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ABSTRACT

The present research investigates differences of store choice criteria between hedonic and functional stores, a distinction that has been shown to be important in consumer behavior. Investigating differences in store choice criteria between these two types of stores is relevant for managers of both types of stores. By knowing which criteria are more important for the store, managers can focus on the most relevant ones to manage stores in a more effective way, while saving valuable resources not spent in less important criteria. On top of pointing out important differences of store choice criteria between hedonic and functional stores, in this thesis we explore individual level differences that may moderate those differences.

A quantitative research is conducted among consumers through digital questionnaires in order to investigate the importance of the store choice criteria between hedonic stores (clothing and CD/DVD) and functional stores (supermarket and electronics). The findings show that there are differences on the importance of store choice criteria between hedonic and functional stores. The most important criteria for functional stores are “product quality” and “price”; while for hedonic stores “friendliness of salespeople”, “store atmosphere”, “shopping with others” and “meet other people” show up as the most important ones. The results also show that consumer characteristics moderate the effect of hedonic and functional stores on the importance of store choice criteria. Further, lines for future research, managerial implications and limitations are discussed.
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1. Introduction

Previous findings on store choice criteria have shown that store choice criteria are important for store patronage decisions. But these store choice criteria may not be the same for all stores, because stores are different. Stores can be hedonic or functional. But why is this distinction important? It has been shown that this distinction matters for individual products. Hedonic products provide pleasure, fantasy, feelings and fun to the consumer (e.g. perfume) and functional products serve a functional need (e.g. laundry detergent) (Holbrook & Hirschman, 1982). In the context of stores, functional stores serve habitual needs or functions, such as supermarkets, whereas hedonic stores offer a more experiential or hedonic ability to consumers, such as art stores. Hedonic stores also have another ambience and a more pleasant atmosphere compared to functional stores. 

The problem statement of this thesis is ‘’are there differences in store choice criteria between hedonic and functional stores?’’. To answer this question the following research questions are examined, (1) what are the main determinants of store choice? (2) What are the main determinants for hedonic stores? (3) What are the main determinants for functional stores? (4) Is the effect of hedonic and functional stores on the importance of store choice criteria moderated by consumer characteristics or perceived value of shopping?

It is important for managers of both types of stores to know which criteria are more important for their store so they can focus more on those criteria and less on those less important. The contribution of this thesis is to point out important differences of store choice criteria between hedonic and functional stores and on top of that explore individual level differences that may moderate.

2. Relevant literature 

In this section a general review of the literature concerning the consumption of hedonic and functional alternatives will be addressed. 

2.1 Hedonic and functional consumption

There are two types of consumption research in consumer behavior. One is called the traditional information processing view (functional consumption), which regards the consumer as a logical thinker who solves problems and makes a purchase decision to fulfill a specific need (Holbrook and Hirschman, 1982). The second type of consumption research in consumer behavior is the experiential view of consumption, which involves fantasies, feelings, fun and enjoyment. The consumer is seen as an experiential being who consumes for enjoyment.

Hirschman and Holbrook (1982) were the first to give notion to the experiential view of consumption, also called hedonic consumption. The hedonic view of consumption has become very helpful in understanding consumer behavior. For instance, product classes such as novels, movies, concerts and plays are emotionally involving products (Holbrook, 1980) and are consumed to fulfill the need for emotional arousal.  The consumption of these product classes could therefore not be explained by the traditional information processing view of consumption. 

Products may have both hedonic and functional aspects, but it is believed that consumers characterize products as either primarily hedonic and or primarily functional (Dhar & Wertenbroch, 2000; Batra & Athola, 1990). This distinction makes it possible for researchers to examine consumer choice between hedonic and functional alternatives. 

Research demonstrated that consumers make trade-offs between hedonic and functional considerations depending on the nature of the decision task or context. Maslow (1968) suggested that when choosing between products, emotional desires may often dominate functional motives. This was illustrated in the study by Dhar & Wertenbroch (2000) where they examined consumers’ choice between hedonic and functional goods in acquisition and forfeiture decisions. In the acquisition decision consumers had to choose which good to acquire between two goods that they did not have before. One good had a more hedonic dimension (a nice view from the apartment) and the other a more functional dimension (a shorter commute to work). The forfeiture decision was a choice between the same two items but in this case they possessed both and have to choose which of the two goods to give up. In both decision tasks the good with the more hedonic dimension was chosen to keep, but the preferences were stronger in the forfeiture decision. This is consistent with Maslow’s (1968) suggestion that consumer prefer the alternative that satisfies their emotional desires.  

However, studies showed that the more hedonic alternative is not always chosen. Okada (2005) demonstrated that in an immediate decision-making environment the choice for a hedonic product is higher when it is not compared with other product alternatives but when a decision has to be made between a hedonic and functional product presented together, the functional product was preferred. A reason for the latter is that consumers felt guilty if they chose for the hedonic product, because justification for it was difficult comparing to the functional one.
2.2 Store choice criteria 
Dellaert et.al (1998) investigated in their study the tendency of consumers to combine their purchases of different categories to visits to multiple stores. The authors found that consumers prefer to combine multiple purchases in their trips and also found that when consumers make drugstore purchases they pay more attention on reducing travel costs by combining their purchases than when making clothing purchases. 

They also observed that from a purely travel cost minimization perspective consumers combined fewer purchases than could be expected. In particular, when consumers make clothing purchases they do not take much consideration in the possibility of combining these trips with visits to stores for more frequent purchases, like grocery or drugstore purchases. In other words, they value choices for clothing purchase opportunities more than a combination of these purchases with more frequent purchase opportunities. 

A possible explanation for this might be that because clothing is bought less frequently and in a certain sense is an important purchase (long term decision), consumers place more value to this shopping experience and do not let this be influenced by more frequent purchases. 

The findings of the study are relevant to this current research because of the following. Dellaert et al. (1998) found that consumers care less about travel costs (distance) when going to a clothing store than when going to a grocery-, or drugstore. According to the reasoning made before, clothing stores are considered more hedonic and drugstores are considered more functional in nature. Therefore it can be said that in the context of the current research, distance plays a less important role for hedonic stores than for functional stores. 

In the present study is investigated whether the distinction between hedonic and functional is relevant in the care of other often studied store choice criteria. The framework and hypotheses are discussed next.

3. Conceptual framework & Hypotheses
The conceptual model is based on a study by Pan and Zinkhan (2006), where the authors analyzed the most reported determinants of store choice from previous empirical studies (Figure 1). The main effect found in their study was that a large product assortment, service and product quality, were the most important criteria for explaining store choice. 
This present study investigates the importance of store choice criteria for hedonic and functional stores. Furthermore, the results will be analyzed to see if there are any moderating effects of consumer characteristics on the importance of the store choice criteria.  For example, some consumers may be more goal- , or task-oriented and have the tendency to perhaps patronize more functional stores. Or consumers may be more impulsive and perhaps have the tendency to patronize more hedonic stores. It may also be that consumers derive different values of their shopping experience which may have an effect on how important they rate the store choice criteria. 
3.1 Store choice criteria & hypotheses

The main purpose of this research is to show which store choice criteria influences consumers’ choice of stores depending on the hedonic and functional nature of stores.

It is proposed that each store choice criteria used here may be of more importance for one of the stores depending on the nature of the store - hedonic or functional- or may be equally important for both. In this section the importance of each criterion on store choice and additionally on hedonic or functional stores will be discussed which leads to the formulated hypotheses. 
Figure 1 Conceptual model

















3.1.1 Price

Price is an important aspect when choosing stores. Most consumers are more likely to go to the store that offers a lower price for its products. According to Bell et al. (1998), a consumer will visit the store that minimizes the variable costs which depends on the consumers’ shopping list. Similarly, Tang, Bell and Ho (2001) proposed a perceived shopping utility framework to explain consumers’ store choice.  According to the authors, consumers choose stores based on the perceived utility from that store which is the benefits minus costs. This perceived utility also consists of variable components.
Dodds et al. (1991) found that price has a negative influence on willingness to buy, which leads to a negative influence on store patronage. Gagliano and Hathcote (1994) also found that price is an important criterion for store patronage. It is assumed that consumers are less likely to patronize a store with a perceived high price level.  These findings show the influence of price on store choice.

As mentioned before, hedonic stores have a pleasant environment and provide enjoyment, fantasies, feelings and fun, whereas functional stores have a more task-related environment (Lee & Hyman, 2008) and serve for functional purposes or necessities. It is expected that price is more important for functional stores than for hedonic stores. A reason for this is that at functional stores usually consumers make a purchase to fulfill a functional purpose and not so much because they would enjoy making the purchase. 

According to studies about consumption of hedonic and functional products, Wakefield and Inman (2003) suggest that when consumers are buying hedonic products they are in general less price sensitive than when buying functional products. When applying this to the context of stores and remarking that hedonic stores primarily sell hedonic products, it is expected that consumers shopping at hedonic stores are less price sensitive than consumers shopping at a functional store.
Therefore the following hypothesis is proposed:
H1: Price is more important when the store is functional rather than hedonic 
3.1.2 Product quality

Prior research on product quality has shown that product quality is important for consumers when choosing stores (Jacoby and Mazursky, 1985; Olshavsky, 1985; Darden & Schwinghammer, 1985). 
In the literature a distinction is made between two types of quality: objective quality and subjective quality. Objective quality refers to the “measurable and verifiable superiority on some predetermined ideal standard or standards”. In other words, it means the actual technical superiority or excellence of a product (Zeithaml, 1988). Subjective quality or perceived quality is “the consumer’s judgment about the superiority or excellence of a product”. In this study the focus will be on “perceived quality”. 


Consumers usually visit functional stores to purchase products that fulfill a specific and necessary functional purpose. If the product fulfills that purpose the consumer is satisfied. More is not expected of the product and thus the objective quality is important. For example if consumers need a vacuum cleaner, they usually look at its actual quality (how it performs) on which their purchase decision is mostly based. At hedonic stores consumers mostly base their purchase decision on more intangible features of products which may determine the quality for consumers. Products with perceived superior quality usually bring more joy to the consumer. The actual quality of the product is not what consumers might consider quality at a hedonic store. This leads to the conclusion that product quality is more important for hedonic stores.

H2: Product quality is more important when the store is hedonic rather than functional
3.1.3 Perceived product assortment
If a retailer has a large product assortment it may attract more consumers to the store and make it more convenient for them to make their purchases of different products in that store. Larger assortments may increase the probability to meet the needs of consumers. In addition, retailers with large assortments may create options for consumers when the product they desire is not available. They can look for other available alternatives and have the possibility of making a purchase in the same store instead of going to another store. Several studies have shown that assortment is an important criterion in store choice (Arnold, Oum and Tigert, 1983; Stassen et al., 1999; Pan and Zinkhan, 2006). 

Stores offering a great variety of products are thought to be pleasant for variety seeking consumers. Variety seeking is associated with the hedonic perspective of consumption (Holbrook & Hirschman, 1982). Researchers suggested that one of the reasons why consumers seek variety may be to satisfy a need for stimulation (McAllister & Pessemier, 1982). Stores having large assortments therefore help consumers satisfy those needs. 
When shopping at hedonic stores consumers are probably seeking more variety than at functional stores. When visiting functional stores consumers usually are task-oriented and most of the time they already have product preferences. If these product preferences are available, consumers would not evaluate other alternatives (Fishbein & Ajzen, 1972). 
Therefore the following hypothesis is formulated:
H3: Product assortment is more important when the store is hedonic rather than functional
3.1.4 Convenient Location, Opening hours and Parking facilities
Convenience is becoming more important nowadays for consumers because of the high value given to time and effort. Therefore they value retailers who give importance to speed and ease of shopping which may influence their patronage intentions of stores (Seiders, Berry and Gresham, 2000).

A convenient location seems to play a significant role in determining store choice (Bellenger, Robertson, Greenberg, 1977). It is believed that if stores are easily accessible and offer a great variety of product categories consumers are more likely to patronize those stores because distance plays a role when deciding where to shop. Stores that are close to home or close to work might be preferred by consumers because of the perceived travel cost and time spent. Studies also suggested that convenient opening hours and convenient parking facilities may also be important for consumer’s store choices (Hansen & Deutscher, 1977).  


These features of a store, location, opening hours and parking facilities, relate to functional aspects of purchase, and therefore can be expected to influence more consumer choices in the care of functional stores than hedonic stores.


As has been shown earlier from research by Dellaert et al. (1998), people care less about distance to clothing stores than to drugstores. In the context of hedonic and functional stores this means that, as clothing stores may be considered more hedonic and drugstores more functional as explained earlier, it is expected that location is less important for a hedonic store than for a functional store.
H4: Convenient location, opening hours and parking facilities are more important when the store is functional rather than hedonic
3.1.5 Fast checkout

According to Pan & Zinkhan (2006) many people perceive their time available as insufficient to do all the things they want and need to do. Consumers have to continually choose among several activities and try to do it as efficiently as possible. Fast checkouts would therefore be important for many consumers and may be relevant when deciding to patronize a store. 

Retailers have recognized that time saving is important for consumers and assigned more resources to fast checkouts (Lambert, 1979). Therefore time saving services such as fast checkouts are considered an important store choice criterion. 

With the notion that hedonic stores provide experiential enjoyment and fun it is expected that when visiting a hedonic store consumers do not mind so much to wait in long lines before the register. This inconvenience is more accepted at hedonic stores, in part because of the enjoyment associated with the shopping experience. Standing in line is more likely considered ‘worth it’ because of the reward of fun or joy. This ‘acceptable inconvenience’ can be better understood with the example of theme parks. Theme parks, which are considered as hedonic, often have very long lines. A 45 minute wait is considered worth for a 3 minute ride by many people. The long wait for taking the ride is an acceptable inconvenience. Considerably less people would accept standing in line for 45 minutes in a functional store (for instance a supermarket).


Moreover, as consumers visit functional stores which are more task-related, it is usually known what is needed, and once it is found they head to the register and wait in line to pay. Although it is an undesirable activity it is necessary. Therefore the following hypothesis is formulated
H5: Fast checkout is more important when the store is functional rather than hedonic 

3.1.6 Store atmosphere

Store atmosphere is created by cues such as music, appealing colors, lighting, store design, and so forth. Consumers might get their first impression of a store from these cues that can be seen or heard without entering the store. Consequently they may use this information to make inferences about the store which in turn may determine their store patronage behavior (Schlosser, 1998). 

Furthermore, prior research revealed that many consumers have a tendency of making a decision about at which mall to shop on the basis of their attitude towards the shopping center environment (Finn and Louviere 1990, 1996; Gentry and Burns 1977). Donovan et al. (1994) found that in pleasant environments, arousal and pleasure induced from the store environment increases the time and money consumers spend in the store and encourages them to visit more often. 

The importance of the store atmosphere may be different when the store is hedonic or functional. When going to a functional store it is usually because consumers need something specific. There is less interest in taking time to look around and explore the environment. In that mind state a person probably cares less about music playing or appealing colors. The atmosphere is less noticed. But when consumers shop for the fun of shopping at a hedonic store, like a boutique or jewelry store, it is usually attractive to be in a pleasant environment where the shopping can be more enjoyed. At hedonic stores the consumer is usually in a more pleasurable mind state and all the extras such as music and a very nice looking store add to the allure and joy the consumer is seeking. Hedonic stores usually have an enjoyable atmosphere and are usually considered more pleasant than functional stores (Donovan, Rossiter, Marcoolyn & Nesdale, 1994). The following hypothesis is formulated:
H6: Store atmosphere is more important when the store is hedonic rather than functional
3.1.7 Service quality 
Service of a store is important when deciding where to shop. Stores with good service are more likely to be considered by consumers when choosing at which stores to shop. The service quality of a store is evaluated from for instance the interaction with personnel, whether consumers find the products they want and the returning process of products (Dabholkar, Thorpe and Rentz, 1996). When the service is poor, for example in a electronics store when consumers do not get the right information or sufficient information about a product, or it takes too long before they find personnel to help them, consumers may be disappointed with the store’s service. This might be because they had expectations of the service that have not been met. Previous studies found that a store’s service quality may be important when choosing stores (Baker et al. 2002; Gagliano and Hathcote, 1994). 


When visiting a hedonic store, consumers usually expect more service than when visiting a functional store. When going to a supermarket for example, which is functional, the consumer usually does not expect help from personnel. The consumer is probably there out of necessity and most likely takes what is needed and leaves. The only service provided by personnel is when checking out. If the consumer does not expect any more service than that, service quality will probably not be a very important store choice criterion. Another reason why consumers may not expect much service when going to a supermarket, is because consumers do not need much help while getting their groceries. The consumer already knows what is needed and selecting the products to buy usually requires no help. There is an element of self-service, which the customer most likely prefers for this type of ‘shopping’. Extensive service is simply not necessary. 


When this same consumer visits a jewelry store or a high fashion clothing store, the expectations of the service quality differ from the visit to the supermarket. In the jewelry store consumers can only touch or sometimes look at the jewelry until personnel attends them. At the jewelry store more effort is set into selecting products, opinions are often shared by personnel and more information is given about products. While at the high fashion clothing store, the consumer may be measured, advice is given about sizes and matching, different items are being tried on before selecting the right product and clothes are folded back by personnel. This service is expected and if consumers receive less service it will cause disappointment. In contrast, if more service is received consumers will be pleasantly surprised and enjoy the experience even more.


The time and care being taken for selecting products at a hedonic store offers the store more opportunities to provide service. Another typically hedonic element which supports the hypothesis is the emotional factor when visiting a hedonic store. As stated earlier, customers tend to enjoy shopping at hedonic stores more than shopping at functional stores. The enjoyment is often part of the reason for the trip to the hedonic store. Good service adds to this enjoyment, and because enjoyment is considered more important at hedonic stores, and based on the arguments given, the hypothesis formulated is
H7: Service quality is more important when the store is hedonic rather than functional 
3.1.8 Friendliness of salespeople

It is believed that friendliness of salespeople may have some influence on store choice because some consumers may seek social contact during a shopping visit and, therefore would like to interact with salespeople. For example, consumers like talking to others during a visit at a store and are seeking social experiences outside their home such as, seeking new acquaintances or meeting those of the opposite sex (Tauber, 1972). 

There are other consumers who would like the opinion of a salesperson, or would like them to help find what they are looking for. Usually it is important for consumers that these salespersons are kind and friendly, so they could have the pleasant time they are looking for in the store. If consumers want a nice time out shopping for the sake of shopping and not for the need to accomplish a task, it would be important to have friendly salespeople around instead of rude or inattentive salespeople. Given that pleasure and having a nice time out shopping for the sake of shopping are hedonic characteristics it is expected that ‘friendliness of salespeople’ would be more valued at hedonic stores than at functional stores.
H8: Friendliness of salespeople is more important when the store is hedonic rather than functional

3.1.9 Interpersonal items: Shopping with others, See others shopping & Meet other people 
Prior research has focused on social aspects of shopping (Arnolds and Reynolds, 2003). Social aspects of shopping refer to shopping with friends or family, seeing other people shopping and even meeting new people. While out for a fun time of shopping doing it with others can add to the enjoyment, it becomes a social activity. According to Tauber (1972) shopping can provide the opportunity to meet other people. Shopping trips may also result in directly meeting with friends or having indirect social contact in the form of seeing others shop. These interpersonal items are probably more present when shopping at a clothing store or looking for a good movie as opposed to grocery shopping or visiting an electronics store. This relates back to the more task-oriented character of shopping at functional stores and doing it out of necessity, in contrast to the enjoyment shoppers seek while shopping at a hedonic store. This leads to the hypothesis that these interpersonal items are more important when the nature of the store is hedonic rather than functional.

H10: ‘Shopping with others’, ‘see others shopping’ and ‘meet other people’ are more important when the store is hedonic rather than functional
3.1.10 Information on new products and/or prices 
Many people like staying informed about the latest products and their prices (Tauber, 1972). There are many websites, magazines and television programs devoted to fulfilling this need. Many men stay informed about the latest technologies and devices. Car-magazines (Carros), programs (Top Gear) and websites are being viewed on a regular basis. Companies even utilize this information as a marketing tool. For instance, before RIM (BlackBerry) releases their new tablet (their ‘answer’ to the Apple’s iPad), images and specifications are leaked to various websites. Mozilla took it a step further releasing an online video of their concept Smartphone which will not be released for quite some time.

Staying up to date with the latest movie releases can also be considered a common practice. Theater and DVD/Blu-Ray releases are known months in advance. Websites such as movies.com and imdb.com are heavily trafficked and feature release dates as well as reviews and plot information. Radio stations and magazines also review many movies. The same can be said concerning music.

Women also participate in getting information on new products and prices. The female consumer often keeps up with the latest fashion and therefore knows when a fashion brand’s new collection is available. Similar to the car magazines, websites and programs, fashion is extensively covered by the media. 


While watching TV consumers will often notice commercials featuring new food and beauty products. Billboards also frequently feature these products. Some consumers will look forward to tasting a newly flavored soup, cookie, chips or easy to prepare meal. As for beauty products, many women like knowing about a new skin product and what makes it good and different. These last years, skin care brand’s focus on the male consumers has increased. Articles featuring information on skin care products for men can easily be found in magazines and on the internet.

As explained above getting information on new products and/ or prices can be a relevant criterion for electronics stores and supermarkets as well as for clothing stores, cosmetics stores and CD/DVD stores. It seems difficult to argue that there is a difference in importance for this criterion between functional and hedonic stores. The following hypothesis is:
H10: There is no difference in importance of information on new products and/or prices between hedonic and functional stores
4. Method

4.1 Data collection
The goal of this research is to show whether there are any differences in the importance of store choice criteria for hedonic vs. functional stores. Four stores were chosen, clothing and DVD/CD stores for hedonic stores and supermarket and electronic stores for functional stores. This choice was based on studies of hedonic and functional dimensions in which it is suggested that hedonic considerations relate to fun, pleasure and experiential consumption, and functional considerations are primarily for serving a specific purpose and relate to needs and problem solving.  


An empirical research was performed using digital questionnaires. An email was sent to consumers in which they were asked to participate in this research. There were four separate questionnaires which were the same for the four stores. These questionnaires were linked together in order to randomly assign respondents to a questionnaire containing one of the four stores when clicking on the questionnaire link. 
4.2 Respondents

One hundred forty six respondents participated in this research. The total number of respondents for functional stores was 67 and for hedonic stores 79. Some questions in the questionnaires were not answered, maybe because the respondent may have overlooked it or did not understand it. These missing answers have been identified as missing data. Of the 146 respondents, 53.4% were female, 34.9% were male and 11.7% of the respondents did not fill in their gender. Thus the majority of respondents were female.  The age varied between 20 years and 63 years with a mean of 30. Most of the respondents have a graduate degree (50.7%) and only one respondent has a lower education. Most respondents (36.3%) have an income between €1500 and €3000, followed by respondents earning less than €1500, which is 32.9%. Only one person has an income above €6000.
4.3 Questionnaire design

As mentioned in the conceptual framework, the store choice criteria used here are based on the study of Pan and Zinkhan (2006) and other relevant criteria were also added to the list.  The questionnaires contained questions about the importance of the store choice criteria for the particular store, and some questions about consumer characteristics and demographics, such as age, gender, income and education. 

Importance of store choice criteria

The importance of the store choice criteria for each store was measured by the item: “How important are the following store choice criteria for you when choosing <store>?” The store depends on which store the respondent got in the questionnaire. A list of ten store choice criteria from prior research (price, product quality, assortment, convenient location, convenient opening hours, convenient parking facilities, service quality, store atmosphere, friendliness of salespeople and fast checkout), 3 interpersonal items (shopping with others; see others shopping; meet other people) and 1 informational item (information on new products and/or prices) was then shown in which respondents had to answer on a five-point Likert Scale ranging from ‘Not at all important (1)’ to ‘Very important (5)’.
Hedonic vs. functional shopping value

As the importance of store choice criteria is measured for hedonic vs. functional stores it is interesting to know how consumers evaluate their shopping experience along the dimensions of hedonic value and functional value and if the perceived shopping value moderates the effect of hedonic vs. functional stores on the importance of the store choice criteria. A scale was developed by Babin, Dardin and Griffin (1994) to measure this so called Personal Shopping Value, which will be used to see if there is any moderation. Respondents were asked to recall their last visit to the store referred to in the questionnaire and were asked to rate to what extent they agreed or disagreed with the fifteen statements, which are the items of the personal shopping value scale. This was measured using a five-point Likert scale ranging from ‘Strongly disagree (1)’ to ‘Strongly agree (5)’.
Consumer characteristics 
Consumer characteristics were measured by using the Need for Cognition scale by Cacioppo, Petty and Kao (1984) and the Consumer Impulsiveness Scale by Puri (1996). The reason for using these scales will be explained as follows. According to Cacioppo et al. (1984), “need for cognition refers to an individual’s tendency to engage in and enjoy effortful cognitive endeavors”. Research on need for cognition suggests that this characteristic is predictive of the manner in which people deal with tasks and social information (Cacioppo &Petty, 1982; Cohen, 1957). It seems that this characteristic of need for cognition is relevant to the information processing view of consumption, in which the consumer sees shopping as a task, is rational and a thinker (Hirschman & Holbrook, 1982). Therefore it can be said that consumers high in need for cognition are more utilitarian/functional oriented in the sense that they have a tendency to patronize more functional stores. This leads to believe that this type of consumer would rate store choice criteria that are more relevant for functional stores higher for both hedonic and functional stores than store choice criteria that are more relevant for hedonic stores. This could have an effect on the results of the importance of the store choice criteria for hedonic vs. functional stores. 

The Consumer Impulsiveness Scale (CIS) (Puri, 1996) is used to measure the tendency of consumers to behave impulsively. Research shows that individuals who have a tendency to behave impulsively are driven by hedonic gratification (Childers and Peck, 2006). For example, consumers say that buying impulsively puts them in a good mood and that they feel their need for fun is being fulfilled (Childers and Peck, 2006). 

Puri (1996) referred to consumers with high impulsiveness scores as hedonics and consumers with low impulsiveness scores as prudent. Puri found that hedonic consumers were more likely to behave impulsively than prudent consumers. As can be seen from these studies there is support for the existence of a link between consumers’ impulsiveness and being a hedonic person. 

Therefore in this research, consumers who are considered highly impulsive are hedonic oriented in the sense that they have a tendency to patronize more hedonic stores; they seek fun, pleasure and enjoyment. This leads to believe that this type of consumer would rate store choice criteria that are more relevant for hedonic stores higher for both hedonic and functional stores than store choice criteria that are more relevant for functional stores.
These consumer characteristics may cause an effect on the importance of the store choice criteria between hedonic and functional stores.
Demographics

Demographics such as age, gender, education and income are useful to give a description of the persons who participated in this research.
Control question
A question is incorporated in the questionnaire that serves as a control question. This question is as follows: ‘’To what extent do you consider <stores> hedonic or functional?’’. Again, the store between brackets depends on which of the four stores the respondent got in the questionnaire. 

This question was measured on a five-point scale going from hedonic to functional and was used to have an idea on how respondents classify the stores, primarily chosen as hedonic and functional, and to see whether respondents agree with the proposed classification of clothing and CD/DVD stores as hedonic, and supermarket  and electronic stores as functional. 

A great majority (75%) considered the stores picked as functional also to be functional. In contrast, 30% considered the hedonic stores also to be hedonic compared to 43% who thought the stores were functional and 27% were neutral. Having said this, it seems that although some did consider the stores functional instead of hedonic and some were neutral, the overall opinions are still divided which gives reason to believe that the chosen hedonic stores may lean more onto the hedonic consideration.

A possible reason that only 30% of the respondents have considered clothing and CD/DVD stores as hedonic might be that the meaning of the word ‘functional’ is better and easier understood  than the meaning of the word ‘hedonic’ which would lead respondents to choose for functional or neutral. 

5. Results
The store choice criteria that showed to be more important were “product quality”, “price”, “friendliness of salespeople”, “store atmosphere”, “shopping with others” and “meet other people”.

To analyze the importance of the store choice criteria for hedonic vs. functional stores as was hypothesized before, a t-test was performed. The significance level has been set at 5%, one-tailed, given that not only are the hypotheses set in terms of differences, but they also point to a specific direction (i.e. in which store each criterion is more important). The exception is the last hypothesis.

For this test, the hedonic stores were codified as 0 and the functional stores as 1, and the store choice criteria were the dependent variables. Furthermore, a regression analysis was performed to analyze if the consumer characteristics had any moderating effect on the results of the store choice criteria. Therefore interactions were performed between the type of store and the consumer characteristics.

A principal component analysis was performed on the consumer characteristic scales and the Personal shopping value scale to reduce the number of items (See Appendix II). The analysis yielded 5 factors from the 18 items of the Need for Cognition Scale with eigenvalues greater than 1. The items that loaded on the same factor were characterized as high and low need for cognition. Although five factors were extracted, the items loaded on three of the obtained factors were clearly high need for cognition items and the other two were low need for cognition items (See Appendix II). For the Consumer Impulsiveness characteristic, four factors were identified with eigenvalues greater than one. The factors were described as prudent, hedonics, easily tempted and control. The analysis of the Personal Shopping Value obtained four factors with eigenvalues greater than one, but it was decided to extract only two factors. The reason is that each item of the scale loaded on only one of the two factors representing a hedonic or functional shopping value and thus no item was left out, which means that not (much) information was lost. The explained variance by these two extracted factors was still high with 53.4%. The main results will be addressed in the following section. 
5.1 Importance of the store choice criteria

5.1.1 Price
The results show that the importance of ‘Price’ is higher for functional stores than for hedonic stores (Mfunctional= 4.12 > Mhedonic=3.68). The mean differences show a significant result with p=.008 (one-tailed). Because the hypothesis is directional the two-tailed p-value (p=.0016) is divided by two to get the one-tailed p-value. Because there is a significant difference, the null hypothesis that assumes that there is no significant difference between the means of hedonic and functional stores on the importance of ‘Price’ is rejected. These findings support H1 which predicted that ‘Price’ is more important when the store is functional rather than hedonic.
5.1.2 Product quality
‘Product quality’ is found to be significantly more important for functional stores than for hedonic stores (Mfunctional= 4.49 > Mhedonic=4.24; p=0.028). The hypothesis formulated predicted that ‘Product quality’ is more important for hedonic stores than for functional stores. So even though there is a significant difference, H2 is not supported because the prediction was in the opposite direction. 
5.1.3 Product assortment
‘Product assortment’ is found to be more important for hedonic stores than for functional stores (Mhedonic = 4.09 > Mfunctional =3.84) but the mean differences are marginally significant with p=0.079. According to these findings H3 is rejected. 
5.1.4 Convenient location, opening hours and parking facilities
For the importance of ‘convenient location’ there was no significant difference between the means of hedonic and functional stores (p=.155). The means are for functional stores Mfunctional =3.72 vs. Mhedonic = 3.90 for hedonic stores. As can be seen for hedonic stores the importance of ‘convenient location’ is higher compared to functional stores. It was expected that this would be the opposite. 
Also for the importance of ‘convenient opening hours’ and ‘convenient parking facilities’, no significant results were found. The mean differences for these two criteria were respectively, Mhedonic=4.03 > Mfunctional= 3.87 and Mhedonic=3.16 > Mfunctional= 2.97. Remarkably all three criteria rate higher for hedonic stores than for functional stores, the opposite of what was expected. Even though the prediction was in the opposite direction, due to the insignificant results H4 must be rejected.
5.1.5 Fast checkout

For the importance of ‘Fast checkout’ there was no significant difference between the means of hedonic and functional stores (p=.246). The mean differences are Mfunctional =3.63 for functional stores and Mhedonic= 3.75 for hedonic stores. Based on the results the importance of ‘fast checkout’ is higher for hedonic stores compared to functional stores. Here again the opposite of the results was expected. So, even though the prediction was in the opposite direction H5 must be rejected because of the insignificant result.

5.1.6 Store atmosphere 

The results indicate that ‘store atmosphere’ is more important for hedonic stores than for functional stores. The mean differences are Mhedonic = 3.80 for hedonic stores vs. Mfunctional =3.42 for functional stores. A significant difference (p=.0015) was found between the means of hedonic and functional stores, which supports H6.  

5.1.7 Service quality

The importance of ‘Service quality’ is higher for hedonic stores than for functional stores (Mhedonic = 3.90 > Mfunctional =3.64) as was expected. However, the mean difference indicates a marginally significant result at p=.079 but still H7 is rejected.
5.1.8 Friendliness of salespeople
The results for the importance of ‘friendliness of salespeople’ indicate a significant difference between hedonic and functional stores (p=.0044). The mean differences are Mhedonic = 3.81 for hedonic stores and Mfunctional = 3.49 for functional stores. According to the significant result ‘friendliness of salespeople’ is more important for hedonic stores than for functional stores and thus supports H8.
Importance of interpersonal items for store choice
5.1.9 Shopping with others

‘Shopping with others’ is found to be more important for hedonic stores than for functional stores (Mhedonic = 2.67 > Mfunctional= 2.21; p=.008). The mean differences show a significant result.
5.1.10 See others shopping

‘See others shopping’ is also found to be more important for hedonic stores than for functional stores (Mhedonic = 2.01 > Mfunctional =1.75). However, the mean differences are found marginally significant at p=.064. 

5.1.11 Meet other people 

When the store is hedonic, ‘meeting other people’ is more important than when the store is functional (Mhedonic = 2.13 > Mfunctional= 1.66). The mean differences show a significant result with p=.004.

To conclude, H9 is partly supported for ‘shopping with others’ and ‘meet other people’.
5.1.12 Information on new products and/or prices

When the store is hedonic consumers appeared to place more importance on ‘information on new products and/or prices’ than when the nature of the store is functional (Mhedonic = 3.15 > Mfunctional =3.01). However, this difference is insignificant and thus H10 is rejected.
5.2 Moderation effects of consumer characteristics and shopping value
In this subsection the results of the analysis on the consumer characteristics (need for cognition and consumer impulsiveness) and consumer shopping value will be shown to see whether there were any moderating effects of the hedonic vs. functional stores on the importance of the store choice criteria. It is important to remark that here only the results of the moderation effects and the main effects of the consumer characteristics and consumer shopping value will be pointed out as the results of the main effects of the store choice criteria have already been displayed above.
5.2.1 Price
There were no main effects or moderation effects of the consumer characteristics on the importance of ‘price’. The Personal shopping value, whether consumers derived a hedonic or functional shopping value from the shopping experience, showed no significant moderation either. These findings together with those found earlier, show that the functional nature of the store alone influences the high importance of ‘price’. 
5.2.2 Product quality

The only direct effect found was of the consumer characteristic described as low need for cognition that showed a significant negative effect on the importance of the criterion ‘product quality’ (β= -.222; p= .026). This implies that the lower the need for cognition of a consumer is, the lesser the importance of ‘product quality’ will be. The prudent factor of the consumer characteristic impulsiveness has a negative significant effect on ‘product quality’ (β= -.367; p=.000). Prudent consumers can be described as consumers, who control their shopping behavior. The more prudent consumers are, the lower the importance of ‘product quality’ is. The consumer characteristic impulsiveness has a moderation effect on the importance of ‘product quality’.
5.2.3 Product assortment
There was a direct negative significant effect of the consumer characteristic low need for cognition on ‘product assortment’. This implies that the lower the need for cognition of a consumer is, the less important ‘product assortment’ will be (β= -.305; p= .013). The prudent factor of the consumer characteristic impulsiveness has a negative significant effect on ‘product assortment’ (β= -.372; p= .002). Furthermore, a significant moderation effect was found of the consumer characteristics low need for cognition (p= .018) on the importance of ‘product assortment’.

5.2.4 Location
A significant positive effect was found for the hedonic shopping value factor (p=.014).  As the perception of hedonic shopping value increases, the importance of ‘location’ increases. The Personal Shopping value seems to moderate the effect of hedonic vs. functional stores on the importance of ‘location’ (p=.008). 
5.2.5 Opening hours

A significant moderation effect was found of the need for cognition characteristic on the importance of ‘opening hours’ (p= .005). Further no other main effects or moderation effects were found of the characteristic consumer impulsiveness or the personal shopping value. 

5.2.6 Parking facilities
The characteristic high need for cognition has a significant main effect on the importance of ‘parking facilities’ (β = -. 380; p= .039). The higher in need for cognition consumers are the less important consumers view ‘parking facilities’ as a store choice criterion. Moreover, the higher the perception of functional shopping value, the higher the importance of ‘Parking facilities’. The findings did not reveal any moderation effects of the consumer characteristics or personal shopping value.

5.2.7 Fast checkout

The need for cognition characteristic moderates the effect of hedonic vs. functional stores on the importance of the store choice criteria ‘fast checkout’ (p= .005). As for the consumer characteristic impulsiveness, the more prudent consumers are, the lower the importance of ‘fast checkout’ is (β = -.280; p= .024). A moderation effect was found of the personal shopping value but not of consumers’ impulsiveness. Thus, the only moderation effects found on the importance of the store choice criteria ‘fast checkout’ were of the need for cognition and the personal shopping value.

5.2.8 Service quality

The consumer characteristic high need for cognition seems to moderate the effect of hedonic vs. functional stores on the importance of ‘service quality’ (p= .018). Other findings are that the perception of hedonic shopping value positively affects the importance of ‘service quality’. The prudent factor of the consumer characteristic impulsiveness has a negative significant effect on ‘service quality’ (β= -.390; p=.002). The more prudent consumers are, the lower the importance of ‘service quality’ is. The only moderation present was of Need for Cognition.
5.2.9 Store atmosphere
The consumer characteristic low need for cognition has a positive effect on the importance of ‘store atmosphere’ (β = .338; p= .014). The need for cognition characteristic and consumers’ impulsiveness moderate the effect of hedonic vs. functional stores on the importance of ‘store atmosphere’. Moreover, the importance of ‘store atmosphere’ increases, as the perception of hedonic shopping value increases. Further there was no significant moderation found of the consumer shopping value. Thus, Need for Cognition and Consumer Impulsiveness have a moderation effect on ‘store atmosphere’.
5.2.10 Friendliness of salespeople

There is a positive significant effect of high need for cognition (β = .352; p= .004) and a negative significant effect of low need for cognition (β = -.250; p= .045) on the importance of ‘friendliness of salespeople’. Other findings are that need for cognition moderates the effect of hedonic vs. functional stores on the importance of ‘friendliness of salespeople’.
The prudent factor of the consumer characteristic impulsiveness has a main negative significant effect on the importance of friendly salespeople (β = -.452; p= .000). The more prudent consumers are, the less important the criterion ‘friendliness of salespeople’ is. 

More findings reveal a moderation of the consumer characteristic impulsiveness with p= .005. No effects were found of the Personal Shopping value. 
5.2.11 Interpersonal items
Shopping with others 
A main effect of need for cognition indicated that when consumers have high need for cognition the importance of ‘shopping with others’ increases (β = .335; p= .011). There is also a moderation effect of need for cognition (p= .013). Further there were no other significant interaction effects that would indicate moderation. The hedonic factor of consumer impulsiveness seems to have a negative main effect on the importance of ‘shopping with others’. The more hedonic consumers are, the less they care about shopping with others. Furthermore as the perception of hedonic shopping value increases, the importance of ‘shopping with others’ increases. 
See others shopping

The only significant main effect found is for the consumer characteristic impulsiveness, which involves the easily tempted factor (β = -.267; p= .042). It can be said that the more easily tempted consumers are, the less important it is to see others shopping. Also perceptions of hedonic shopping value positively affects the importance of ‘see others shopping’. The personal shopping value seems to moderate the effect of hedonic vs. functional stores on the importance of ‘see others shopping’. 
Meet other people
Main effects of the characteristics low need for cognition and easily tempted (CI) were found significant. The lower the need for cognition is, the higher the importance of meeting other people while shopping (β = .320; p= .011). The more easily tempted consumers are characterized to be, the less important it is to meet other people while shopping (β = -.369; p= .002). Moreover, the higher perceptions of hedonic shopping value, more important it is to meet other people (β = .513; p= .000). Further there was no significant interaction effects found that would indicate moderation.
5.2.12 Information on new products and/or prices

Consumers’ impulsiveness moderates the effect of hedonic vs. functional stores on the importance of the criteria ‘information on new products and/or prices’ (p= .006). As perceptions of hedonic shopping value increases, the importance of information on new products/prices also increases. Moreover, personal shopping value also shows a significant moderation effect. 
6. Conclusions
6.1 Conclusions and Discussion

Prior research examined different store choice criteria on their influence on store patronage. This research used these store choice criteria to examine whether there is a difference in the importance of each criterion for two types of stores, which are hedonic stores and functional stores. In Table 1 below can be seen which criteria were significantly different between hedonic and functional stores.
	Significant
	Not significant

	Price
	Product assortment

	Product quality 
	Convenient location 

	Store atmosphere
	Convenient opening hours

	Friendliness of salespeople
	Convenient parking facilities 

	Shopping with others 
	Service quality

	Meeting other people  
	Fast checkout

	
	See others shopping

	
	Information on new products/prices


Table 1a. Significant & insignificant criteria
Table 1b. Significant mean differences 

	
	Hedonic stores
	Functional stores
	Significance level

	Store choice criteria
	Means
	Means
	p

	Price
	3.68
	4.12
	0.008

	Product Quality
	4.24
	4.49
	0.028

	Store atmosphere
	3.80
	3.42
	0.015

	Friendliness of salespeople
	3.81
	3.49
	0.044

	Shopping with others
	2.67
	2.21
	0.008

	Meet other people
	2.13
	1.66
	0.004


As expected, ‘price’ was significantly more important for functional stores than hedonic stores. The choice of supermarkets and electronics stores for this research as representing functional stores may have added to the importance of ‘price’ for these stores. Consumers usually when doing their groceries at a supermarket pay much attention to prices. Moreover, when supermarkets have promotions on products for example, consumers are more likely to jump to these promotions in order to save money. Also, at electronic stores the focus may be much on prices when consumers must purchase a functional product (e.g. wash machine). Although electronic stores also sell products with a more hedonic character (e.g. music player), electronic stores are probably considered more for serving a functional purpose and therefore consumers take prices much into account as they do not want to spend more than necessary on products that are just for fulfilling a specific purpose. 

In addition, the importance of ‘store atmosphere’, ‘friendliness of salespeople’, ‘shopping with others’ and ‘meeting other people’ were as expected significantly more important for the hedonic stores, thus supporting hypotheses 6, 8 and partly 9. 

An interesting finding is that ‘product quality’ was found to be significantly more important for the functional stores used in this research (electronics & supermarket) instead of the hedonic stores used (clothing & cd/dvd), which is the opposite of what was expected (Mfunctional= 4.49 > Mhedonic= 4.24). A possible explanation for this result would be that consumers who participated in this research interpreted quality as the actual quality of the product, the objective quality, and not so much the subjective quality. As discussed earlier, the objective quality of products is thought of being more relevant at functional stores than the subjective quality. For electronics stores, it can be said that most of the time consumers base their quality measurements of products on its performance.  
Measuring the quality of electronics is usually also easy because of the specifications (with absolute numbers, i.e. a hard disk, 160 GB, 7200 rpm, 8 MB SATA2). The respondents of the survey might not have associated quality with the design of clothing (clothing stores) or with how good or enjoyable a movie is (CD/DVD stores). These forms of quality are more subjective in nature which might differ with the consumer´s perception of what is meant by product quality.


It is also important to remark that most of the criteria in this research rated higher for hedonic stores than for functional stores. A possible reason for this is that hedonic stores offer more pleasurable aspects to the shopping experience than strictly buying a product you need. Consumers also expect these pleasurable aspects from hedonic stores.

Another interesting observation is that the only criteria which turned out to be significantly more important for functional stores are price and product quality. These two criteria seem to be the basics (fundamentals) of shopping; visit the store, examine the product (product quality) and purchase the product (price). Even though the result for ´product quality´ was not expected (being more important at functional stores), the result does indicate that the consumers’ focus when shopping at functional stores is on the price and the product.

As for product quality being more important when shopping at functional stores; analyzing this result in combination with the result for price criteria puts it in a different light. Looking at only the product quality criteria results indicates that consumers want products with better quality when shopping at functional stores as opposed to when shopping at hedonic stores. The result showing that price is also a more important criterion when shopping at functional stores might indicate that consumers are not specifically looking for products with a higher level of quality at functional stores, but rather looking for a better price-quality relation. The reasons for shopping at hedonic stores go beyond price and product quality and include pleasure and enjoyment, which draws focus and importance away from price and product quality. 

Taking a look at the results of moderation of the consumer characteristics and the perception of personal shopping value, it can be said that there was at least one moderation effect present for the store choice criteria, except for ´price´, ´convenient parking facilities´ and ´meet other people´. Thus, based on the results it seems that differences exist in the rating of importance of the store choice criteria for hedonic vs. functional stores when consumers possess different characteristics, or have different value perceptions of the shopping experience. 

6.2 Research questions

Now that the results are known it is easy to answer the research questions proposed at the beginning of this thesis. The problem statement will be answered through the research questions as well. 
· What are the main determinants of store choice?

The most analyzed determinants of store choice in prior research have been used for this research. These are: ‘price’, ‘product quality’, ‘product assortment’, ‘convenient location’, ‘convenient opening hours’, ‘convenient parking facilities’, ‘fast checkout’, ‘store atmosphere’, ‘friendliness of salespeople’, and ‘service quality’. Because these criteria are store-based criteria, other criteria were added to the list relevant for store choice such as, interpersonal items: ‘shopping with others’, ‘meet other people’, and ‘see others shopping’ along with an informational item: ‘information on new products and/or prices’.
· What are the main determinants for hedonic stores?

According to the results, the most important criteria when the store is hedonic in     nature are: ‘store atmosphere’ and ‘friendliness of salespeople’. Other criteria were: ‘shopping with others’ and ‘meet other people’.
· What are the main determinants for functional stores?

The most important criteria when the store is functional in nature are: ‘price’ and ‘product quality’. 
· Is the effect of hedonic and functional stores on the importance of store choice criteria moderated by consumer characteristics or by perceived value of shopping?
Yes, differences exist in the rating of importance of the store choice criteria for hedonic vs. functional stores when consumers possess different characteristics, or have different value perceptions of the shopping experience. The characteristic need for cognition has moderated the effect of hedonic vs. functional stores on most of the store choice criteria.

6.3 Managerial Implications
The importance of the store choice criteria according to this research depends on the hedonic or functional nature of the store. It is important to remark that stores are not exclusively hedonic or functional, but however they may be classified as prominently hedonic or functional. 

This research could be useful for retail managers, because given the nature of their store they could focus more on what would drive consumers to visit their store. Based on the results of this research retail managers of for example a clothing store may try to work more on the store environment so it becomes more appealing to consumers and also talk to personnel to be helpful as needed and always be friendly to the consumer. Retail managers of a CD/DVD store may even make a spot in the store where the latest music clips or movie trailers are displayed or where consumers could listen to the tracks of a music CD before buying it. As for a functional store managers should pay attention to prices and product quality and try to compete with other stores more based on these important criteria.
In sum, retail managers would benefit from deeper understanding of how store choice criteria changes along the hedonic/functional nature of stores. 
6.4 Limitations and future research 
A possible limitation to this current research is the amount and type of stores used as hedonic (clothing stores and CD/DVD stores) and functional (supermarkets and electronics stores). Because only two stores were chosen as hedonic and two as functional, it may not be enough to generalize the findings of this research for all stores hedonic or functional in nature. Even though the selected stores are representative as hedonic or functional the results are probably more accurate for these selected stores as opposed to all hedonic or all functional stores. It could be that the importance of the store choice criteria differs for other hedonic and functional stores. Future research should examine the importance of store choice criteria for other hedonic and functional stores to see whether the findings of this current research could be generalized.

It is also important to mention that the meaning of the word ‘hedonic’ is probably more difficult to understand compared to the meaning of the word ‘functional’. This might be a reason why there was a low percentage of consumers who considered CD/DVD stores to be hedonic stores. 


Another possible limitation is that the consumers who participated in the present study were between 20 and 65 years from which the larger group was between the age of 20 and 35. Most of these consumers are students which also could have influenced the results, because students may probably give more importance to some particular criteria than non-students. Also half of the respondents have a graduate degree and the rest varies between lower than high school, completed high school and some college education. The education level also may have influenced the results. Furthermore the number of male and females showed a big difference. Further research should focus on using consumer groups with more even distributed age groups, education levels and gender.

Another point for future research would be to do an experiment by asking consumers before they enter the store to state what criteria they find important by filling in a short survey. This would be more relevant for the specific store at the moment (hedonic or functional) and may be more reliable than asking through a survey. 
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APPENDIX I:   QUESTIONNAIRE
Dear participant,

I am a Master student at the Erasmus University of Rotterdam. For my master thesis I am conducting a research about consumers' store choice criteria.  The questionnaire will take about 7 minutes and your answers will be strictly anonymous. By filling out this questionnaire you are really helping me out, I appreciate it!

Thank You!

Jessica Malmberg 

1. How important are the following store choice criteria for you when choosing CLOTHING stores? 

	
	Not at all important
	
	
	
	Very important

	
	
	
	
	
	

	Overall expensiveness
	
	
	
	
	

	Product quality
	
	
	
	
	

	Product assortment
	
	
	
	
	

	Convenient Location
	
	
	
	
	

	Service quality
	
	
	
	
	

	Store atmosphere
	
	
	
	
	

	Convenient opening hours
	
	
	
	
	

	Convenient parking facilities
	
	
	
	
	

	Friendliness of salespeople
	
	
	
	
	

	Fast checkout
	
	
	
	
	

	Shopping with others
	
	
	
	
	

	See others shopping
	
	
	
	
	

	Meet other people
	
	
	
	
	

	To get information on new products and/or prices 
	
	
	
	
	


2. For this question, recall your last visit to a CLOTHING store. 

Please rate to what extent you agree or disagree with the following statements:

	
	Strongly disagree
	Disagree
	Neither
	Agree
	Strongly agree

	1. This shopping trip is truly a joy
	
	
	
	
	

	2. I continued to shop, not because I had to but because I wanted to
	
	
	
	
	

	3. This shopping trip truly felt like an escape
	
	
	
	
	

	4. Compared to other things I could have done, the time spend shopping was truly  joy
	
	
	
	
	

	5. I enjoyed being immersed in exciting new products
	
	
	
	
	

	6. I enjoyed this shopping trip for its own sake, not just for the items I may have purchased
	
	
	
	
	

	7. I had a good time because I was able to act on the spur-of-the-moment (on impulse)
	
	
	
	
	

	8. During this trip I felt the excitement of the hunt
	
	
	
	
	

	9. While shopping, I was able to forget my problems
	
	
	
	
	

	10. While shopping, I felt a sense of adventure
	
	
	
	
	

	11. This shopping trip was not a very nice time out
	
	
	
	
	

	12. I accomplished just what I wanted to on this shopping trip
	
	
	
	
	

	13. I couldn’t buy what I really needed
	
	
	
	
	

	14. While shopping, I found just the item(s) I was looking for
	
	
	
	
	

	15. I was disappointed because I had to go to another store(s) to complete my shopping
	
	
	
	
	


3. To what extent do you consider CLOTHING stores hedonic or functional?

Hedonic means:   being fun/ enjoyable, pertaining to pleasure  

Functional means:  having or serving a functional purpose

	
	Hedonic
	Somewhat hedonic
	Neither
	Somewhat functional
	Functional

	Clothing stores
	
	
	
	
	


4. Please indicate the extent to which you agree with each of the following statements. 

	
	Strongly disagree
	Disagree
	Neither
	Agree
	Strongly agree

	1. I would prefer complex to simple problems.
	
	
	
	
	

	2. I like to have the responsibility of handling a situation that requires a lot of thinking.
	
	
	
	
	

	3. Thinking is not my idea of fun.
	
	
	
	
	

	4. I would rather do something that requires little thought than something that is sure to challenge my thinking abilities.
	
	
	
	
	

	5. I try to anticipate and avoid situations where there is likely chance I will have to think in depth about something
	
	
	
	
	

	6. I find satisfaction in deliberating hard and for long hours.
	
	
	
	
	

	7. I only think as hard as I have to.
	
	
	
	
	

	8. I prefer to think about small, daily projects to long-term ones
	
	
	
	
	

	9. I like tasks that require little thought once I’ve learned them.
	
	
	
	
	

	10. The idea of relying on thought to make my way to the top appeals to me
	
	
	
	
	

	11. I really enjoy a task that involves coming up with new solutions to problems.
	
	
	
	
	

	12. Learning new ways to think doesn’t excite me very much.
	
	
	
	
	

	13. I prefer my life to be filled with puzzles that I must solve.
	
	
	
	
	

	14. The notion of thinking abstractly is appealing to me.
	
	
	
	
	

	15. I would prefer a task that is intellectual, difficult, and important to one that is somewhat important but does not require much thought.
	
	
	
	
	

	16. I feel relief rather than satisfaction after completing a task that required a lot of mental effort
	
	
	
	
	

	17. It’s enough for me that something gets the job done; I don’t care how or why it works
	
	
	
	
	

	18. I usually end up deliberating about issues even when they do not affect me personally
	
	
	
	
	


5. Read each of the following adjectives carefully and indicate how well they would describe you. The first and second bullets indicate that the adjective would usually describe you, the 3th, 4th and 5th bullet indicate that it would sometimes describe you and the last two bullets indicate that it would seldom describe you. 

	
	usually would describe me
	
	
	
	
	
	seldom would describe me

	Impulsive
	
	
	
	
	
	
	

	Careless
	
	
	
	
	
	
	

	Self-controlled
	
	
	
	
	
	
	

	Extravagant
	
	
	
	
	
	
	

	Farsighted
	
	
	
	
	
	
	

	Responsible
	
	
	
	
	
	
	

	Restrained
	
	
	
	
	
	
	

	Easily tempted
	
	
	
	
	
	
	

	Rational
	
	
	
	
	
	
	

	Methodical
	
	
	
	
	
	
	

	Enjoy spending
	
	
	
	
	
	
	

	A planner
	
	
	
	
	
	
	


5. What is your age? __________

6. What is your gender?

· Female

· Male

7. What is your highest level of education?

· Lower than high school

· Completed high school

· Some college education

· Graduate degree

· Postgraduate degree

8. Which category (as presented below) represents your household’s monthly-income? 

· Less than €1500

· Between €1500 – €3000 

· Between €3000 –€4500 

· Between €4500 – €6000 

· Above €6000

APPENDIX II:  SPSS OUTPUT

1. PRINCIPAL COMPONENTS ANALYSIS (PCA)

1.1 NEED FOR COGNITION 
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Extraction Method: Principal Component Analysis.
Rotation Method: Varimaxwiih Kaiser Normalization.

a Rotation converged in 8 iterations





1.2 PCA - CONSUMER IMPULSIVENESS SCALE
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Extraction Method: Principal Component Analysis.

Rotation Method: Varimaxwih Kaiser Normalization.

a Rotation converged in 7 iterations.





1.3 PCA - PERSONAL SHOPPING VALUE
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2. T-TEST on the importance of the store choice criteria for hedonic and functional stores
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3. REGRESSION CONSUMER CHARACTERISTICS & PERSONAL SHOPPING VALUE

- Need for Cognition (NFC)

- Consumer Impulsiveness (CI)

NEED FOR COGNITION (NFC)

· Price 
[image: image12.jpg]Model Summary

Made Adusted R | Std.Ertor of
I R__ | Rsquare | " Square the Estimate
1 350 129 047 1,044

a Predictors: (Constant), hedvsfunc?NFCSHIGH, NFC Factor 3, Hedonic vs.
Functional Stores, NFC Factor 4, NFC Fator 1, NFC Factor 2, NFC Factor 5,
hedvsfuncNFCZHIGH, hedvsiunc™NFC4LOW, hedvsunc™NFCIHIGH,
hedvsfuncNFC1LOW




[image: image13.jpg]Coefficients®

Stangardzed
Unstandardized Coefiients | ‘Caeftients

L gonel 5 St Ermor Eeta : Y
1 (Constant) 3,687 128 28,790 000
Hotorl.vs lifial 430 184 | oz |
NFC Factor 1 -1 ke s
NFC Factor 2 15 e e | aae | e
NFC Factor 3 061 13 o | e | e
NFC Factor 4 os7 i sz | s | s
NFC Factor§ o7 e |
hedvsfunc*NF C1LOW 364 186 1,955 053
hedvsfunc*NF C2HIGH 051 193 1263 793
hedvsfunc*NF C3HIGH 132 186 707 481
hedvsfunc*NF CALOW 210 186 & 1126 1262
hedvsfunc*NFCEHIGH -,052 195 -029 265 792

a Dependent Variable: Price





CONSUMER IMPULSIVENESS (CI)
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PERSONAL SHOPPING VALUE (PSV)
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· Product Quality
NFC
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2. Dependent Variable: Quality





· Assortment
NFC
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2. Dependent Variable: Assortment





PSV
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· Convenient Location
NFC
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2. Dependent Variable: Location
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· Service Quality
NFC 
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· Store Atmosphere

NFC
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· Convenient Opening Hours
NFC
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· Convenient Parking Facilities
NFC
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· Friendliness Of Salespeople
NFC
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. Dependent Variable: Friendiness of salespeople





· Fast Checkout
NFC
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. Dependent Variable: Fast checkout





· Shopping With Others
NFC
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. Dependent Variable: Shopping with others.
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. Dependent Variable: Shopping with others





· See Others Shopping
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. Dependent Variable: See others shopping
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. Dependent Variable: See others shopping





· Meet Other People
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. Dependent Variable: Meet other people





CIS

[image: image86.jpg]Model Summary

Made Adusted R | Std.Ertor of
I R | Rsquare | " Square the Estimate
1 24 180 118 1,026
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. Dependent Variable: Meet other people





·  Information On New Products And/ Or Prices
NFC
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