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Abstract :  Research on how store environment cues influence consumers’  store choice decision criteria,  such as store
operations, product quality, monetary price, store image and sales promotion, is sparse. Especially absent research on the
simultaneous impact of multiple store environment cues. The authors propose a comprehensive store choice model that
includes: three types of store environment cues as exogenous constructs; various store choice criteria as possible mediating
constructs, and store patronage intentions as an endogenous construct. On the basis of testing with a sample of 561 customers
of hypermarkets, the model is partially supported. This study used structural equation modelling to test the proposed model.
Keywords : store choice, store patronage, structural equation modelling, retailing
Conference Title : ICEBMM 2016 : International Conference on Economics and Business Market Management
Conference Location : Paris, France
Conference Dates : April 25-26, 2016

World Academy of Science, Engineering and Technology
International Journal of Economics and Management Engineering

Vol:10, No:04, 2016

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 E
co

no
m

ic
s 

an
d 

M
an

ag
em

en
t E

ng
in

ee
rin

g 
Vo

l:1
0,

 N
o:

04
, 2

01
6 

pu
bl

ic
at

io
ns

.w
as

et
.o

rg
/a

bs
tr

ac
ts

/4
24

24
.p

df

ISNI:0000000091950263International Scholarly and Scientific Research & Innovation 10(04) 2016 1

https://publications.waset.org/abstracts/42424.pdf

