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Abstract
This paper investigates the effect of social cues in a mall’s shopping environment on customer behavior. Two
competing mediation scenarios are assessed: emotion-cognition and cognition-emotion in a
stimulus-organism-response (SOR)-based framework. Although the role of social cues in driving customer
behavior in shopping contexts is largely addressed in the extant literature, the mechanism of the effect is still
under-researched area and this study is an attempt to fill this gap.
The conceptual model is validated through a questionnaire survey of 1028 shopping mall customers from three
cities in Jordan. Two different conceptual models are tested. The analysis reveals that the cognition-emotion
mediated model is more robust in predicting the effect of social cues than emotion-cognition mediated model.
The findings indicate that a) social cues have a significant positive effect on customers’ emotion of pleasure;
cognition; and behavioral response; and b) only pleasure and cognition mediate the effect of social cues on
customers’ behavioral response.
Theoretically, this study provides a comprehensive understanding of the mechanism by which customers’
emotions and cognition mediate the effect of social cues on customer behavior; and practically, it asserts the
significance of social cues as a marketing tool.
Keywords: social cues, emotion, cognition, shopping environment, customer behavioral response, structural
equation modelling
1. Introduction
Rapid growth in the retail sector and the accompanying spectre of fierce competition imposes a greater burden
on retailers in differentiating their retail offerings (Chen & Hsieh, 2011). Retailers are also challenged by the
emergence of more informed and sensitive customer segments (Im & Ha, 2011). In this situation it is very clear
that the role of traditional marketing tools such as merchandising and pricing is much diminished and often the
shopping environment itself becomes a powerful tool of market differentiation and of gaining a competitive
advantage (Baker, Grewal, & Levy, 1992; Morrison, Gan, Dubelaar, & Oppewal, 2011).
In a retail setting such as shopping malls, customers are naturally exposed to a large number of cues within the
immediate shopping environment and which can be utilized to encourage better customer responses (Turley &
Milliman, 2000; Wakefield & Baker, 1998). Besides the physical aspects involving the ambient and design
factors, the social cues of the shopping environment such as personnel and other customers constitute vital
components of the shopping environment (Baker, Grewal, & Parasuraman, 1994).
The role of shopping environment in driving customers’ responses has been substantially addressed in the
marketing literature (Chebat, Michon, Haj-Salem, & Oliveira, 2014; Donovan, Rossiter, Marcoolyn, & Nesdale,
1994b; Kumar & Kim, 2014; Lin, Baron, & Daunt, 2016; Michon, Yu, Smith, & Chebat, 2008; Shukla & Babin,
2013; Walsh, Shiu, Hassan, Michaelidou, & Beatty, 2011). However, the focus has been considerably limited to
certain physical environment factors such as music (Sweeney & Wyber, 2002), color (Chebat & Morrin, 2007;
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Tantanatewin & Inkarojrit, 2016), light (Quartier, Vanrie, & Van Cleempoel, 2014), and scent (Chebat & Michon,
2003; Leenders, Smidts, & El Haji, 2016).
The role of social cues has been paid less attention. In this regard, Li, Ma, Zhao, & Liu (2012) assert the need for
further research on the role of social cues in servicescapes. Of the relatively limited research in this extent, the
focus has been on certain social cues such as crowdedness (e.g., Machleit, Eroglu, & Mantel, 2000; Uhrich,
2011), personnel (e.g., Klassen, Clayson, & Jasper, 1996; Yan, Yurchisin, & Watchravesringkan, 2011) and other
customers (e.g., Brocato, Voorhees, & Baker, 2012; Söderlund, 2011). In some other studies, social cues have
been investigated as a part of a multi-environmental framework (e.g., Baker, Parasuraman, Grewal, & Voss, 2002;
Chen & Hsieh, 2011; Lin & Liang, 2011). Furthermore, a noticeable part of prior research has been conducted in
laboratory settings such as simulated environments (e.g., Li, Kim, & Lee, 2009; Yan et al., 2011), resulting in a
less realistic findings.
Prior research on shopping environment cues in general has been largely based on the
stimulus-organism-response (S-O-R) model proposed by Mehrabian & Russell (1974). However, most of this
research comprised either emotion or cognition as organism factors (Jang & Namkung, 2009; Morrison et al.,
2011). Together emotion and cognition as mediators are mostly investigated in studies addressing a single or few
environmental stimuli (Chebat et al., 2014; Dennis, Michon, Brakus, Newman, & Alamanos, 2012). Additionally,
less research has considered the interplay mediating role of emotion and cognition on shopping
environment-customers’ behavior relationship (Kim & Moon, 2009; Kumar & Kim, 2014). Interestingly, in such
a limited research, only one of the cognition-emotion or emotion-cognition hierarchies was considered (e.g.,
Kumar & Kim, 2014; Laroche et al., 2005; Raajpoot et al., 2008), offering an interesting area of research. A
simultaneous examination of such interactive role of customers’ emotions and cognition while in a shopping
environment is expected to provide unique understanding on how the social cues can be best utilized in
encouraging better shopping behaviors.
In Jordan, a growing number of shopping malls are penetrating the Jordanian retail market (Akroush,
Abu-ElSamen, & Jaradat, 2011) as Jordanians increasingly are making a transition of shopping from traditional
stores towards shopping malls (Khraim, Khraim, Al-Kaidah, & Al-Qurashi, 2011). Although, the pleasant
shopping environment is the most important factor underlying customers’ switching towards shopping malls,
there is still a deficiency of empirical evidence of customer buying behavior in shopping malls in Jordan.
Keeping this knowledge gap in mind, this study investigates the effect of the social cues of a shopping
environment in the context of Jordan on customers’ behavioral response through examining two competing
mediation scenarios; emotion-cognition and cognition-emotion.
2 Research Significance and Expected Contributions
The significance of the current study reveals from its expected theoretical and empirical contributions. From a
theoretical standpoint, this study is expected to enrich the existing literature on the role of social cues of
shopping environment in affecting customers’ behavioral responses. This can be summarized in the following
ways: firstly, unlike the majority of prior empirical studies (Jacob, Guéguen, Martin, & Boulbry, 2011; Jani &
Han, 2014; Mehta, Sharma, & Swami, 2013; Söderlund, 2011; Yan et al., 2011), this study examines the effect of
social cues as a holistic concept rather than focusing on its individual components such as human crowdedness,
employees, and other customers. Secondly, the present study uniquely integrates three different theories of
customer behavior into one comprehensive framework to gain a greater understanding on how social cues affect
customer buying behavior. Lastly, to our knowledge, this is the first study that simultaneously examines two
competing scenarios of interplay mediation between emotions and cognition in the effect of holistic social cues
on customer behavior. Thus, research findings are expected to provide distinctive insights into the mechanism by
which customer emotions and cognition mediate the effect.
Empirically, the lack of empirical evidence on this topic in developing countries (e.g., Jordan) is of the main
obstacles encountering national and international investors in the retail industry in general and shopping malls in
particular (Akroush et al., 2011). Therefore, this study is believed to have a substantial practical significance to
current and prospective mall operators in developing countries. The findings of the present study can provide
insights into how to successfully project the social aspects of the shopping environment, and how they can be
best utilized to stimulate better customers’ responses. This in turn can largely contribute to enhancing a mall’s
competitiveness and profitability.
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3. Theorettical Background and Reseearch Hypotheses
3.1 The M
Mehrabian and Russell’s
R
Envirronmental Psyychology Modeel
Mehrabiann & Russell (1974) providee a valuable ccontribution too the body of knowledge thhrough their model
m
(known ass M-R model), which is innitially based on S-O-R ennvironmental ppsychology paaradigm. The term
stimulus inn the model refers to any facctor having a cchanging impacct on individuaals’ internal states (Vieira, 2012).
However, when brought to consumer bbehavior reseaarch, a stimulus is then externnal to the indivvidual and is either
e
a marketinng mix elementt or environmeental input (e.gg., social cues)) (Bagozzi, 19886).
Organism represents the processing stage involvinng a set of peerceptual, phyysiological, feeling and thin
nking
activities tthat make up the
t emotional and cognitive states of the cconsumer (Kooo & Ju, 2010)). According to the
M-R modeel, three emotiional states nam
mely: pleasuree, arousal, andd dominance (P
PAD) capture tthe organism stage.
s
Nevertheleess, based on the lack of thheoretical andd empirical suppport for the role of dominnance in predicting
customers’ behavioral reesponses (Donnovan & Rossiiter, 1982; Russsell & Pratt, 1980), only plleasure and aro
ousal
dominatedd the vast majoority of marketting studies addapting the moddel (Donovan,, Rossiter, Marrcoolyn, & Nesdale,
1994a; Moorrison et al., 2011;
2
Ryu & Jaang, 2007; Sheerman, Mathurr, & Smith, 19997; Walsh et al., 2011).
Response is the outcom
me in the causal chain of tthe M-R moddel. Mehrabiann & Russell ((1974) depicte
ed an
individual’s response toowards an envvironment sim
mply as approaach or avoidaance behaviorss. Where apprroach
behaviors reflect positivve reactions ttoward a certaain setting invvolving approaching it, rem
maining, explo
oring,
interactingg and holding a good imprression and inntention to revvisit it again, avoidance beehaviors imply
y the
opposite. F
From a markeeting perspecttive, a responsse can be refeerred to as “thhe final outcoomes and the final
decisions oof consumers”” (Chang, Eckm
man, & Yan, 22011, p. 236), and is mainly operationalizeed using behav
vioral
outcomes (Im & Ha, 20111). Figure (1) shows the M--R model.

Figuree 1. The Mehraabian-Russell’ss S-O-R Modeel
Note. Adapteed from: Ryu & Jaang (2007, p. 59).

3.2 Researrch Models
This studyy examines twoo competing m
models incorpoorating both cuustomers’ emottions and cognnition as intera
active
mediating variables in a (SOR)-baseed framework. The first m
model (figure 22) posits the social cues (S
S) to
stimulate ccustomers’ em
motions, affectinng customers’ cognitive evaaluations of thee environmentt (O), which in
n turn
influence ccustomers’ behhavioral respoonse (R). The fflow of mediattion in this moodel is hypothhesized on the basis
of “affect aas informationn theory” or em
motion-cognitioon approach (Z
Zajonc & Markkus, 1984, 19885), which suggests
that emotiions are generrated directly without forerrunner cognitiive processes. The second model (altern
native
model) (figgure 3) posits that the sociall cues affect cuustomers’ cognnitive evaluatioons of the shoppping environm
ment,
eliciting ccustomers’ em
motions, whichh in turn affeect customers’ behavioral rresponse. Thee hierarchy off the
mediation in this modeel is based onn cognition-em
motion approacch (Lazarus, 11991), which suggests cogn
nitive
evaluationn as a vital anteecedent conditiion for emotioons to elicit.
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Figure 2.. Model 1 Emootion-cognitionn mediated moodel
Note. Hypothheses 5, 7, 9, and H9
H suggest mediaation, thus, are nott explicitly represeented in the researrch conceptual moodel.

Figurre 3. Model 2 (Alternative m
model) cognitioon-emotion meediated model
Note. *AH: Alternative Hypoothesis. Hypotheses 5, 7, 9, and A
AH9 suggest meddiation, thus, are not explicitly preesented in the research
conceptual m
models.

3.3 Social Cues and Behhavioral Respoonse
ment, involving both
Social cuees have been coonceptualized as the human variables presenting in a stoore’s environm
personnel and other cusstomers, alonggside their attriibutes such ass number, typee and behaviorr (Baker, 1994
4). In
line with tthis, several sttudies reportedd a direct link between custoomer-related aand employee--related social cues
and customers’ behaviooral responsess. For instancce, social inteeraction with other custom
mers was foun
nd to
positively affect custom
mers’ behaviorral intention ((Cetin & Dinccer, 2014) andd approach-avvoidance behaviors
(Brocato eet al., 2012). Customers
C
shoow higher intenntions to patroonize stores prroviding higheer levels of service
personalisaation (Hu & Jasper, 2006). P
Positive effectts were also evvidenced for pperceived humaan crowdedness on
customers’ unplanned purchases (Eroglu, Machleit,, & Barr, 20055; Li et al., 20009), intentionn to enter the store
(Pan & S
Siemens, 2011), time spent in the store and purchasees made (Harrrell, Hutt, & Anderson, 1980).
Accordinggly, hypothesis H1 states thatt:
H1: The soocial cues of a mall’s shoppiing environmeent have a signnificant positive effect on cusstomers’ behav
vioral
response.
3.4 Social Cues and Cusstomers’ Emotiions and Cognnition
Mehrabiann & Russell (1974) introdduced environnments in genneral as emottion-triggeringg objects affecting
individuals’ emotional states. Thereffore, studies aadopting the M-R theoreticcal frameworkk posit custom
mers’
surroundinngs (e.g., sociial cues) to aaffect how cuustomers feel toward the eenvironment, tthereby, how they
wouldbehaaviorally respoond to it.
Empirical studies in thiis extent proviide evidence oof the role off diverse sociaal cues in stim
mulating custom
mers’
4
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emotions. For instance, level of social match with other guests plays a critical role in eliciting guests’ emotions
in hotels (Jani & Han, 2014). Staff appearance was found to affect customers’ pleasure in restaurants (Ryu &
Jang, 2007). In shopping malls Raajpoot, Sharma, & Chebat (2008) reported a positive link between favorable
behaviors of employees and customers’ emotions. The findings of Li et al. (2009) show a positive relationship
between human crowdedness and customers’ emotion of pleasure in hypermarket stores. Based on that, it is
stated that:
H2: The social cues of a mall’s shopping environment have a significant positive effect on customers’ emotions
of (a) pleasure and (b) arousal.
Several scholars have addressed the role of the social aspects of shopping environment in affecting customers’
minds. For example, Hwang & Han (2014) find customers’ perceptions of others presenting in a service scape to
positively affect customers’ perceptions of country-club prestige. Customers tend to infer better evaluations to a
service setting such as restaurants with higher levels of crowdedness compared to that with lower crowdedness
levels (Tse, Sin, & Yim, 2002). The findings of Baker et al. (1994) and Yan et al. (2011) show the effect of
personnel in retail stores on the perceived quality of service provided. Accordingly, hypothesis H3 states that:
H3: The social cues of a mall’s shopping environment have a significant positive effect on customers’ cognitive
evaluation of the mall’s shopping environment.
3.5 The Role of Emotions and Cognition in Social Cues—Behavioral Response Relationship
Existing literature acknowledges the effect of customers’ positive emotions in shopping environments on
customers’ behavioral responses. For instance, customers with positive emotions in retail environments showed
higher intention to divulge positive word of mouth (Nyer, 1997), to buy more (Baker, 1992), and to spend more
money and keep loyal (Lin & Liang, 2011). The results of Ryu & Jang (2007) and Raajpoot, Jackson, and
Lefebvre (2013) suggest customers’ emotions as mediating variables in social cues-customers’ behavioral
response relationship. The proceeding discussion leads to the following hypotheses:
H4: Customers’ emotions of (a) pleasure and (b) arousal in a mall’s shopping environment have a significant
positive effect on their behavioral response.
H5: Customers’ emotions of (a) pleasure and (b) arousal mediate the effect of the social cues of a mall’s
shopping environment on customers’ behavioral response.
Bitner (1992) extends the traditional M-R model by incorporating customer cognitive response (e.g., beliefs) as
another organism factor affecting customer response in servicescapes. Babin, Hardesty, & Suter (2003) found
that better customer cognitive inferences of price fairness formed on the basis of shopping environment cues to
affect customers’ patronage and purchase intentions positively. Wan, Poon, & Chu (2014) reported a mediating
role of perceived service quality in the relationship between perceived similarity of other customers and
customers’ behavioral intention. Accordingly, the following hypotheses are proposed:
H6: Better customers’ cognitive evaluation of a mall’s shopping environment has a significant positive effect on
their behavioral response.
H7: Customers’ cognitive evaluation of a mall’s shopping environment mediates the effect of social cues on
customers’ behavioral response.
3.6 The Interplay—Mediating Role of Emotions and Cognition
Although customers’ emotions and cognition may work in parallel in mediating the effect of shopping
environment factors (e.g., social cues) on customers’ behavioral responses (Chen & Hsieh, 2011; Im & Ha, 2011;
Sweeney & Wyber, 2002), some scholars reported an interactive mediation of both emotional and cognitive
dimensions (Chebat & Michon, 2003; Dennis et al., 2012; Kim & Moon, 2009).
Zajonc & Markus (1984) depict the emotional experience as simple as the cognition of having such experience.
Thus, without a preceding cognitive activity, emotions can be experienced. Essentially, this is the core
assumption of “affect as information” theory (Schwarz & Clore, 1983), which posits emotions as inputs on
which a customer’s cognitive appraisal can be based. Empirically, Liu & Jang (2009) concluded that customers’
positive emotions elicited by dining atmospherics are positively related to perceived value. Moreover, the
findings of Laroche, Teng, Michon, & Chebat (2005) suggest an emotion-cognition hierarchy in the mediation of
emotions and cognition in shopping environment-customer behavioral response relationship. Accordingly, the
following hypotheses are stated:
H8: Customers’ emotions of (a) pleasure and (b) arousal have a significant positive effect on customers’
cognitive evaluation of a mall’s shopping environment.
5
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H9: Customers’ cognitive evaluation of a mall’s shopping environment mediates the effect of customers’
emotions of (a) pleasure and (b) arousal on their behavioral response.
The cognitive theory of emotions (Lazarus, 1991) posits customers’ cognition as a necessary antecedent
condition for emotions to elicit. Consisting with that, Hightower, Brady, & Baker (2002) revealed a direct
positive influence of customers’ inferences of a servicescape’s quality on their affective states. The findings of
Kim & Moon (2009) suggest the perceived service quality as a predictor to customer pleasure-feeling in
restaurants. Chebat & Michon (2003) found that the cognition-emotion flow of mediation better explain the
impact of malls’ ambient scent on shoppers’ spending, compared to the emotion-cognition flow. More recently,
Dennis et al. (2012) found customers’ perception of the malls’ shopping environment to positively affect their
feelings, thereby behavioral responses. Therefore, this leads to the following alternative hypotheses (see figure
3):
AH8: Customers’ cognitive evaluation of a mall’s shopping environment has a significant positive effect on
customers’ emotions of (a) pleasure and (b) arousal
AH9: Customers’ emotions of (a) pleasure and (b) arousal mediate the effect of customers’ cognitive evaluation
of a mall’s shopping environment on their behavioral response.
4. Methods
4.1 Research Sample and Data Collection Procedures
The research population of this study consists of all shopping malls’ customers in Jordan. Due to unavailability
of a sampling frame, the data was collected from a convenient sample of shopping malls’ customers using mall
intercept technique. However, respondent selection was as random as possible. Particularly, the data collection
was carried out in seven randomly selected shopping malls across different cities (e.g., Amman, Irbed, and
Azzarqa). Also, the fieldwork took place at different times of the day throughout the weekdays and weekends to
ensure a better representative sample in terms of demographic variables. Furthermore, a systematic procedure
using a random interval was applied to recruit potential respondents. That is, every fifth adult shopper bypassing
a certain point before the exit of the mall was invited to take part in the survey.
Throughout five weeks of fieldwork, 1417 questionnaires were distributed, of which 1281 were returned,
indicating a response rate of 90%. Furthermore, 253 questionnaires were discarded based on a filtering question
and due to incomplete responses, yielding an effective response rate of 73%.
4.2 Measures and Questionnaire Piloting
Apart from demographic profile section, all measurement scales of the research questionnaire were drawn from
established research, but in some cases, they were adapted to fit the context of shopping malls. A filtering
question “do you consider yourself as a regular customer to this shopping mall/ shop twice a month at least-”
was included in order to ensure that the respondent is a regular mall customer. Social cues were measured using
ten items relating to employees, other customers, and human crowdedness. Items of this construct were
measured on a 7-point Likert scale. Customers’ emotions of pleasure and arousal were captured using 12-item
bipolar semantic differential scale originated by Mehrabian & Russell (1974). Environmental quality scale of
Fisher (1974) was employed to assess customers’ cognitive evaluation of the mall’s shopping environment.
Fisher’s scale consists of thirteen 7-point bipolar semantic differential items. Customers ‘behavioral response
was operationalized using ten items relating to money spent, time spent, unplanned buying, positive word of
mouth, and re-patronage intention measured on a 7-point Likert scale. Measurement items and the sources from
which they were adapted are shown in table (1).
Using parallel translation technique, the source research questionnaire was translated into Arabic (the first
language in Jordan) by two independent professional translators. Translated questionnaires were then compared
and considered to develop the final questionnaire. The final questionnaire was also subjected to academic and
field piloting to assure comprehensiveness, clarity and appropriateness of the used measurement scales. It was
then pre-tested with a convenient sample of 100 mall customers in order to check the validity and reliability of
selected measures. The results of the pre-test study asserted the reliability of the measurement scales and the
clarity and simplicity of the questions to respondents.
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Table 1. Q
Questionnaire’ss constructs andd items

5. Data An
nalysis and Fiindings
5.1 Prelim
minary Analysiss and Data Normality
The data sscreening and filtering resullted in a dataset of 1028 usaable questionnnaires carried fforward for fu
urther
analysis. D
Descriptive staatistics (e.g., frrequency, miniimum values, and maximum
m values) conffirmed that the data
was compplete and withiin the acceptabble range. Skeewness and kuurtosis values for all measuurement items were
within thee cut-off pointts (skewness< 3 and kurtosiis < indicatingg a reasonablee normal distriibution of the data
(Kline, 20005).
5.2 Responndents’ Demoggraphic Profilee
Descriptivve statistics inddicated that theere were 541 ((52.6%) femalees and 487 (477.4%) out of 1028 responden
nts in
total. The majority of respondents
r
w
was single 6833 (66.4%), annd was 20-29 years old 6377 (62%). The vast
majority 6657 (63.9%) off respondents hhad a Bachelorr’s degree. In tterms of job, rrespondents weere mainly stud
dents
450 (43.8%
%) and privet sector
s
employeees 279 (27.1%
%). And finallyy, the vast majority 854 (83.11%) of respond
dents
got less thhan 1000 JDs as
a monthly inccome. A detailled demographhic profile of rrespondents iss presented in table
(2).
Table 2. R
Respondents’ deemographic prrofile
V
Variable
G
Gender

A
Age

M
Marital Status

Categgory
Male
Femaale
Total
15-199
20-244
25-299
30-344
35-399
40-444
45-499
50 annd above
Total
Singlee
Marriied
Divorrced
Widow
wed
Total

Count
487
541
1028
118
400
237
144
35
43
39
12
1028
683
324
9
12
1028

7

Percentage %
47.4
52.6
100.0
11.5
38.9
23.1
14.0
3.4
4.2
3.8
1.2
100.0
66.4
31.5
0.9
1.2
100.0

ijms.ccsenet.org
Education

Job

Income
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Secondary
Diploma
Bachelor
Higher Education
Other
Total
Student
Unemployed
Private Sector Employee
Public Sector Employee
Business Owner
Other
Total
500 JDs* and less
501-999 JDs
1000-1499 JDs
1500-1999 JDs
2000-2499 JDs
2500 JDs and above
Total

144
76
657
141
10
1028
450
98
279
77
90
34
1028
598
256
109
29
17
19
1028

Vol. 9, No. 1; 2017
14.0
7.4
63.9
13.7
1.0
100.0
43.8
9.5
27.1
7.5
8.8
3.3
100.0
58.2
24.9
10.6
2.8
1.7
1.8
100.0

Note. *1JD= 1.3 US Dollar.

5.3 Main Data Analysis
Data was analysed using structural equation modelling with AMOS by following the two-step approach as
suggested by Anderson &d Gerbing (1988). First, the measurement model was validated and then the structural
models were examined. The measurement model (the same for the two hypothesized structural models) was
assessed and validated using confirmatory factor analysis CFA, followed by validity and reliability checks.
Model fit were assessed using different fit indices including the comparative fit index CFI, the normed fit index
NFI the Tucker Lewis index TLI, the incremental fit index IFI, and the root mean square error of approximation
RMSEA. Cut-off values of (CFI > 0.92; NFI, TLI and IFI > 0.90; and RMSEA < 0.08) were considered to
conclude a satisfactory model fit (Byrne, 2001; Hair, Anderson, Tatham, & Black, 1998). The two competing
structural models were then assessed, and ultimately the research hypotheses of the selected structural model
were tested.
5.4 Measurement Model
The initial measurement model with five constructs, measured by 45 observed items was subjected to
confirmatory factor analysis CFA. The model was mis-specified (CFI =0.866, NFI=.849 TLI =0.858, IFI =0.866,
RMSEA=0.056).
Guided by diagnostic statistics (e.g., loading values, residuals, and modification indices), areas of model misfit
were identified and handled by removing measurement items with poor loadings and excessively high
modification indices. Two items relating to social cues (S7 and S9), and one item relating to behavioral response
(BEH3) showed poor loading values on their respective constructs (e.g., < .50) (Hair et al., 1998), and thus were
dropped from further analytical steps. Moreover, error terms of highly related items with too high modification
indices were allowed to correlate sequentially until an adequate model fit was achieved. The resulting
measurement model showed a satisfactory model fit (CFI=0.940, NFI=0.923, TLI=0.935, IFI= 0.940,
RMSEA=0.057). Results of CFA are presented in table (3).
5.5 Validity and Reliability
Constructs’ validity was assessed in terms of both convergent and discriminant validity. Factor loadings and
average variance extracted AVE were considered to conclude constructs’ convergent validity (Hair, Anderson,
Tatham, & Black, 2006). Factor loadings for all observed items were above the recommend threshold value of
(0.50) (Hair et al., 1998) and ranged between (0.51) and (0.93). Values of average variance extracted for all
constructs were within the suggested value of > 50% (Fornell & Larcker, 1981) except for behavioral response
(0.39). However, all the items relating to this construct showed sufficient factor loadings and the construct had
very good scores in both Cronbach’s alpha (0.87) and composite reliability (0.84) (see table 3).
Discriminant validity was assessed on the basis of inter-correlation values among constructs (Kline, 2005), and
AVE compared to the values of squared correlations between respective constructs (Fornell & Larcker, 1981). As
shown in table (4), all inter-correlation values were within the recommended threshold value of <0.85 and
8
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ranged between (0.29) and (0.60). Moreover, the average variance extracted of each construct was higher than
the squared correlation among the respective constructs (table 5), suggesting that the constructs are sufficiently
distinct from each other. The Cronbach’s alpha values and composite reliability scores of all constructs were
above the recommended cut-off point of (0.70) ( Hair, Celsi, Money, Samouel, & Page, 2011), confirming a good
reliability. Results of scales’ reliability are presented in table (3).
Table 3. CFA results and constructs’ validity and reliability
Constructs

Social cues

Pleasure

Arousal

Cognitive
evaluation of a
mall’s shopping
environment

Behavioral
response

Items
retained
S1
S2
S3
S4
Pl1
Pl2
Pl3
AR1

Factor
loadings
0.82
0.90
0.60
0.88
0.85
0.87
0.91
0.82

Items
retained
S5
S6
S8
S10
Pl4
Pl5
Pl6
AR4

Factor
loadings
0.87
0.80
0.65
0.66
0.93
0.91
0.88
0.83

AVE
%

CR

Cronbach’s
alpha

61

0.93

0.93

80

0.96

0.96

AR2

0.78

AR5

0.76

65

0.92

0.93

AR3
COG1
COG2
COG3
COG4
COG5
COG6
COG7
BEH1

0.89
0.84
0.84
0.89
0.92
0.90
0.88
0.92
0.51

AR6
COG8
COG9
COG10
COG11
COG12
COG13

0.75
0.91
0.91
0.90
0.91
0.92
0.90

81

0.98

0.98

BEH7

0.83

BEH2

0.52

BEH8

0.66

39

0.84

0.87

BEH4
BEH5
BEH 6

0.52
0.55
0.51

BEH9
BEH10

0.73
0.73

Table 4. Inter-correlation matrix
Construct
1. Social cues
2. Pleasure
3. Arousal
4. Cognitive evaluation of the shopping environment
5. Behavioral response

1
1.00

2
0.32
1.00

3
0.29
0.38
1.00

4
0.47
0.60
0.48
1.00

2
0.10
0.80

3
0.08
0.14
0.65

4
0.22
0.36
0.23
0.81

5
0.43
0.46
0.31
0.47
1.00

Table 5. Construct validity
Construct
1
1. Social cues
0.61
2. Pleasure
3. Arousal
4.Cognitive evaluation of the shopping environment
5. Behavioral response
Note. Diagonal values represent average variance extracted for each construct.
correlation) between constructs.

5
0.18
0.16
0.11
0.22
0.39
Off-diagonal values represent the variance shared (squared

5.6 Common Method Bias
Common method bias was examined using the Harman’s single-factor approach as suggested by Podsakoff,
MacKenzie, Lee, & Podsakoff (2003). That is, all the observed variables across all constructs were loaded into
one single latent construct. The resulting single-factor model exhibited a model fit (Chi sq/df=18.406, CFI=0.687,
9

ijms.ccsenet.org

International Journal of Marketing Studies

Vol. 9, No. 1; 2017

NFI=0.675, TLI=0.666, IFI= 0.687, RMSEA=0.130), which is much worse than the model fit of the
measurement model (Chi sq/df =4.394, CFI=0.940, NFI=0.923, TLI=0.935, IFI= 0.940, RMSEA=0.057). Thus,
common method bias does not seem to be a problematic issue in the present study.
5.7 Structural Model and Hypotheses Testing
Two competing structural models were portrayed and tested as hypothesized earlier. Each of the models:
emotion-cognition mediated model and cognition-emotion mediated model consists of five latent variables
measured by 42 retained observed items. The models were assessed and compared against each other on the
basis of overall fitting indices. Assessing models’ fit revealed that cognition-emotion model showed a slightly
better fit to the data compared to the emotion-cognition model (table 6).This indicates that the cognition-emotion
model is better in explaining the effect of social cues on customers’ behavioral response.
Table 6. Structural models fit indices
Model
Chi sq (df)
Emotion-cognition
3439* (796)
Cognition-emotion
3359* (796)
Note. * P-value < .001, df: degree of freedom.

Chi sq/df
4.320
4.220

CFI
.941
.943

NFI
.925
.927

TLI
.936
.938

IFI
.941
.943

RMSEA
.057
.056

Beta coefficients (β) of structural paths, related probability values, and critical ratios (table 7) were examined to
report the results of direct effects in the selected model. Beta coefficients are computed in AMOS based on the
basic equation of regression: Yi = 0 + Xi + ei, where Y is the dependent variable, X is the independent variable, 0 is
intercept of the line, is slope of the line, and ei is the error term associated with the ith observation (Malhotra,
2010).
Social cues had a significant positive effect on customers’ behavioral response (β = 0.26, p <0.001), pleasure (β
= 0.09, p = .003), arousal (β = 0.11, p <0.001), and cognitive evaluation of the mall’s shopping environment (β =
0.41, p <0.001). Therefore, hypotheses one, two, and three were fully supported. Customers’ emotion of pleasure
(β = 0.25, p <0.001) but not arousal (β = 0.05, p =0.166) was found to have a significant positive effect on their
behavioral response, suggesting a partial support for hypothesis four. A support was also reported for the effect
of customers’ cognitive evaluation of the mall’s shopping environment on behavioral response (β = 0.19, p
<0.001), pleasure (β = 0.57, p <0 .001), and arousal (β = 0.44, p <0.001). Hence, hypothesis six and alternative
hypothesis eight were verified. Figure (4) shows the full structural model with beta coefficients of direct paths.
Table 7. Hypotheses testing—direct paths
Path

Hypothesis

Social Cues

Behavior

H1

(β)
. 26

P

C.R.

Result

***

7.32

Supported

Social Cues

Pleasure

H2a

.09

.003

3.00

Supported

Social Cues

Arousal

H2b

.11

***

3.34

Supported

Social Cues

Cognition

H3

.41

***

12.07

Supported

Pleasure

Behavior

H4a

.25

***

6.45

Supported

Arousal

Behavior

H4b

.05

.166

1.38

Not supported

Cognition

Behavior

H6

.19

***

4.40

Supported

Cognition

Pleasure

AH8a

.57

***

18.06

Supported

Cognition

Arousal

AH8b

.44

***

12.70

Supported

Note. β: beta coefficient, P: probability value, ***: p <.001, C.R.: critical ratio, AH: alternative hypothesis

Mediation hypotheses were examined using Baron & Kenny’s (1986) approach . In addtion to that, direct and
inderct effects among constructs were examined to identify mediation type (e.g., partial or full). The significance
of inderct paths was concluded on the basis of bootsraping procedures using AMOS. The findings demonstrated
a partial mediation for cognition and pleasure in the relationship between social cues and behavioral response.
Therefore, a partial and full support was reported for hypothesis five and hypothesis seven respectvely. Pleasure
but not arousal partialy mediated the effect of customers’ cognition on their behavioral response, indicating a
partial support to hypothesis nine. Results of mediation anlysis are presented in table (8).
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Table 8. R
Results of mediiation test
Patth

Direct
without Ind
direct
with
h Indirect effect significance an
nd
mediator
Result
med
diator
Socc-Cog-Beh
.426 *
.2600 *
Significant (.001) Partial mediaation
Socc-Pl-Beh
.426 *
.2666 *
Significant (.004) Partial mediaation
.426 *
Not significannt (.216) No mediiation
Socc-Ar-Beh
.2677 *
Cogg-Pl-Beh
.1888 *
Significant (.001) ) Partial meddiation
.349*
Not significannt (.216) No mediiation
.349*
Cogg-Ar-Beh
.1977 *
Note. *: p < .001. Soc: sociaal cues, Cog: coggnitive evaluationn of the shopping environment, Pl:: pleasure, Ar: arrousal, Beh: beha
avioral
response.

Figurre 4. Structuraal model (alternnative model)
Note. Chi Sqq (df)= 3359 (796), Chi Sq/df=4.2200, CFI=.943, NFI=
=.927, TLI=.938, IIFI=.943, RMSEA
A=.056.

6. Discusssion and Concclusion
This studyy investigates the effect of the social cues oof a shopping eenvironment onn customers’ bbehavioral resp
ponse
through exxamining two competing moodels represennting different kinds of two--step mediation in the conte
ext of
shopping malls in Jorddan. Each of the models cconsists of thee same latent factors meassured by the same
observablee items. Howevver, they differr in terms of thhe direction off the mediationn’s flow based on two contra
asting
theories (ee.g., emotion-ccognition vs. coognition-emotiion).
Models’ ffit assessmentt revealed thaat the cognition-emotion m
mediated moddel showed a slightly bette
er fit
compared to the emotionn-cognition meediated model (lower Chi sq and Chi sq/DF
F; higher CFI, NFI, TLI, and
d IFI;
and lowerr RMSEA). This
T
overall reesult confirmss the superiorrity of Lazaruus’s (1991) coognitive theorry of
emotions oover affect ass information ttheory (Schwaarz & Clore, 1983)in explaaining the interrplay mediatio
on of
emotions aand cognition in
i social cue-ccustomers’ behhavioral responnse relationshipp.
The resultts of hypothesees’ testing dem
monstrated direect effects of ssocial cues onn customers’ em
motional, cogn
nitive
and behavioral responses. These findinngs have been evidenced in pprevious studies (Baker et all., 1994; Broca
ato et
al., 2012; C
Cetin & Dinceer, 2014; Li et al., 2009; Matttila & Wirtz, 22008; Pugh, 2001; Wan et al., 2014; Yan et
e al.,
2011). Foor instance, Brocato
B
et all. (2012) repoorted a direcct effect of oother customeers on custom
mers’
approach-aavoidance behhavior in retaiil contexts. Thhe findings off Ryu & Jangg (2007) suggested the facility’s
employeess as a predictoor of customerss’ emotions off pleasure and arousal in resstaurants. Yan et al. (2011) found
f
that formaal dress of retaail employees to positively aassociate with better inferennces of servicee quality. How
wever,
social cuess had more to do with custom
mers’ cognitioon (β = 0.41) coompared to cuustomers’ emottions of pleasu
ure (β
= 0.09) annd arousal (β = 0.11). This ccan be attributeed to the fact tthat human crowding whichh was included
d as a
part of the social cues caan have inversee effect on cusstomers’ feelings (Machleit eet al., 2000).
In the seccond part (O-R
R) of the caussal chain (S-O
O-R), customeers’ behaviorall response waas derived by their
cognitive eevaluations off the shopping environment aand emotion oof pleasure. Thhis is consistennt with the find
dings
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of previous research (Donovan et al., 1994a; Kim & Moon, 2009; Novak, La Lopa, & Novak, 2010; Ryu & Jang,
2007; Sweeney & Wyber, 2002). For instance, customers with higher levels of pleasure tend to spend more time
in stores and make more unplanned purchases (Donovan et al., 1994b), and to show greater intention to revisit
the store in the future (Kim & Moon, 2009). Additionally, the results of Sweeney & Wyber (2002) verify the
positive effect of customers’ emotions (e.g., pleasure) and cognitive evaluations (e.g., merchandise and service
quality) on intended approach behavior.
Unexpectedly, no effect was noticed for arousal on behavioral response. This might be attributed to the
conditional interaction between pleasure and arousal in deriving customers’ behavioral response. That is, the
effect of arousal (positive or negative) depends on whether the environment is pleasant or unpleasant (Mehrabian
& Russell 1974). In the current study, customers were not considerably pleased (β = 0.09) with the environment,
resulting in a non-significant effect of arousal on behavioral response.
Referring to the indirect paths in the model, a partial mediation for pleasure and cognition was reported in the
relationship between social cues and behavioral response. This is congruent with findings by Lin & Liang (2011)
who found the social and physical environments to positively affect customers’ behavioral intentions through
positive emotions. It is also consistent with the findings of Wan et al. (2014) who reported an indirect effect of
social cues (e.g., other customers) on customers’ buying intention through a cognitive channel (e.g., perceived
service quality). In terms of the interplay mediation of emotions and cognition, the later has a significant direct
effect on customers’ emotions of pleasure and arousal and indirect effect on behavioral response via pleasure.
This suggests a cognition-emotion hierarchy of mediation in the effect, supporting the findings of Chebat and
Michon (2003) and Dennis et al. (2012).
7. Research Contributions and Implications
The contribution of this research can be explained in terms of: firstly, this study contributes to extant literature by
incorporating a cognitive aspect (e.g., cognitive evaluation of the mall’s shopping environment) alongside with
emotional states (e.g., pleasure and arousal) to understand the effect of holistic social cues on customers’
behavioral responses in a (SOR)-based framework. Therefore, the results provided greater insights to the
mechanism by which customer emotions and cognition mediate this effect. In this regard, previous studies
addressing emotion and/or cognition as mediators in social cues-customer behavior relationship have been
considerably limited to certain specific social cues such as crowding, employees, and customers (e.g., Jani &
Han, 2014; Mehta et al., 2013; Ryu & Jang, 2007; Wan et al., 2014) rather than examining the holistic concept.
Secondly, uniquely this study simultaneously examines two competing scenarios of mediation in social
cues-customer behavior relationship: the two contrasting theoretical perspectives of emotion-cognition-response
and cognition-emotion-response. Interestingly, even in the few empirical studies investigating the presence of
mediation effects, only one of the cognition-emotion or emotion-cognition hierarchies is considered (e.g., Kumar
& Kim, 2014; Raajpoot et al., 2013). Finally, from a methodological perspective, unlike the majority of previous
studies (Brocato et al., 2012; Cho, 2001; Pan & Siemens, 2011; Tse et al., 2002; Yan et al., 2011), the current
study was carried in a realistic setting using mall intercept survey with actual customers.
The study also demonstrates important implications to practice. Practitioners need to be aware of the necessity to
include social cues in their marketing toolbox. This becomes crucial when the focus is on achieving a market
differentiation, since social cues (e.g., employees) are probably of the most sustainable and least imitable
components of the shopping environment if compared to other ones such as design factors (e.g., interior design).
Insights of whether cognition precedes emotions or vice versa can be helpful in leveraging the effect of social
cues on customers’ behavioral responses. For instance, in light of the findings reported in this study, it would be
more beneficial for practitioner to focus on the cognitive implications of the social cues rather than its emotional
implications.
8. Limitations and Areas of Future Research
The study is believed to have some limitations offering promising areas for further research. The weak
convergent validity of the construct of behavioral response implies the need to consider a different measurement
scale in future. Moreover, the findings of the current study are limited in terms of generlaisbilty due the fact that
data was collected exclusively in shopping malls using a systematic mall intercept sampling. Therefore, future
research is invited to examine the research model in other retailing and service contexts (e.g., superstores and
restaurants) using probability sampling techniques (e.g., simple random).
In the present study, social cues were operationalized as a holistic construct involving different social dimensions:
employees, other customers, and human crowding. A fruitful area of future research is then to examine the
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relative importance of each of the aforementioned dimensions in affecting customers’ responses.
Prior research reported a moderating role for personal variables (e.g., demographics) and shopping orientations
on customers’ behavior in shopping environments (Andersson, Kristensson, Wästlund, & Gustafsson, 2012;
Chang et al., 2011; Kaltcheva & Weitz, 2006). Thus, such personal and situational variables can be taken into
consideration and applied to the hypothesized model as moderating variables in a future research. Finally,
another promising area of research is to examine how the social cues can be utilized to enhance customers’
cognitive and emotional experience from mall managers’ standpoint (e.g., El-Adly, 2007).
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