alternative q was chosen by consumer i, 0 when this alternative was not chosen by consum-

er i.  

 

Also the log-likelihood of the null-model has to be calculated. According to the null-model, all alterna-

tives in the decision maker’s choice set have equal probability. In this study, the choice set always con-

tains two alternatives, therefore:  

 

 LL(0) = ∑i ∑q ln(0.5) Yiq 

 

After the analysis it is necessary to determine how well the model predicts the observed choices. This 

can be done by using the Rho². The value of Rho² lies between 0 and 1. The higher the score, the better 

the model performs. The Rho² is calculated by using the log-likelihood of the estimated model and the 

log-likelihood of the null-model:  

 

 Rho² = 1 – (LL(ß)/LL(0)) 

  LL(ß) = log-likelihood of the estimated model 

  LL(0) = log-likelihood of the null-model 
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6.4.2 The MNL model applied  

This model uses the preferences by the respondents for the shops at the various locations and the physi-

cal characteristics of these shops to determine the influence of each of these characteristics. The prefer-

ences for the shops have been measured by asking respondents to choose their favourite shop, whereby 

the respondent could either choose the shop just visited or another well-known cosmetic shop. This 

preference was measured for the fourteen subjective shop characteristics. The physical characteristics 

were collected by personal observation (see appendix I).   

Various physical variables have been tested per subjective characteristic; only those contributing to the 

prediction of the observed choices were taken into consideration. Not all collected physical characteris-

tics can be used. This is due to the small number of shops in the small number of shopping-centres. In 

addition, the physical characteristics may be correlated.  

The total of 14 subjective characteristics of the shops which are used, are shown in table 6.11. Some of 

the physical characteristics have been recoded into dummy variables, appendix M.  

Table 6.11 – Subjective shop characteristics MNL Model 

Colour of the façade Tidiness 
View through shop 

window 

Size Visual decoration Shop window 

Depth Amount of lighting 
Distance between the 

aisles 

Width of the shop Temperature In shop furniture 

Size of the entry 

 

With a selection of related physical characteristics, the preference for a shop given a subjective charac-

teristic is modelled. The corresponding database can be found in appendix N. This resulted in a coeffi-

cient and a significance level for each (dummy variable of the) characteristic. These coefficients indicate 

how the characteristics affect the utility. Only the significant outcomes will be discussed here.  

Material and colour of the shop 

For the aspect material and colour, only the colour of the façade seems to be important for the shop 

preferences of the consumer. The model performs acceptable with Rho² = 0.07. Further results can be 

seen in table 6.12. The parameter ‘Colour of the façade dark” seems to indicate that respondents pre-

fer a shop with a darker façade. Coincidentally, the shops with a darker façade are also the two shops 

which have emerged in the descriptive analysis as the two most appreciated shops. The utility of the 

shop increases with 0.674 if the façade of the shop is dark.    
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Atmospherics in the shop 

The atmospherics in the shop play an important role. The respondents appreciate a tidy shop. The 

shops that are more tidy are more preferred, shown in table 6.13. The utility increases with 1.473. The 

visual decoration in the shop decreases the utility with -0.88518. A possible explanation could be that 

these decorations suggest a messy image and the decoration may be considered obstacles by the con-

sumers.  

This model performs less with Rho² = 0.09. 

 

 

Amount of lighting in the shop 

Respondents appreciate shops with bright lighting better, see table 6.14.  

By brighter lighting consumer can probably read the labels better, but they can also see better what they 

buy. Especially for the cosmetic department this can be relevant.  

The utility increases with 0.41096 when the lighting in the shop is valued light. This performance of the 

model is very limited with a Rho² value of 0.03.  

 

 

Shop in general 

When the shop in general is analysed, only the light colour of the façade and the width of the shop 

appear to be significant as shown in table 6.15. But both factors participate in a negative way. This 

means that the respondents in general do not like a light façade. This is consistent with the previous 

findings for the façade.  

Table 6.12 - MNL Model for material and colour 

Table 6.13 - MNL Model for atmosphere 

Table 6.14 - MNL Model amount of lighting 
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Table 6.17 – MNL Model price/quality per shop 

Furthermore, the width of the shop has a negative role. This outcome means that consumers have a 

preference for more narrow shops. But this outcome is hard to explain. The outcome of the correspond-

ing ordinal regression analyses also shows that the size was significant with a negative influence. Ac-

cording to the ordinal regression, the size of the shop should be smaller; this is related to a smaller 

width of the shop.  The performance of this model is limited with a Rho² of 0.08.  

 

 

MNL Model for the preferred shop 

Hereafter, each individual shop is tested to distinguish the differences between the shops. This is done 

by creating two dummy variables, one for Etos and one for Kruidvat. The Etos-dummy indicates whether 

the shop is an Etos (1 = yes, 0 = no), the Kruidvat-dummy is 1 if the shop is a Kruidvat and 0 other-

wise. These dummy variables are used to model the choices of consumers for each subjective character-

istic. In this way it is estimated which shop is best assessed, independent of the physical characteristics. 

Also for this analysis only the significant values are included. The MNL outcome and the associated 

Rho² are shown in appendix O. Outcomes with a Rho²s of 0.05 and lower will not be discussed in this 

study.  

Product and assortment 

Etos as well as Kruidvat perform better on the characteristics of product and assortment than Trek-

pleister, as shown in table 6.16. Thereby the Rho² of this model is 0.061. This is a low outcome and has 

therefore a limited predictive value.  

 

 

Price and quality   

Table 6.17 shows only the estimate for Kruidvat, this is due to the insignificant parameter for Etos. As 

shown in that table, the shop preference concerning price and quality is positive for Kruidvat. Etos and 

Trekpleister are considered equal in this respect. This model has a Rho² of 0.059, which results in a 

limited predictive value.  

 

 

  

Table 6.16 – MNL Model Assortment per shop 

Table 6.15 - MNL Model shop in general 
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Material and colour 

Table 6.18, shows that the respondents value the material and colour of Etos more than both other 

shops. This is followed by Kruidvat. This model has a Rho² of 0.114, which is for this study one of the 

highest outcomes.  

  

Size  

The size of shop Etos is preferred more than the size of Kruidvat, shown in table 6.19. This is noticeable, 

as it would mean that consumers prefer a shop of medium size. This coincides with the finding that the 

consumers prefer a shop that is not too wide and it also coincides with the results from the ordinal re-

gression model where the size of the shop has a negative influence on the valuation of the shop. Note-

worthy is that Etos is a medium size shop. This model shows that this is preferred.    

A note for this model is that the Rho², with a value of 0.054, is low.  

 

 

Atmospheric 

Table 6.20 shows the outcome for the characteristic atmosphere, Etos is preferred more than Kruidvat 

and Trekpleister. But also here, Rho² = 0.090 is low. This corresponds with the earlier findings that the 

shop needs to be tidy. From the collected physical characteristics one finding is that Etos is a tidy shop, 

where Kruidvat and Trekpleister are not that tidy.  

 

 

 

 

 

  

Table 6.18 - MNL Model material/colour per shop 

Table 6.19 - MNL Model size per shop 

Table 6.20 - MNL Model atmospherics per shop 
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Staff and services 

As shown in table 6.21, Etos is preferred when it comes down to the staff and services in the shop. This 

is followed by Kruidvat. With a Rho² of 0.151 this model performs the best in this study.  

 

View  

Regarding the view of the shop, Etos, as shown in table 6.22, is the most preferred shop, followed by 

Kruidvat. Trekpleister is the least preferred shop, when it comes down to view. But due to the low 

Rho²value of 0.091, predictive power is limited. 

 

 

 

 

 

Lay-out 

Also on the characteristic lay-out, Etos is preferred the most; this is shown in table 6.23. Due to the Rho² 

of 0.125 this outcome is a quite acceptable.  

 

 

 

 

 

Image 

Table 6.24 shows that when it comes down on image, Etos is most preferred by the respondents, this is 

followed by Kruidvat. This is supported by a Rho² of 0.093.  

  

 

 

Table 6.21 - MNL Model staff/service per shop 

Table 6.22 - MNL Model view per shop 

Table 6.23 - MNL Model lay-out per shop 

Table 6.24 - MNL Model image per shop 
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Shop in general 

When it comes down to the shop in general, Etos (as shown in table 6.25) is the most preferred shop for 

consumers, followed by Kruidvat. The Rho² of 0.057 is rather low.  

For the shop in general all the earlier mentioned shop characteristics are important. It is therefore not 

surprising that Etos, which scores on most of the shop characteristics, has the highest valuation when it 

comes down to the shop in general.  

 
 

 
 

6.4 Conclusions 

This chapter described the results of the various analyses. First a mean value analysis was carried out. In 

general, the different shop characteristics have a value of 3.5 or more based on a 5-point Likert scale. 

Thereafter, an ANOVA analysis was performed. This analysis showed that with a certainty of 95% could 

be stated that a difference exists between the valuations of the three shops on the various aspects.  

Hereinafter the ordinal regression analyses provided insight in which segment of consumer valued the 

shop characteristics at which level, and what the probability is that this segment of consumer will value 

that shop aspect at a particular level. This analysis was performed by using the answers from the survey 

where consumers could value their just visited shop on a 5 point-Likert scale; for this analysis this scale 

is recoded into a 4 point-Likert scale, due to the low values on the original first (very negative) and sec-

ond (negative) categories. Overall, the explanatory power of the models is very weak. Only the models 

for products and assortment and price/quality met the requirements; Intercept Only Final: sig ≤ 0.10, 

Nagelkerke Rho²> 0.05.  

For the products and assortment the consumer who works more than 32 hours, who is man has a utili-

tarian shopping motivation or has planned the shop visited at home are significant. Men value this as-

pect less than women and whereby the utilitarian shopper values this aspect less than the hedonic 

shopper. The consumer who had planned the shop visit values this aspect more than the consumer who 

had visited the shop impulsive. The consumer who works more than 32 hours values this aspect more 

than the unemployed consumer.  

For the price/quality of the shop the consumer who is younger than 25 years old, who works less than 

32 hours a week or had planned the shop visit at home have a significant value for this shop character-

istic. The consumer who is younger than 25 years old values this aspect less than older consumers. The 

consumers who work less than 32 hours a week value this aspect more than the unemployed consumer. 

The consumer who had planned the shop visit at home values this aspect more than the consumer who 

visits the shop impulsive.  

The probability, that the consumer will value shop characteristics (very) negative is low. Almost all of the 

consumer will appreciate a certain shop characteristic neutral or positive.  

Finally the shop in general was studied. This analysis shows that especially the location and the size, 

atmosphere and image of the shop have significant impact.   

The Multinomial Logit Model gave more insight in the favourite shop of the respondents. For this analy-

sis, the consumers’ shop preferences on the fourteen characteristics have been used. First the shop pref-

Table 6.25 - MNL Model shop in general per shop 
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erences of the consumer in relation to the physical characteristics of the shops were analysed. Here the 

analysis revealed that consumers prefer a darker façade, a tidy shop, a shop with brighter lighting and 

a shop that is not too wide.  

Hereafter the choices of the consumers regarding the shop-labels were analysed. Kruidvat is more pre-

ferred on the products and the prices. For the other characteristics Etos is more preferred by the con-

sumers. Shopping-centre owners and managers can use this information when they need to accommo-

date a cosmetic shop in their centre. When visitors value on the price it is best to house a Kruidvat in the 

shopping-centre. When the other shop characteristics are important it is better to house an Etos in the 

shopping-centre.  

Noteworthy of both of these analyses is that both the ordinal regression as well as the MNL Model 

found that the atmosphere in the shop is important, whereby especially the physical characteristics of 

the shop characteristic atmosphere; tidiness of the shop, with limited decorations is important. Probably 

consumers experience these embellishments as untidy. On this characteristic Etos is most preferred. The 

physical characteristics of Etos show that this shop is very tidy with limited decoration. The finding that 

this shop is most preferred on the characteristic is therefore not surprising.  

Also both analyses show that the size of the shops is important. The MNL model shows that consumers 

do not prefer a shop that is too wide. Most of the shops in these analyses are quite large and wide. 

Consumers value this as a negative characteristic of the shop. Thereby, Etos is most preferred when it 

comes down to the size of the shop. A conclusion from this is that consumers appear to prefer visiting a 

smaller and narrower shop. However, this should be considered in the context of the investigated shops. 

Some shops may have been considered too large by the respondents.  

The finding that when it comes down to material and colour of the shop, Etos is the most preferred shop 

is consistent with the finding that consumers prefer a shop with a dark façade, as shown in appendix I, 

Etos has a dark façade. 

Etos is the most preferred shop in general. The most important findings from these models are that the 

consumer prefers a shop that is tidy, where there are limited visual decorations and where the shop is 

not too large. All these findings are consistent with the physical characteristics of Etos.  

It is noteworthy in this analysis that the ANOVA indicates that there are very significant differences be-

tween the three shops. The actual analysis do not conform this, the various outcomes of the analysis are 

in general not significant. This has resulted in limited effects. A possible explanation for this is that the 

respondents do not have strong preferences when it comes down to shops that provide in their daily 

products. Another possibility may be that there is too little data collected. Including more data may im-

prove the outcome of the various analyses. 
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CHAPTER 7 – CONCLUSIONS AND RECOMMENDATIONS  

7.1 Introduction 

This chapter describes the conclusions based on the literature review and various data analyses for this 

research. The aim of this study was to provide insight in the preferences of consumers on shop charac-

teristics of Dutch cosmetic shops. Thereby this study focussed on the influence of various socio-

demographics, the shopping motivation and the fact whether the visit was planned or impulsive based 

on the valuation of the shop characteristics.  

These analyses could be carried out by conducting surveys among consumers of three cosmetic shops in 

three indoor shopping-centres. Respondents had to rate the shop they just visited on a 5-point Likert 

scale for fourteen shop characteristics. Also they were asked to indicate for each of fourteen characteris-

tics of the shop whether they preferred the just visited shop or another well-known cosmetic shop.  

This chapter will first answer the sub questions and the main question as mentioned in chapter 1, the 

introduction. The main research question that will be answered in this chapter is:  

‘To what extent do shop characteristics of a Dutch cosmetic shop, located in an indoor shopping-centre, 

influence consumers’ preferences?’  

This question will be answered by making use of the literature study and further elaborated by the out-

come of the data analyses. Hereafter, this study will end with recommendations for further research.  

7.2 Conclusions  

The problem definition is answered by answering the following research questions. 

How can consumer purchase behaviour be defined?  

Consumer (purchase) behaviour is very difficult to explain shortly. This study is based on the following 

explanation of consumer/purchase behaviour. The purchase behaviour of the consumer consists of the 

buying process. The model of Engel et al (1995) is the most used description for this buying process and 

consists of: need recognition, information search, evaluation of alternatives, actual purchase and con-

sumption. Finally there is the evaluation of the product.  

In addition, the shopping motivation of the consumer plays a role in purchase behaviour. This shopping 

motivation consists of a hedonic or an utilitarian shopping motivation.  

Most of these theories about purchases are based on a planned visit to a shop. Besides these planned 

purchases, 60% of all purchases are done on impulse (Hawkins and Wirtz, 2000). In chapter 5 is shown 

that only in shopping-centre Keizerswaard the 60% of respondents who had visit the shop impulsive is 

not achieved.  

What are relevant characteristics of a shop? And how can atmospherics be defined to measure their 

influence on the image of the shop? 

The existing literature shows that the relevant characteristics of a shop consist of different aspects. Table 

7.1 gives an overview of the used characteristics and what they, following this study, consist of (the 

physical characteristics).   
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Table 7.1 - Shop characteristics including accompanying aspects 

Shop characteristics Physical characteristics 

Product / assortment Amount of products, selection, style and 

availability 

Price / quality Price and quality 

Location Location, accessibility  

Material and colour Colour façade, material façade, colour shop,  

material shop and finishes of the shop 

Size Size, high depth, width and size entrée 

Atmospherics Tidiness, background noise, background mu-

sic,  

visual decoration 

Amount of lighting Amount of lighting, colour of lighting 

Temperature Temperature 

Staff / services Sales persons, return policy 

View Shop window, visibility of cash registers,  

view through the shop, advertisement signs in 

shop 

Lay-out Distance between aisles, in shop furnishing 

Image Shop reputation 

Crowdedness Amount of customers in the shop 

Shop in general Total view of the shop 

 

What is the relationship between the socio-demographics of the consumers and their preferences for 

shop characteristics? 

Following the literature review, the socio-demographics divide consumers in groups based on income, 

age, gender, social status, education and the like. Segmentation of the market is necessary because 

every consumer is different and will therefore also react differently on the shop characteristics. This re-

search has segmented the consumers based on their age, level of education, professional activity and 

gender. Consumers were segmented on their shopping motivation and if the visit to the shop was 

planned or impulsive. Also the group composition is included in this study.  

By means of ordinal regression analyses it was tested which socio-demographic aspects influence the 

valuation of different shop characteristics. Only the shop characteristic products and assortment and 

price/quality seem to be relevant.   

When it comes down to the products and assortment in the shop, the consumer who works more than 

32 hours, the consumer who is man, the consumer who shops with a utilitarian shopping motivation 

and the consumer who had planned the visit to the shop seems to have a different opinion on these 

aspect than the other consumer segments.  

For the price/quality in the shop the consumer who is younger than 25 years old, the consumer who 

works less than 32 hours a week and the consumer who had planned the visit to the shop seems to 

have another opinion on this aspect than the other consumer segments.  

What is the relationship between consumers’ preferences and shop characteristics? 

By using the MNL Model the preferences of the consumers regarding to the various shop characteristics 

are calculated. Here has emerged that consumers prefer a shop with a darker façade (characteristic 

material and colour). Consumers also prefer a shop that is tidy (characteristic atmosphere) and they will 

choose for a shop with brighter lighting (characteristic lighting light).  
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When the shop in general is investigated with the MNL Model, it reveals that a shop with a lighter fa-

çade has a negative preference. This is another confirmation that consumers prefer a dark façade of the 

shop. Also the width of the shop is important. The outcome of this analysis was negative, it may be con-

cluded that consumers find the width in the current state too broad.  

The ordinal regression analysis has shown that when it comes down to the shop in general the size, the 

location, the atmosphere and the image of the shop play a role in the preferences of the consumer 

regarding the shop characteristics.  

Both analyses, the ordinal regression model and the MNL Model, supported that the atmosphere in the 

shop is important, whereby especially the tidiness of the shop is an important component. Size is in both 

analyses identified as an important characteristic. Because the size is seen in the ordinal regression as 

something negative and in the MNL model is shown that consumer do not prefer a shop that is too 

wide. Therefore it can be stated that consumer prefer a smaller shop that is less wide. 

Which cosmetic shop do consumers prefer the most? 

The MNL model is used to calculate the differences between the three shops. Kruidvat is most preferred 

when it comes down to the products and assortment and the price/quality in the shop. Etos is most pre-

ferred when it comes down to material and colour, size, atmosphere, staff and services, view, lay-out, 

image and for the shop in general.  

The physical characteristics of Etos show that this shop is very tidy with limited decoration. The finding 

that this shop is most preferred on the characteristic is therefore not surprising. 

In the consumer preferences regarding the shop characteristics it is found that consumers prefer a 

smaller shop. Taking a closer look at the preferred shop of the consumers it is notable that the re-

spondents prefer Etos the best on size. With the physical characteristics of Etos in mind it can be stated 

that consumers prefer a middle size shop which is not too wide but rather deep.  

When it comes down to material and colour of the shop, Etos is the most preferred shop. This is con-

sistent with the finding whereby consumers prefer a shop with a dark façade, shown in appendix I, Etos 

has a dark façade. 

In general it can be concluded that Etos is preferred by the consumers. This also corresponds to the 

large-scale study conducted on behalf of the ‘Gfk Drogisterij Award 2015’. Every year a large-scale 

study of ‘GfK Drogisterij Award 2015’ is held under six different Dutch cosmetic shops. This research 

surveyed the cosmetic shops on the aspects: expertise of personal, friendliness of personal, assortment 

of products, quality, tidiness, atmospherics, price, location/ parking, crowdedness, opening hours and 

special offers. The research of Gfk has a response of 6.000. Etos is according this statistical research 

the most preferred cosmetic shop. When it comes down to price, Kruidvat is the most favourite. Trek-

pleister gets in general a higher valuation than Kruidvat. The study of Gfk broadly studied the same 

shop characteristics as studied in this study. Noteworthy of this research is that Gfk found that Trek-

pleister gets a higher valuation by the respondents than Kruidvat. Both studies found that when it comes 

down to the shop in general Etos is most preferred. When it comes down to price, Kruidvat is the favour-

ite cosmetic shop (Thouars, 2015).  

‘To what extent are shop characteristics of a Dutch cosmetic shop located in an indoor shopping-centre 

influencing the consumers’s preferences?’ 

This study shows that the physical characteristics have little influence on the shop appreciation by the 

consumer. However, some of the characteristics play a significant role. Especially the size and the at-

mosphere (focused on the tidiness of the shop) are most important. Also the material and colour of the 

shop play a role. This may mean that the consumer hardly noticed the characteristics, as suggested in 

the literature where was stated that the consumer only notices the characteristics when they are very bad 

or very good (personal communication, November 3th, 2014; Milliman, 1982; Gulas and Schewe, 
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1994), such as the tidiness of the various shops. Therefore the image of the shop is even more im-

portant; the retailer should try to improve the image of the shop. 

7.3 Recommendations for further research and managerial implications  

It is striking that, due to the fact that the surveys were collected during the day, on working days, the 

(demographic) personal characteristics do not show large differences. Most of the respondents in this 

research are women, are middle educated, housewives or are elderly or students. By collecting the sur-

veys on different times and days, more distinction in the answers may be collected.  

In addition, the obtained physical characteristics of the shops are limited. The shops in the shopping-

centres do not differ much on most of the physical characteristics. Therefore, the shops could not be 

compared with each other based on some physical shop characteristics.  

Finally it can be concluded that for the proper execution of this research a larger dataset is recom-

mended. This will increase the reliability of the results. In addition, by collecting data on various times 

and days of the week more difference in segmentation can be obtained. Probably when more of these 

three shops in various shopping-centres, or more cosmetic shops in the same/various shopping-centres, 

are involved in this research, more differences are noticed in the physical characteristics of the shops.   

In this study the question was not included if the visitor of the shop actually made a purchase in the 

shop. This can be important for the valuation of the shop characteristics and could therefore be includ-

ed in a follow-up study.  

When considering the results of this study, the following expansion possibility came forward: the results 

of the ordinal regression analysis shows that especially the consumer who is younger than 25 years old, 

the consumer who works more than 32 hours, the consumer who had planned the visit to the shop, the 

utilitarian shopper and the male have different opinions than the other consumer segments.   

For the characteristic ‘shop in general’, the ordinal regression analyses show that especially the size and 

the atmosphere of the shop are important. This research does not entirely make clear what is preferred 

by the size of a shop, only that the consumer does not prefer a large shop. Especially the width of the 

shop should be not too wide. Etos has the most preferred size. A follow-up study can establish what size 

of shops consumers prefer.   

This study has added to the existing literature that especially the consumer who is younger than 25 years 

old, the consumer who works more than 32 hours, the consumer who had planned the visit to the shop, 

the utilitarian shopper or the shopper that is male have different opinions about the shop characteristics. 

Especially for daily shopping in a cosmetic shop, the size and the tidiness of the shop is of great im-

portance.  

When a developer (re)develops a shopping-centre, or a shopping-centre owner has decided to attract a 

cosmetic shop tenant for an empty shop, it should be investigated what type of consumers visit the 

shopping-centre, so the right target group is triggered with the establishment of a particular cosmetic 

shop. Is the consumer interested in price (Kruidvat or Trekpleister) or in the other shop characteristics 

(Etos).  

For the managers of Etos it is important that their shops are indeed the most preferred by consumers for 

their image, tidiness, and service. This is just as the outcome of the GFK cosmetic shop award 2015. For 

the managers of Kruidvat shops it is important to maintain their image of competitive pricing.  

For all three shops it is important to know that the consumer prefers, in accordance to the shop charac-

teristics, a medium size shop, a shop with a dark façade and a tidy shop with bright lighting.  

Due to the fact that the physical characteristics have no large importance for the consumers, the image 

of the shop becomes more important. When the image of the shop becomes more prominent, the re-

tailer may attract more consumers. 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

BIBLIOGRAPHY 

  

 

 

 

 

8 



 

  



85 
 

CHAPTER 8 - BIBLIOGRAPHY 

Aarle, S. van, Bardoel, J., Blommensteijn, W., Heijmans, T., Raatgever, A., Romijn, R., & Weltevreden, J. 
(2014). Winkelgebied van de toekomst. Den Haag: Platform 31 

Affourit, P. (2011). Nieuwe dynamiek in de winkelmarkt. Het vastgoedsymposium (7-9). Amsterdam: 
Het vastgoed symposium. 

Ailawadi, K.L., & Keller, K.L. (2004). Understanding retail branding: conceptual insights and research 
priorities, Journal of retailing, 80 (4), 331 – 342.  

Alexandrium (2014). www.alexandrium.nl Retrieved on September 30, 2014 from: 
http://www.alexandrium.nl/.aspx  

Allard, T., Babin, B., & Chebat, J.C. (2008). When income matters; customers evaluation of shopping 
malls’ hedonic and utilitarian orientations. Journal of retailing and consumer services, 16 (1), 
40 – 49. 

Amos, C., Holmes, G.R., & Keneson, W.C. (2012). A meta-analysis of consumer impulse buying. Jour-
nal of retailing and consumer services, 21 (2), 86 – 97.  

Anonymous. (2004). Store atmospherics: those who invest see results Chain Store Ace, 80 (1), 15B 
Arnold, M.J., & Reynolds, K.E. (2003). Hedonic shopping motivations. Journal of Retailing, 79 (2), 77 – 

95.  
Arnold, M.J., & Reynolds, K.E. (2009). Affect and retail shopping behavior: Understanding the role of 

mood regulation and regulatory focus. Journal of retailing, 85 (3), 308 – 320.  
Arnold, M.J., & Reynolds, K.E. (2012). Approach and avoidance motivation: Investigating hedonic con-

sumption in a retail setting. Journal of Retailing, 88 (3), 399 – 411.  
Aubert-Gamet, V. (1997), Twisting services escapes: Diversion of the physical environment in a re-

appropriation process. Journal of Service Management, 8, 26-41. 
Babin, B.J., Darden, W.R., & Griffin, M. (1994). Work and/or fun: measuring hedonic and utilitarian 

shopping value. Journal of consumer research, 20 (4), 644 – 656.  
Baker, J., Levy, M., & Grewal, D. (1992). "An Experimental Approach to Making Retail Store Environ-

mental decisions. Journal of retailing, 68 (4), 445.  
Baumeister, R.F.(2002).Yielding to temptation: self-control failure, impulsive purchasing, and consumer 

behaviour. Journal of consumer research, 28(4), 670–676. 
Beatty, S.E., & Ferrell,E.M. (1998). Impulse buying: modelling its precursors. Journal of Retailing. 

74(2),169–191. 
Bellenger, D.N., Robertson, D.H., & Greenberg, B.A. (1977). Shopping-centre patronage motives. Jour-

nal of retailing, 53 (2), 29 – 38. 
Billings, W. (1990). Effects of store atmosphere. Illinois: Illiones Wesleyan University. 
Bloch, P.H., & Richins, M.L. (1983). A theoretical model for the study of product importance perception. 

Journal of marketing, 13, 119 – 126.  
Borgers, A.W.J. (2014) 7M860 Urban Systems: Analyses & Modeling; Discrete choice models: MNL and 

NL. Lecture notes, Eindhoven University of Technology 
Borgers, A.W.J., & Vosters, C. (2011). Assessing preferences for mega shopping-centres: a conjoint 

measurement approach. Journal of retailing and consumer services, 18 (4), 322 – 332. 
Bressers, N. (2011). De toekomst van aanloopstraten. Eindhoven: Afstudeeronderzoek Technische Uni-

versiteit Eindhoven. 
Brown, S. (1991). Shopper circulation in a planned shopping-centre. International journal of retail & 

distribution management, 19 (1), 17 - 24. 
Buttle, F., & Coates, M. (1984) . Shopping motives. The Service Industries Journal, 4 (1), 71–82. 
Carù, A.,& Cova,B. (2007), Consuming experience: an introduction, Abingdon Routledge, 3–16. 
Carver, C.S., & White, T.L. (1994). Behavioral Inhibition, Behavioral Activation, and Affective Responses 

to Impending Reward and Punishment: The BIS/BAS Scales, Journal of Personality and Social 
Psychology, 67 (2),  319–33. 

CBRE (2014). Dutch retail market. Amsterdam: Research and Consulting. 
Chebat, J.C., Gelinas-Chebat, C., & Therrien, K. (2005). Lost in a mall, the effects of gender, familiarity 

with the shopping mall and the shopping values on shoppers' way finding processes. Journal of 
Business Research, 58 (11), 1590 – 1598 

Chebat,J.C., Sirgy, & M.J., Grzeskowiak, S. (2010). How can shopping mall management best capture 
mall image? Journal of business research, 63 (7), 735 – 740.  

http://www.alexandrium.nl/
http://www.alexandrium.nl/.aspx


86 
 

Chebat, J.C., Michon, R., Haj-Salem, N., & Oliveira, S. (2014). The effects of mall renovation of shop-
ping values, satisfaction and spending behaviour. Journal of retailing and consumer services, 21 
(4), 610 – 618.   

Coconbeveiliging. (2014). www.coconbeveiliging.nl retrieved on: December 18, 2014 from: 
http://www.coconbeveiliging.nl/referenties/winkelcentrum-keizerswaard 

Corio (2014). www.corio-eu.com retrieved on September 30, 2014, from: http://www.corio-
eu.com/shopping-centres-detail/dealer/alexandrium-shopping-center-rotterdam.html? 

Cox, A.D., Cox, D., Anderson, R.D., 2005. Reassessing the pleasures of store shopping. Journal of 
Business Research, 58 (3), 250–259. 

De Nisco, A., & Warnaby, G. (2014). Urban design and tenant variety influences on consumers' emo-
tions and approach behavior. Journal of business research, 67 (2), 211- 217. 

Dennis, C.; Marsland, D., and Cockett, T. (2001). The Mystery of Consumer Behaviour: Market Seg-
mentation and Shoppers’ Choices of Shopping-centres, International Journal of New Product 
Development and Innovation Management, 3 (3),  221-237.  

Duic (2014). www.duic.nl, Retrieved on December 18, 2014, from 
http://www.duic.nl/nieuws/politienieuws-utrechter-steekt-vrouw-neer-in-winkelcentrum-
rotterdam-en-vechtpartij-in-vogelenbuurt/ 

Donovan, R.J., & Rossiter, J.R. (1982). Store atmosphere and purchasing behaviour, Journal of retailing, 
70 (3), 283 – 294.  

Donovan RJ, Rossiter JR, Marcoolyn G, & Nesdale A. (1994). Store atmosphere and purchasing behav-
ior. Journal of Retailing, Vol. 70, pp. 283– 94. 

Edgell, S., Hetherington, K., & Warde, A. (1997), The Production and Experience of Consumption. 
Blackwell, Oxford. 

Engel J., Blackwell R., & Miniard P. (1995). Consumer behaviour, 8th edition. Dryden, Forth Worth TX.  
Faber,R.A., & Christenson,G.A. (1996). In the mood to buy: differences in the mood states experienced 

by compulsive buyers and other consumers. Psychology & Marketing. 13(8),803–819. 
Finn, A., & Louviere, J. (1990). Shopping-center patronage models. Journal of business research, 21 (3), 

259 – 275.  
Frasquet, M., Gil, I., & Molla, A. (2001). Shopping-centre selection modelling: a segmentation ap-

proach. The international review of retail, distribution and consumer research, 11 (1),  23 – 38.  
Google.maps (2014). www.google.maps.nl Retrieved on: December 19, 2014 from: 

www.google.maps.nl 
Goldman, A. (1976). Discrimination and perceptual knowledge. Journal of philosophy 74, 771 – 791.  
Groeneweg, C. (2012). The Amenity of Dutch District Shopping-centres. Houten: Afstudeerscriptie Tech-

nische Universiteit Eindhoven. 
Gulas, C.S., & Schewe, C.D. (1994). Atmospheric segmentation: managing store image with back-

ground music. Chicago (IL): American marketing association, 325 -330.  
Hawkins, D.I., & Mothersbaugh, D.L. (2010). Consumer Behavior: Building Marketing Strategy. 

McGraw-Hill/Irwin, New York. 
Haytko, D., & Baker, J. (2004). It’s all at the mall: exploring adolescent girls experiences. Journal of 

retailing, 80 (1),  67 – 83. 
Heijs, W. (2014). Research skills lecture 4, Eindhoven University of Technology.  
Hill, R., & Ward, J.C. (1989). Mood manipulation in marketing research: an explanation of potential 

confounding effects. Journal of marketing research, 26 (1), 97 -104. 
Howell, K. (2010). Using shopping mall attributes to revitalize Australian small town retailing. Deaking, 

Australia: Deakin University.  
Hui, S.K., Inman,J.J., Huang,Y., & Suher,J. (2013).The effect of in-store travel distance on unplanned 

spending: applications to mobile promotion strategies. Journal of Marketing, 77 (2), 1–16. 
Hulstkampgroep (2014). www.hulstkampgroep.nl retrieved on: December 18, 2014 from: 

http://www.hulstkampgroep.nl/Rotterdam/Keizerswaard/bog_514.html 
Hutton, J.D. & Richardson, L.D. (1995), Healthscapes: the role of the facility and physical environment 

on consumer attitudes, satisfaction, quality assessments, and behaviors. Health Care Manage-
ment Review, 20 (2), 48-61 

Idre. (n.d.). Annotated SPSS Output Ordered Logistic Regression. Retrieved on 29 April 2015 from: 
http://www.ats.ucla.edu/stat/spss/output/ologit.htm 

Jackson, V., Stoel, J., & Brantley, A. (2010). Mall attributes and shopping value : Differences by gender 
and generational cohort. Journal of retailing and consumer services, 18,  1 -9.  

http://www.coconbeveiliging.nl/
http://www.corio-eu.com/
http://www.duic.nl/
http://www.google.maps.nl/
http://www.hulstkampgroep.nl/


87 
 

JLL (2011). Retailmarketspecial 2011. Amsterdam: Retail.  
Jobber, D., & Fahy, J. (2009). Foundations of marketing. Berkshire: McGraw-Hill Education.  
Jones, M.A., Reynolds, K.E., & Arnold, M.J. (2006). Hedonic and utilitarian shopping value: Investigat-

ing differential effects of retail outcomes. Journal of business research, 59 (9), 974 – 981.  
Kaltcheva, V., & Weitz, B. (2006). When should a retailer create an exciting shop environment. Journal 

of marketing, 70 (1), 107 – 118.  
Keizerswaard (2014). www.keizerswaard.nl Retrieved on: November 20, 2014 from: 

www.keizerswaard.nl/parkeren  
Kollmann, T., Kuckertz, A. & Kayser, I. (2012). Cannibalization of synergy? Consumers‘ channel selec-

tion in online multichannel systems. Journal of retailing and consumer services, 19, 186 – 194.  
Kotler, P. (1974). Atmospherics as a marketing tool. Journal of retailing, 49, 48-64. 
Kumar, I., Garg, R., & Rahman, Z. (2010). Influence of retail atmospherics on customer value in an 

emerging market condition. Great Lakes Herald, 4 (1), 1 – 13. 
Kuruvilla, S.J., & Joshi, N. (2010) Influence of demographics, psychographics, shopping orientation, 

mall shopping attitude and purchase patterns on mall patronage in India, Journal of retailing 
and consumer services,17 (4),  259 – 269.  

Latten, N. (2012). Winkelpanden in de uitverkoop. Eindhoven: Afstudeerscriptie Technische Universiteit 
Eindhoven. 

Lee, S.L. Ibrahim, M.F.,&  Hsueh-Shan, C. (2005). Shopping-center attributes affecting male shopping 
behaviour. National University of Singapore: Singapore.  

Locatusonline (2014). www.locatusonline.com retrieved on: December 19, 2014 from: 
https://www.locatusonline.com/secure/datasets.do?ofid=14428&ufid=0 

Lunardo, R., & Mbengue, A. (2011) When atmospherics lead to inferences of manipulative intent: it 
effects on trust and attitude. Journal of business research, 66 (7), 823 – 830.  

Massicotte, M., Michon, R., Chebat, J.C., Sirgy, M.J. & Borges, A. (2011). Effects of mall atmosphere on 
mall evaluation: teenage versus adult shoppers. Journal of retailing and consumer services, 18 
(1), 74 – 80.  

Mattila, A., & Wirtz,J. (2000). The role of pre-consumption affect in post-purchase evaluation of ser-
vices. Psychology of Marketing. 17 (7), 587–605. 

Mehrabian, A., & Russell, A.J., (1974). An approach to environmental psychology. Cambridge, MA: The 
MIT Press.  

Michon, R., & Chebat., J.C. (2004). Cross-cultural mall shopping values and habitats: A comparison 
between English- and French- speaking Canadians, Journal of business research,57,  883 – 
892.  

Milliman, R. E.(1982) Using background music to affect the behavior of supermarket shoppers. Journal 
of marketing, 46,  86 -91.  

Molenaar, C. (2011). Het einde van winkels? – De strijd om de klant. Den Haag. Drukkerij Wilco.  
Moers, P. (2015). Marketing tribune: retail moet opgeschoond worden. Retrieved on May 5, 2015 from: 

http://paulmoers.nl/01-2014-paul-moers-marketing-tribune-retail-moet-opgeschoond-
worden/  

Muilwijk, E. (2010). Handleiding Marketingplan.Breda. Intemarketing.  
Norusis. (2015). Retrieved on June 12, 2015 from: http://www.norusis.com/pdf/ASPC_v13.pdf 
Piron, F. (1993). A comparison of emotional reactions experienced by planned, unplanned and impulse 

purchases. Advances in consumer research, 20 (1), 341 – 344. 
Pooler, J., 2003. Why We Shop: Emotional Rewards and Retail Strategies. Praeger Publishers, Westport, 

CT. 
PropertyNL (2013). www.gebiedsontwikkeling.nu. Retrieved October 26, 2014, from 

http://www.gebiedsontwikkeling.nu/artikel/6987-restrictief-planningsbeleid-redding-voor-
nederlands-winkellandschap 

Puccinelli, N., Grewal, D., Price, R., Raghubir, P., & Stewart, D. (2000). Customer experience manage-
ment in retailing: understanding the buying process. Journal of retailing, 85 (1),  15 – 30.  

Platform 31. (2014a). www.detailhandel.nl. Retrieved October 21, 2014, from 
http://detailhandel.nl/images/pdf/Winkelgebied_vd_toekomst_volledig_lowres_website_2.pdf 

Platform 31. (2014b). www.platform31.nl. Retrieved October 26, 2014, from 
http://www.platform31.nl/nieuws/overleven-historische-winkelkernen-in-new-towns 

Quartier, K., Vanrie, J., Cleempoel, K. van (1997). The mediating role of consumers’ perception of 
atmosphere on emotions and behavior, Psychology & Marketing, pp. 361 – 378.  

http://www.keizerswaard.nl/
http://www.keizerswaard.nl/parkeren
http://www.locatusonline.com/
http://paulmoers.nl/01-2014-paul-moers-marketing-tribune-retail-moet-opgeschoond-worden/
http://paulmoers.nl/01-2014-paul-moers-marketing-tribune-retail-moet-opgeschoond-worden/
http://detailhandel.nl/images/pdf/Winkelgebied_vd_toekomst_volledig_lowres_website_2.pdf
http://www.platform31.nl/nieuws/overleven-historische-winkelkernen-in-new-towns


88 
 

Raajpoot, N.A., Sharma, A., & Chebat, J.C. (2007). The role of gender and work status in shopping 
center patronage. Journal of business research, 61,  825 – 833.  

Ragapopal (2009). Growing shopping malls and behaviour of urban shoppers. Journal of retail & lei-
sure property, 8, 99-118. 

Restore. (n.d.). 5.4  example 1 – Running an Ordinal Regression on SPSS. Retrieved on: 29 April 2015, 
from: http://www.restore.ac.uk/srme/www/fac/soc/wie/research-new/srme/modules/mod5/4/ 

Rijlaarsdam, B. (2015). Met veel winkels gaat het slechter dan ooit.  NRC Handelsblad.  
Rook, D., & Gardner P. (1993). In the mood: impulse buying’s affective antecedents. Research in con-

sumer behaviour, JaI Press, London, 1 – 28.  
Rook, D.W., & Stephen J.H. (1985). Consuming impulses. Advances in consumer research, 12,  23 – 

27. 
Rotterdam.info. (2014). www.rotterdam.info.nl Retrieved on: 12 December 2014 from: 

www.rotterdam.info.nl  
Schroder, H., & Zaharia, S. (2008). Linking multi-channel customer behaviour with shopping motives: 

an empirical investigation of a German retailer, Journal of retailing and consumer services, 15 
(6), 452 – 468.  

Sit, J., Merrilees, B., & Birch, D. (2003). Entertainment-seeking shopping-centre patrons: the missing 
segments,  Southern Quensland, USA: Griffith University.  

Spies, K., Hesse, F., & Loesch, K. (1997). Shop atmosphere, mood and purchasing behavior. Research 
in marketing, 14 (1), 1 – 17.  

Steinfield, C., Bouwman, H., & Adelaar, T. (2002). The dynamics of click-and-mortar electronic com-
merce: opportunities and management strategies. International journal of electronic commerce, 
7 (1), 93 – 119. 

Stoel, L., Wickliffe, V., & Lee, K.H. (2004). Attribute beliefs and spending as antecedents to shopping 
value, Journal of business research, 57 (10), 1067 – 1073. 

Stone, G.P., (1954). City shoppers and urban identification: observation on the social psychology of city 
life. American journal of sociology, 60 (1), 36 – 45. 

Tauber, E. (1974). Why do people shop? Journal of marketing, 36,  46 – 49.  
Thouars, I. (2015). Etos weer op 1. Careality april 2015, 6 – 9.  
Train, K. (2002). Discrete choice methods with simulation. Cambirdge. UK: Cambridge University Press.  
Turley, L.W., & Milliman, R.E. (2000). Atmospheric effects on shopping behavior: A review of the exper-

imental evidence. Journal of business research, 49 (2), 193 - 211. 
Verhage, B. (2001). Grondslagen van de marketing. Groningen/ Houten. Wolters-Noordhoof b.v.  
Wagner, T., & Rudolph, T. (2010). Towards a hierarchical theory of shopping motivation. Journal of 

retailing and consumer services, 17 (5), 415 – 429.  
Wakefield, K., & Baker, J. (1998). Excitement at the mall: determinants and effects on shopping re-

sponse. Journal of retailing, 74 (4), 515 – 539.  
Wang, N. (2008). An exploratory study of customer patronage behaviour at yeoman department shop of 

macau – insights for local retailers, Macau: Macau Polytechnic Institute.  
Weltevreden, J.W.J. (2007). Substitution or complementarity? How the Internet changes city centres 

shopping. Journal or retailing and consumer services, 14 (3), 192 – 207.  
Weinberg, P., & Gottwald, W. (1982). Impulsive consumer buying as a result of emotions. Journal of 

business research, 10 (1), 43 – 57.  
Westbrook, a., & Black, W.C. (1985). A motivation-based shopper typology. Journal of retailing,61 (1), 

78 – 103.  
Wong, G.K.M., Lu, Y., & Yuan, L.L. (2001). SCATTR; an instrument for measuring shopping-centre at-

tractiveness. International Journal of Retail & Distribution Management, 29 (2), 76 – 86.  
Wood,M. (1998). Socio-economic status, delay of gratification, and impulse buying. Journal of Econom-

ics and Psychologies. 19(3), 295–320. 
Xu, Y., & Meng, F. (2012). Tourism shopping behavior: planned, impulsive, or experiential? Interna-

tional journal of culture, tourism and hospitality research 6 (3), 250 – 265.  
Yadav, S., Siraj, S., & Arora, R. (2012). Customer patronage behaviour shopping mall: a review analy-

sis, International Journal of Retailing & Rural Business Perspectives, 1 (2), 119 – 130. 
Yalch, R.F., & Spangenberg, E.R. (1988). An environmental psychological study of foreground and 

background music as retail atmospheric factors. American Marketing Association, Chicago, IL, 
106 – 110.  

http://www.rotterdam.info.nl/
http://www.rotterdam.info.nl/


89 
 

Yalch, R.F., & Spangenberg, E.R. (1990). Effects of store music on shopping behaviour. Journal of con-
sumer marketing, 7 (2), 55 – 63.  

Yalch, R.F., & Spangenberg, E.R. (2000). The effects of music in a retail setting on real and perceived 
shopping times. Journal of Business Research, 49 (2), 139–147. 

Yani-de-Soriano, M.M., & Foxall, G.R. (2006). The emotional power of place: the fall and rise of domi-
nance in retail research, Journal of retailing and consumer services, 13 (6),  403 – 416.  

Yokoyama, R.T.N. (2014). The neural bases underlying social risk perception in purchase decisions. 
NeuroImage, 91 (1),  120 – 128.  

Yoo, C., Park, J., & Maclnnis, D.J. (1998). Effects of store characteristics and in-store emotional experi-
ences on store attitude, Journal of business research, 42, 253 – 263. 

Zuidplein (2014). www.zuidplein.nl Retrieved on: 20 November 2014 from: 
http://www.zuidplein.nl/services/ 

 

http://www.zuidplein.nl/

