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Abstract

The purpose of the study was to examine how shoppers perceive and are influenced by crowding in apparel
retail environment. Because shopping occurs in a spatially defined environment within a relatively short time,
both crowding and the consequences of experiencing it are very imporiant to retailers and researchers. The
study explores the consequences of retail crowding in terms of shoppers' percepiion of siore image, shopping
enjoyment, and repurchase intention across two retail types, departmeni stores and wholesale markets.

The result showed that if shoppers perceived lower level of crowding, they perceived more positive store
image, and spent more time in department stores. However, interestingly, retail crowding didn't influence store
image of wholesale markets. Rather, if shoppers perceived higher level of crowding in wholesale markers, they
had higher level of shopping enjoyment and repurchase intention. This can be interpreted as shoppers
consider the crowding of retail environment as a token of attractive shopping places in terms of better deals
and good quality in case of wholesale markets.
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arable”. The physical environment provides the

psychological state necessary to sustain behav-

1. Introduction and Theoretical ior, and it may affect a variety of behavioral
Background consequences.”

Crowding is a state of psychological stress

The physical and psychological aspects of that results when one's demand for space ex-

person-~environment units are intrinsic and insep- ceeds the supply.” Crowding that violates one's
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personal space can cause intense discomfort“”
and stress.®” Perceived crowding is a subjective
experience of an excessively high rate and
amount of environmental stimuli. All spatial and
social stimuli comprising the amount of infor-
mation offered in an environment determine the
level of density that prevails there.” According
to Milgram,” under high perceived density con-
ditions people are likely to experience informa-
tion overload whereby the rate and amount of
environmental stimuli exceed their capacity to
cope with them. This, then, results in feelings of
being confined, out of control, and constrained.

Managers of retail and service outlets are in-
creasingly recognizing that the store environ-
ment significantly affects sales,’” product eval-
uations, and satisfaction.'” The patronage deci-
sion has been shown to also be influenced by
the store environment. For instance, a study by
Darden et al.'” found that consumers' beliefs

about the physical attractiveness of a store had
a higher correfation with patronage intentions
than did merchandise quality, general price
level, and other store/product beliefs. This iends
support to the notion that store patronage is
influenced, at least to some degree, by the store
environment.

Regarding this, pervious research has shown
how ambient conditions, including store layout,
design and signage, and employee and customer
appearance, evoke varying levels of emotions
among patrons.” ~'? These emotions impact
store shoppers' willingness to buy;'® price
perceptions;'” perceived value;'™ current period
purchase behavior and customer satisfaction.””
In addition, people in more positive emotional
states will tend to reduce decision complexity
and have shorter decision times.”” Donovan and
Rossiter”’ suggested that environmental stimuli
affect the emotional states of consumers in ways
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of which they may not be fully aware, bu
which can affect approach or avoidance be-
havior. Such behavior may be observed in retail
patronage, store search, interactions with store
personnel, and in-store behavior.

On the other hand, consumers’ emotional
states also affect the perception of retail envi-
ronment. Eroglu and Machleit™ found that
perceived risk and time pressure associated with
purchase were shown to intensify shoppers’
perceived retail crowding, and this affected
shopping satisfaction negatively.

Fig. 1 diagrams some of the major rela-
tionships between consumer motives, constraints,
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RETAL DENSITY

=
=
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(Fig. 1) An Extended Model of Retail
Crowding ),
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perceptions, responses, and outcomes under high
density retailing conditions. In brief, the diagram
suggests that the physical shopping environment
along with shoppers' motives, constraints, and
expectations influence the nature and number of
environmental cues they perceive in retail set-
tings. When density supports shopping motives,
functional density occurs. Altematively, when
density inhibits achievement of shopping mo-
tives, crowding (or dysfunctional density} results.
In either case, shoppers use adaptive strategies
to cope with the environment. The last unit of
the model is outcomes, which inciudes shoppers’
evaluation of the retailing establishment and
their repatronage intentions.

The concept of crowding in retail environ-
ments has major implications for researchers and
practitioners alike since most shopping activities
occur in spatially defined environments within
reasonable time periods. Hence, identifying both
antecedent stimuli that evoke crowding feelings
and the consequences of experiencing crowding
might provide guidelines for dealing with crow-
ded shopping environments.

The objective of this study can be summa-
rized as follows: (1) to examine the effects of
retail crowding on shopping related variables
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such as perception of store image, shopping
enjoyment, shopping time spent, and repatronage
intention. (2) to explore the behavioral conse-
quences of retail crowding across two retail
types, department stores and wholesale markets.

Based on the literature review, the following
hypotheses were developed.

H 1 : Retail crowding is related negatively to
the perception of store image.

H 2 : Retail crowding is related negatively to
shopping enjoyment.

H 3 : Retail crowding is related negatively to
shopping time spent.

H 4 : Retail crowding is related negatively to
repatronage intention.

H 5 : There is a difference in the effect of
crowding according to retail types.

[I. Methods

The objectives of this research is to examine
the effects of crowding on consumers' behav-
ioral consequences according to the type of
retailer such as department stores and wholesale
markets. For this we examined relationships
between retail crowding and perception of store
image, shopping enjoyment, shopping time spent,
and repatronage intention.

1. Sample

The respondents consisted of a convenience
sample of 1,130 Korean adult consumers (702
females and 428 males) residing in Seoul
metropolitan area. Respondents were limited as
people who went appare! shopping within past
twenty days. This resulted from the pilot test
with eighty potential respondents asking how
long the memory of apparel shopping endures.
Because only respondents whe went shopping
within past twenty days were eligible to respond
to the survey, 637 (431 females and 206 males)
were valid to be used in the final analysis. Most
(63.7%) of the respondents were between 17
and 25 years of age, with an average of 29.3
years.

2. Instrument

To test the hypotheses, a self-administered
questionnaire was employed to collect data The
questionnaire, first developed in English, was
translated from English into Korean, and back
translated from Korean into English by two
independent bilingual translators, To confirm the
equivalency of English and Korean versions,
back translation was continued until the mean-
ings from both translations had no differences in
meaning. The most important consideration was
that the questionnaire transiated into Korean
should not be awkward and there should be no
change in meaning from the English version.
The translators' consensus was used to produce
the final translation.

The instrument consisted of scales used to
measure retait crowding, perception of store im-
age, shopping enjoyment, and repatronage inten-
tion. All scales were seven point Likert typed.
Even though all scales making up the instrument
had already been tested except one scale for
repatronage intention, modifications were made
in the scales to refiect the context of clothing
shopping. For example, the word, ‘clothing’ was
put before 'shopping’ in the original sentence as
The shopping was not entertaining to me.! The
scales used to measure each variable are shown
in {Table 1).

2. Annlysis

To test the internal consistency of the data,
Cronbach's alpha coefficient was employed.
Using Statistical Package for Social Science
(SPSS) Version 10.0, Pearson's correlation coef-
ficient and t-test were used {0 analyze the data.

. Results

For department stores, retail crowding influ-
enced store image negatively (r= -.36, p<
.001), shopping time spent positively (r=.20, p
<.001) while it had ne significant influences on
shopping enjoyment and repatronage intention.
Shoppers of department stores who perceived
crowding had bad impression of store image and
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(Table 1) Means, Standard Deviations, Cronbach's Alphas of the Final Scale Items (N = 632)

Items Mean SD
Retail Crowding (Machleit, Kellaris, & Eroglu, 1994)
The store seemed very crowded to me. 313 LI10
The store was a little too busy. 3.04 1.03
There wasn't much traffic in this store during my shopping trip.(-} 314 101
There were a lot of shoppers in the store. 310 1.06
The store seemed very spacious. (-) 3.11 1.09
| felt cramped shopping in this store. 2.49 1.07
The store felt confining to shoppers. 2.75 1.16
alpha = .78
Retail Store Image (Manolis, Keep, Joyce, & Lambert, 1994)
QOverall, I had a good impression. 3.60 a7
The store was doing well 3.6i 65
The store's layout was good. 3.60 72
The store had a good appearance. 3.31 85
The store was in a good physical condition. 3.34 91
The store offered good service. 3.47 85
The store's salesperson made a good impression. 355 38
alpha = .84

Time Spent in Shopping
How long have you spent in the store? 2.36 1.45

Shopping Enjoyment (Reynolds & Beatty, 1999)

I enjoyed the clothing shopping. 342 .87
The clothing shopping was a waste of time. (-} 3.87 83
The clothing shopping was a good way for me to relax. 3.23 .88
The clothing shopping picked me up on a dull day. 321 .88
The clothing shopping was not entertaining to me. (-) 3.61 .89
alpha = .78
Repatronage Intention
I'd like to visit and shop at the store again in future. 3.51 .81
I don't like to visit and shop at the store again.(-) 3.38 .93
alpha = .72

they spent more time in shopping. This impli- {(r=.44, p<.001), shopping enjoymenmt (r=.21, p
cates that perceived crowding plays a negative <.05), and repatronage intention (r =.12, p<.001).
role when shopping in department stores {Table Shoppers of wholesale markets who perceived

2). higher level of crowding were found te enjoy
For wholesale markets, retall crowding had shopping more and have stronger intention of
positive relationships with shopping time spent repatronage. Different from department stores,
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(Table 2> The Effect of Retail Crowding on Shopping Behaviors
Shopping Time Shopping Repatronage
Store Image Spent Enjoyment Intention
Dept. |Wholesale | Dept. | Wholesale| Dept. | Wholesale| Dept. | Wholesale
Retail | _3gees | _19 | 200 | s | 06 | 21t 12| 33eee
Crowding
*p< 05, **p< 01, ***p< 001,
{Table 3) Differences in Shopping Variables by Store Types
Place Mean SD t-value
Retail . Department Store 16.65 3.81 g qgees
Crowding Wholesale Market 19.05 3.54
Department Store 3549 5.20
Store Image 4.89%%+
Wholesale Market 3270 484
: Department Store 14.22 14.22
Sho!:plng -133
Enjoyment Wholesale Market 14.49 14.49
Shopping Time Department Store 2,07 2.07 5054w
Spent Wholesale Market 2.94 2.94
De ent Store 5.51 5.51
Repalr(?nage partm 190
Intention Wholesale Market 5.68 5.68

*p<.0§, **p<.01, ***p<001.

perceived retail crowding rather plays a positive
role for wholesale markets (Table 2).

(Table 3) presents the differences in shop-
ping variables between department stores and
wholesale markets. These two types of retail stores
showed significant differences in perception of
crowding, store image, and shopping time spent.

Shoppers perceived higher level of crowding
(M =19.05) than department stores (M= 16.65)
(t= —5.76, p <.001). Shoppers had more positive
store image from department stores (M= 35.49)
than wholesale markets (M=32.70) (= 4.89, p
<.001). Shoppers spent more shopping time in
wholesale markets (A= 19.05) than department
stores (M =19.05) (t=-5.05, p <.001).,

In a word, shoppers perceive higher level of
retail crowding, spend more time in shopping,
and have less positive store image from whole-

~ 98

sale markets compared to department stores.

{Table 4) shows the correlation among re-
search variables in case of depariment stores.
Retail crowding had negative relationship with
store image (r=-.36, p <.001), and positive
relationship with shopping time spent {r=.20,
p<.001). Positive store image was associated
shopping enjoyment positively (r =.19, p<.001).
Shopping enjoyment had positive relationships
with shopping time spent (r=.15, p <.0}) and
repatronage intention (»=.20, p <.001).

In department stores, if shoppers perceive hi-
gh level crowding, they likely have negative
image of stores, and this [owers their shopping
enjoyment. As shopping enjoyment was related
to repatronage intention positively, perceived
crowding in department stores might play a neg-
ative role in shopper’s shopping satisfaction.
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(Table 4> Corrclation among Research Variables (Department Stores) (N=253)
Retail Store Shopping Shopping Repatronage
Crowding Image Enjoyment | Time Spent intention
Retail Crowding 1.00 - - - -
Store Image ~.36%%* 1.00 - - -
Shopping Enjoyment -.06 19s*# 1.00 - -
Shopping Time Spent 20%** -.03 A5 1.00 -
Repatronage Intention A2 -.09 200 .03 1.60
*p<05, **p<0l, ***p<001.
(Table §) Corrclation among Research Variables (Wholesale Market) N=159)
Retail Store Shopping Shopping Repatronage
Crowding Image Enjoyment | Time Spent Intention
Retail Crowding 1.00 - - - -
Store Image -.19 1.00 - - -
Shopping Enjoyment 21* .10 1.00 - -
Shopping Time Spent A4 -.17 04 1.00 -
Repatronage Intention 33 -.16 .30 A7 1.060

*p<.0S, **p<.0l, ***p<.001.

Whereas, when shopping in wholesale mar-
kets, shoppers were found to have quite differ-
ent attitudes toward crowding and consequential
behavioral outcomes (Table 5). (Table 5} indi-
cates that retail crowding did not affect store
image significantly. Rather retail crowding was
associated with shopping enjoyment(r=.21, p<.05),
shopping time spent(r = .44, p < .001), and re-
patronage intention(r = .33, p < .001) positively.
Shopping enjoyment was found to be related to
repatronage intention positively (» = .30, p < .01).

In wholesale markets, if shoppers perceive
high level crowding, they likely enjoy shopping
more, and this increases their repatronage inten-
tion. Interestingly, perceived crowding in whole-
sale markets plays a role as a positive environ-
mental stimulus.

IV. Discussion and Conclusion

Retail crowding was found to affect store
image negatively when shopping in department
stores but it didn't influence store image of
wholesale markets. In addition, positive store
image influenced shopping enjoyment of shop-
pers in department stores while it didn't in
wholesale markets. Rather, if shoppers perceive
higher level of crowding in wholesale markets,
they have higher level of shopping enjoyment
and repurchase intention. This can be interpreted
as shoppers consider the crowding of retail
environment as a token of attractive shopping
places in terms of better deals and good quality.
In addition, shoppers' expectations might influ-
ence judgments of settings and stimuli. Shoppers
usually expect a wholesale market as a crowd-
ing place before going shopping. Hence, the
crowding of wholesale market might not have
negative effects. Even though a wholesale mar-
ket is usually crowded, it also provides enjoy-
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ment of hunting cheap-but-good products at the
same time. In turn, this enhances the intention
of shoppers' repatronage. For both department
stores and wholesale markets, shopping enjoy-
ment was found to be a determinant of repur-
chase intention,

The findings about the effects of retail crowd-
ing suggest several implications for retail man-
agement. Crowding perceptions are context
dependent. The shoppers’ tolerance for retail
crowding may differ across types of retail estab-
lishments. The role of roomy and pleasant retail
environment is more important for department
stores. On the other hand, for the wholesale
markets, retail crowding could be regarded as
rather a positive stimulus.
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