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SUMMARY


The globalization and the appearance of international markets have carried in the core of their evolution the interest for understanding the relation between nationality and consumer behavior around the world. Although the globalization is a prominent subject in the marketing literature (Hadjimarcou, 1998), there are few studies that analyze the transcultural behavior of consumers in retail environments in South America. Faced with the challenge of understanding the dynamics existing between nationality and consumer behavior in retail environments in the international context, this study chose a research scenario formed by three countries that share distinct similarities and differences: Brazil, Uruguay and The United States. In an effort to help consolidate the subject in the scope of the marketing area, this study investigated the relationship between nationality and consumer behavior in local shopping malls in this international contexts.

The results achieved in this study reveal that, despite the proximity marking the historical relationship between Brazil and Uruguay, the differences between consumers from both countries are expressed by their personal values and by the way they behave in shopping malls.


The use of the structural equation modeling technique revealed that nationality has a causal relation with personal values and consumer behavior in local shopping malls in the three countries. 

1 - INTRODUCTION


The evolution of the globalization process and the importance of the national context in the formation of personal values and consumer behavior has called the attention of researchers in the marketing area (McCort, Malhotra, 1993; Money, Gilly, Graham, 1998). The quick fall of customs barriers and the unprecedented development of product and service circulation amidst economical blocs accelerate the process of internationalization of companies that seek new consuming markets beyond their borders. From eating habits to scheduling patterns, some variations can be observed in the consumer behavior of different cultures or national contexts (Czinkota and Ronkainen, 2001). The reflex of these differences over consumer behavior can represent perpetuation or failure, as new markets are formed (Hadjimarcou, 1998).


Determining the influence of culture and nationality is an important element in formulating international marketing strategies. According to Munson and McIntyre (1979), the cultural differences must be identified in the aspects of personal values that can be generalized. Personal values, as an expression of the culture and nationality of a people, represent a landmark for the segmentation of international markets. As an instrument of social adaptation, personal values systems provide an import means to identify what individuals believe to be important in their lives (Schopphoven, 1990). The analysis of personal values consists of a research axis through which the researcher identifies the influence of cultural aspects over the acting system of the individual, which are expressed through the shopping behavior and the attitudes regarding products and services.


Since the personal values systems express dimensions of a local culture, the List of Values scale (Kahle, 1983) was adopted to identify the systems of social adaptation of Brazilians, Uruguayans and North Americans. The List of Values scale was employed due to its capacity to predict consumer behavior in different researching contexts (Schopphoven, 1990).


The central hypothesis of the present study is that Brazilian, Uruguayan and North American consumers will show different sets of values and that these factors will have an influence on the shopping behavior in the shopping malls from these three countries.


As a research scenario, the shopping mall was picked because it represents one the major evolutions in product distribution created by man. With a central planning and management structure, these centers of commerce seek the convenience of their consumers, standing out as a landmark in the retail system (Hirschfeldt, 1986).


Williams (1979) provides a theoretical foundation that allows us to suggest the existence of a causal relation between the values and behavior displayed by consumers. For Carman (1997), the influence of personal values on consumer behavior occurs directly and indirectly by the mediation of attitudinal variables. In another study, Homer and Kahle (1988) noticed the existence of a causal relation between the personal values of the List of Values and the behavior of natural food consumers.


Despite the magnitude they achieve in the Mercosul (the largest commercial agreement in South America) context and in other economical blocs, little has been studied about the personal values and consumer behavior inside shopping malls (Bloch, Nancy and Scott, 1994). Likewise evident is the inexistence of studies to check the relations among nationality, personal values and consumer behavior in retail environments in different cultural and national contexts (Shim and Eastlick, 1998).


The attributes of these commercial compounds have enabled the sector to grow since their introduction in Brazil and in other South American countries, thus indicating their consolidation in the retail area. According to ABRASCE (Brazilian Association of Shopping Malls, 2002), the shopping mall industry in Brazil has 217 units in activity and 23 under construction. The number of consumers that circulate in Brazilian shopping malls annually has surpassed 55 million people. The income of the units in activity reached 23 billion reais in 2002, that is, 2 billion reais (Brazilian currency) more than the previous year (ABRASCE, 2002).


The Uruguayan shopping mall industry is more recent than the Brazilian. The first unit to start operation in that country, the Montevideo Shopping, was founded in 1985 under the pessimistic assumption that the consumer was not ready for changes in the consuming habits that a commercial compound such as that would require. Nonetheless, the shopping center was established as a shopping center in the retail business of Montevideo, having been responsible for a change in Uruguayan consumer habits (Marketing, 1995).


Since then, the sector has settled and grown. Eight other units have been founded since 1985. The six units that are located in the city of Montevideo receive over 3,200,000 visitors each month (El Observador Económico, 1999).


Pioneers in the creation and consolidation of the shopping mall as a symbol of consumerism and retail distribution, the United States have the greatest number of such commercial compounds in operation in a single country (ABRASCE, 2002). Unlike its counterparts in Brazil and Uruguay, the American shopping mall is established in areas far from urban centers, generally benefiting more than one city or village. The high number of car owners and the cost of land contribute for its expansion in areas away from the municipality. Eugene, in the State of Oregon, was the city picked for the collection of the data that enabled the assessment proposed by this study. Although this city has a populational profile different from that of the South American cities taking part in this study, it has two local shopping malls that attract consumers in a range of over 90 km. The 250,000 inhabitants of the region spread throughout 11 other cities close to Eugene. 


Considering the importance of the shopping mall for the retail activity revealed in the previous paragraphs and the potential of the cultural and economical integration that can be perceived amidst American countries, this study aims to consolidate the discussion about the relation among nationality, personal values and consumer behavior in local shopping malls in Porto Alegre (Brazil), Montevideo (Uruguay) and Eugene (USA).


The use of advanced techniques of multivariate analysis and structural equation modeling allowed the researcher to check the power and nature of the relation among those variables. For Hair et alli (1998), the structural equation modeling has been extensively employed in the hypotheses testing and in checking the relations among variables of theoretical models. This technique combines aspects of multiple regression and factor analysis to simultaneously estimate to what extent the structural covariance variables are dependent on one another (Bagozzi and Yi, 1988).

2 - GOALS OF THE STUDY


Based on the considerations made in the introduction and explanation section, this paper seeks to check the relation among nationality, personal values and consumer behavior in local shopping malls in Porto Alegre (Brazil), Eugene (United States) and Montevideo (Uruguay). 

2.1 - HYPOTHESES FOR THE STUDY



The hypotheses that follow were asserted based on the general purpose of this research and previous studies about the relation among personal values, consumer attitudes and consumer behavior in shopping malls and other retail environments (Lengler and Callegaro, 1998; Shim and Eastlick, 1998; Schopphoven, 1990). Like other demographical variables such as age, education and religion, an individual's nationality is presumed to bear a causal relation to the set of personal values displayed by respondents (Timmer and Kahle, 1983). 



Thus, the first hypothesis of the study is:

H1:  Nationality will have an influence over consumers' personal values.

H1a:
The influence of nationality on consumer behavior will be mediated by personal values and attitudes towards local shopping mall attributes.



The relation among nationality, personal values and consumer behavior is also present in the second hypothesis, through which the set of personal values described by respondents is assessed as an instrument of social adaptation. Nationality will reflect on the distinct sets of personal values manifested by the three analyzed samples. All cultures have value systems that help the formation of behavior patterns and rules. These rules will influence individuals' attitudes regarding objects, solid or not, and behavior codes. The personal values systems tend to be deeply connected to national culture and personal identity (Kotabe and Helsen, 2001).

H2:
Brazilian, Uruguayan and North American consumers will show different sets of personal values, according to several variables present in the List of Values (Kahle, 1983).

H2a:
Brazilian and Uruguayan consumers will show a greater tendency to pick security as a social adaptation value when compared with North American consumers.




Hypothesis H2a reflects the results of researches by authors such as Barbosa (1991), Freitas and Caldas (1997) and Motta (1977), where Brazilians are described as a people accustomed to traditional demonstrations and to a spectator posture. 



The third hypothesis of the study assesses the relation between nationality and consumers' attitudes in regards to the solid attributes in shopping malls. The assessment of a certain object or product is made based on the formation of the general attitude or belief in relation to the attributes presented by such object or product, the same happens with the assessment of the importance or relevance of such attributes in meeting consumers' needs (Wells and Prensky, 1996). Therefore, for each attribute of a product or object, consumers assess their belief that such product or object may meet their needs. This theory examines the impact of beliefs and attitudes over specific examples of behavior.
Hence, the third hypothesis of the study.

H3 :
Brazilian, Uruguayan and North American consumers will show distinct attitudes towards the attributes of local shopping malls.

The fourth hypothesis of this study is then suggested.

H4:
Personal values will have an indirect influence on consumer behavior in local shopping malls.

3 - METHOD


The descriptive nature of this study seeks to describe the association degree among variables, making specific predictions based on a set of hypotheses previously established (Malhotra, 2001).



The investigation uses the List of Values as a conceptual structure (Kahle, 1983) in which personal values, attitudes and shopping behavior are interconnected in a chain of means and ends widely discussed in the marketing literature. Besides, it finds support in the definition by Kahle (1983) and other authors that personal values reflect nationality and other cultural aspects in which individuals are involved.



Due to the peculiarities of the national contexts in which the research was carried out, two data collecting techniques were applied in this study. The two techniques applied - door-to-door and mail researches - show peculiarities that make them distinct and more effective in each one of the environments in question. The peculiarities of the countries involved in the study were taken into consideration in selecting the data collecting technique.



According to Piirto (1991), the efficiency of the data collecting methods can vary from country to country. A systematic sampling of a personal door-to-door research type was used to handle the samples from Porto Alegre and Montevideo. 



Based on the sociodemographical characteristics of the Uruguayan population, 201 homes in the city of Montevideo were picked as a sample. The collection was carried out between the months of January and February, 2002 in the Uruguayan capital and in the metropolitan area. 



The collection of data among consumers in Porto Alegre was carried out between the months of March and April, 2002, and followed the same system applied in Uruguay. From the 204 questionnaires filled out, five were excluded from the final processing because they had a non-response for over 25% of the variables. In all, 199 questionnaires were considered valid.



The mail was chosen for the research on an ad hoc basis in the United States because, according to Aaker, Kumar and Day (2001), this method is cheaper and offers better results, including a reduction in the collecting time and more reliable answers. It also shows a significant participation of the American population, as history has reported. The questionnaires were sent out through the post office to a sample of 568 residents randomly picked in the telephone book in the area of a northwestern city Eugene, in the State of Oregon, which covers 11 other cities. From the 568 envelopes sent, 67 returned because of addressing mistakes or unknown addressee. Two hundred and forty questionnaires were returned within the deadline established, among them, 214 were considered valid. The total amount of questionnaires considered valid reached 42%. 

3.1 - Statistical procedures



The structural equation modeling was employed to check the nature and power of the causal relation existing among nationality, personal values and consumer behavior in local shopping malls, focal point of this study. The fundamental advantage of the structural equation modeling technique is in its capacity to test working hypotheses and in the ability to specify a theoretical model of causal relations, which allows the researcher to assess the nature of the relations in a set of latent variables (Hair et alli, 1998; Jöreskog and Sörbom, 1989; Jöreskog, 1993; Bagozzi, 1996). According to Byrne (1998), the structural equation modeling is known for being a statistical method that applies both the confirmatory and multivariate analyses to deal with the social phenomenon. To make the structural equation modeling operational a Lisrel 8.51 statistical package (Jöreskog and Sörbom, 1989; 1993) was used, which is adequate to analyze the covariance and correlation matrices. 
4 - SYNTHESIS OF THE STRUCTURAL MODEL PROPOSED TO CHECK THE RELATIONS AMONG NATIONALITY, PERSONAL VALUES AND CONSUMER BEHAVIOR IN A SHOPPING MALL



The theoretical model used as a starting point for the analysis of the relation among nationality, personal values and consumer behavior in the shopping mall originates in the working hypotheses and in the literature that supports the conclusions of this study.



The set of causal relations tested derives from the personal values theory (Kahle, 1983; Homer and Kahle, 1988; Kahle and Berman, 1979). Another theoretical supplement employed in this study has to do with the contribution by other authors who tried to check the relation among nationality, national culture and features of consumers from several societies, among which, the Brazilian (Motta and Caldas, 1997; Barros and Prates, 1997; DaMatta, 1984; Rocha, 1985, Freitas, 1997; Guerreiro Ramos, 1983; Hofstede, 1980; 1997; Hickson and Pugh, 1995).



The influence of nationality on the formation of personal values and of consumer behavior constitutes the main contribution of this thesis to the development of the consumer behavior field.

5 - ANALYSIS OF THE RESULTS

5.1 - STRUCTURAL EQUATION MODELING: CHECKING THE RELATION AMONG NATIONALITY, PERSONAL VALUES AND CONSUMER BEHAVIOR IN THE SHOPPING MALL


The objective of this section is to assess the causality relations between nationality and the different constructs in the hierarchy in values, attitudes and behavior, proposed by Homer and Kahle (1988). The analysis of these relations was made through a structural equation modeling by using the Lisrel 8.51 statistical package (Jöreskog and Sörbom, 1993).


The first section examined the consistency and validity of the measure and structural models that comprise the set of structural relations, in an effort to identify elements to change in subsequent models.


Next, an assessment of the set of adjustment indicators of the initial estimated model, with an examination of the nature and power of the causality relations observed among its constructs.


The last step of this chapter covers the modifications in the initial model based on the results of its adjustment indices and regression coefficients, thus giving birth to the final model which best describes the causal relations among nationality, personal values and consumer behavior in shopping malls.

5.2 - INITIAL MODEL


The initial model comprised 35 observable variables and 8 latent variables (2 ksi () and 6 eta ()). According to Schuler (1995), latent variables are hypothetical constructs that can not be directly measured and comprise dimensions, or scales, that are used by researchers as their indicators. 


The procedure used to check the influence of nationality on personal values and consumer behavior is divided into two parts.


The first part, denominated measure model, expresses the relation among observable variables (measure scales) and their corresponding constructs (latent variables).


The second part, denominated structural model (Fornell and Yi, 1992), incorporates the causal relations among the constructs present in the model.


In order to check the relevance of the relations present in the structural model, the validity of each one of the estimated parameters was examined. Next, the statistical significance of each estimated parameter was checked through the statistic t that indicates if it is significantly different from zero. A parameter is considered significant (about 5% significance) if –1.96  t  1.96. The non-significant parameters were removed from the final model.


Based on the results of the standardized regression coefficients of estimated parameters of the initial model, this model was reestimated (Byrne, 1998). The main goal of reestimating the initial model is to create models more adequate to the set of data after locating and subsequently manipulating the possible sources of inadequacy in the relation structure. Reestimating the initial model originated a final model of causal relations among nationality, personal values and consumer behavior in shopping malls. 


Table 1 presents the symmetrical matrix of correlations among the constructs of the initial model where values are within normal dimensions, ranging from 0 to 1. Value 1, present in the diagonal line of the table, represents the intersection of one construct with itself.

Table  1 – correlation between latent variables of initial model

	
	
	
	Attitudes
	
	
	Values
	
	

	
	CB
	Security
	Interp.Relationship
	Decision Process 
	Social Affiliation
	Hedonist
	Demographics
	Nationality

	CB
	1.00
	
	
	
	
	
	
	

	Securityattit
	0.41
	1.00
	
	
	
	
	
	

	Interp.Relationship attit
	0.34
	0.87
	1.00
	
	
	
	
	

	Decision Processattit
	0.35
	0.74
	0.82
	1.00
	
	
	
	

	Social affiliationval
	0.21
	0.52
	0.52
	0.36
	1.00
	
	
	

	Hedonistval
	0.17
	0.41
	0.39
	0.25
	0.99
	1.00
	
	

	Demographics
	-0.10
	-0.25
	-0.27
	-0.22
	-0.24
	-0.21
	1.00
	

	Nationality
	-0.13
	-0.31
	-0.33
	-0.26
	-0.34
	-0.32
	0.67
	1.00


Nota: CB: consumer behavior in shopping mall.; Interp. Relationship attit: interpersonal relationshipattit

5.3 - MEASUREMENT MODEL


Following an approach proposed by Anderson and Gerbing (1988), first a checking of the consistency of the measurement model seemed appropriate. Taking Babozzi and Yi's patterns (1988) into consideration, all measure variables showed a significant standardized regression coefficient (t test) and an error measure within acceptable parameters.


The initial model comprises 2 independent latent variables (1 and 2) and 6 dependent ones (1 to 6). The two independent latent variables comprise 5 observable variables (Xs) and their corresponding errors (s). The 6 dependent latent variables are formed by 30 observable variables (Ys) and by the error measure associated with each one of these (s).

5.4 - CONSTITUTION OF LATENT VARIABLES


The construct regarding "sociodemographical" characteristics (1) is formed by age, number of family members living in the same house, education and gender. Latent variable "nationality" (2) is formed by the observable variable that distinguished South and North American consumers. It was decided to put Brazilian and Uruguayan consumers in a single group due to the similarities these two consumer samples displayed during the multivariate statistical analysis.


The two latent variables regarding the dimension of personal values (dimension of Social Affiliationval, 5, and Hedonist dimensionval, 6) are formed by the 9 variables in Kahle's List of Values (1983). The "Social Affiliationval" construct gathers personal values of an external nature and dependent on the acceptance of others, such as "warm relationship with others", "being well-respected", "sense of belonging" and "excitement". The "Hedonistval" dimension gathers the social adaptation variables centered in the individual, such as "self-respect", "sense of accomplishment", "fun and enjoyment in life", "security" and "self-fulfillment".


The construction of the three attitudinal constructs in regards to the shopping mall attributes (2, 3 and 4) originated from the exploratory factor analysis.

5.5 - TESTING THE VALIDITY AND POWER OF THE CAUSAL RELATIONS OF THE INITIAL MODEL


Based on the working hypothesis and theoretical reference that supports their conclusions, the significance and the power of the causal relations between dependent and independent latent variables of the initial model were tested. These paths revealed, above all, the effect of nationality on the formation of the personal values and consumer behavior in shopping malls (Homer and Kahle, 1988; Kahle and Berman, 1979). The following sections analyze the causal relations among latent variables in the initial model.


5.5.1 - ANALYSIS OF THE RELATION AMONG NATIONALITY, SOCIO-DEMOGRAPHICAL VARIABLES AND PERSONAL VALUES


The paths considered significant in the initial model revealed the influence of nationality in the formation of consumers' personal values.


In the initial model, the minus sign of parameter 52 indicates that South Americans favor Social Affiliation personal values, while North Americans are less concerned about such values. The regression coefficient achieved for parameter 62 (Nationality  personal values of a hedonist nature) also had a minus sign, but less intensive (-.31), indicating that South Americans pay less attention to hedonist values than to social affiliation values as a form of adapting to the environment. The content of these results reveal a relation between nationality and the formation of personal values in South American countries.


The path specified between the sociodemographical latent variable (1) and the hedonist dimension of personal values (6) was not statistically significant, having been removed from the subsequent model (Figure 1). 


On the other hand, the two paths that connect nationality with the two personal values dimensions (52 and 62) were statistically significant, revealing a causal relation between nationality and the formation of personal instruments of social adaptation.


The regression coefficient (Beta) achieved between nationality and the Social Affiliation dimension of personal values was -0.33 (p<0.05), while the Beta coefficient achieved between nationality and personal values of a hedonist nature was -0.31 (p<0.05). These results support Hypothesis H1 that nationality has a direct influence on the formation of personal values.


The dependency among nationality, personal features and individuals' behavior patterns has been pointed as a social phenomenon for historians and organizational and consumer behavior researchers. The literature on the formation of the Brazilian society shows a close relation between Brazilianism and the social behavior of its agents. The result presented hereof reveals that Brazilians and Uruguayans favor external personal values, or those that are dependent on the acceptance of the others. Such revelation finds support in the conceptual scheme by Barros and Prates (1997), where a Brazilian style of relationship with the collectivity is proposed: the basic elements for the personal relationship scope are security and harmony, where personalism and personal loyalty are preferred in a meritocratic regime.

5.5.2 - ANALYSIS OF THE INFLUENCE OF PERSONAL VALUES ON CONSUMERS' ATTITUDES TOWARDS SHOPPING MALL ATTRIBUTES


The six paths established between personal values and attitude dimensions were statistically significant.


Consumers who displayed Social Affiliation personal values assessed shopping mall attributes positively. The regression coefficients (Beta) achieved for paths of Social AffiliationvalSecurityattit (B=.92), Social AffiliationvalInterpersonal Relationshipval (B=.92) and Social AffiliationvalDecision Making Processattit (B=.85) indicate that consumers who value the social adaptation instruments of interpersonal relationship (Social Affiliation) tend to assess shopping mall attributes in a more positive way (Table 2).

Table  2– Relationship Between Personal Values and Atittudes 

	Predictor

Personal Values
	Dependent variable 
	Path 
	Beta 

Standardized
	Error
	t value

	Social Affiliationval 
	Securityattit 
	25
	.92
	.09
	4.15*

	Social Affiliationval 
	Inter Relationattit 
	35
	.92
	.09
	10.02*

	Social Affiliationval 
	Decision M. Processattit 
	45
	.85
	.09
	9.47*

	Hedonistval
	Securityattit 
	26
	-.10
	.04
	-2.60*

	Hedonistval
	Inter Relationattit 
	36
	-.31
	.04
	-7.98*

	Hedonistval
	Decision M. Processattit 
	46
	-.47
	.05
	-9.95*


Note: Arrow  means the direction of influence of a variable on another

CB = consumer behavior in shopping malls

* significant p<.05.


On the other hand, the hedonist dimension of personal values proved to be a predictor of a less favorable attitude towards shopping mall attributes. The estimation results of the initial model indicate that consumers who display internal values (hedonist) will tend to develop less favorable attitudes towards shopping mall attributes. This is explained by the minus sign obtained for parameters 26, 36, 46 of the initial model. The three paths established between the hedonist dimension of personal values (6) and the attitudinal constructs were significant as per the result of the t test in Table 2.


After these results, one can observe the causal relation between personal values and consumer attitudes as to shopping mall attributes.

5.5.3 - ANALYSIS OF THE INFLUENCE OF ATTITUDES ON CONSUMER BEHAVIOR


The analysis of the estimated parameters for 12, 13 and 14 paths (Figure 1) reveals that there is a causal and positive relation between attitude towards security in shopping malls and consumer behavior in these commercial compounds. The results show that parameter 12 achieved a positive and significant regression coefficient (B=.32, p<.05, t=4,16). So, the more positive the consumer attitude towards the security attributes provided by the shopping mall, the longer the stay, the bigger the number of stores visited and the shopping volume in the shopping mall (Table omitted).


Based on the set of personal values displayed by respondents from the three countries, where security was a determining variable in the process of social adaptation, it is easy to understand the importance that attitude has over consumer behavior in shopping malls in regards to attributes "security/comfort". It is also evident the positive and significant relation among the "social affiliation" personal values in the formation of attitudes in regards to the attributes in those commercial centers.


The causal relation between attitudes and individuals' behavior has been widely dealt with in the marketing literature. The study developed by Kahle and Berman (1979) among university students revealed that attitudes keep a high degree of predicting utility on individuals' behavior.


The mutual causality phenomenon, another discussion issue in Kahle and Berman's study (1979), where behaviors are no longer the results of attitudes, but their builders, was not reported in this research.


On the other hand, the other two attitudinal constructs (decision making processattit and interpersonal relationshipattit) did not have a direct influence on consumer behavior, because they displayed non-significant parameters (13=-.11, t=.66; 14=.19, t=1.85).


As per the results obtained, there is a rejection of the hypothesis that the facilities offered by a shopping mall in terms of array of options, proximity of stores and cheaper and better products influence the stay, the shopping volume and the visiting frequency of consumers. Likewise rejected was the idea that the attributes that provide consumers with a social experience in the shopping mall are direct determinants of the formation of their behavior in such commercial compounds.

5.5.4 - ASSESSMENT OF THE GENERAL ADJUSTMENT OF THE INITIAL MODEL


After analyzing the regression coefficients obtained for the initial model paths, an assessment was made on the general adjustment of the relation structure based on criteria found in the literature. One can observe that the initial model originates in the theoretical reference that supports the conclusions of this study and in the research hypotheses.


Assessing the model based on the general adjustment indices - GFI (Jöreskog and Sörbom, 1993) and the comparative adjustment index - CFI (Bentler, 1990), showed in Table 3, leads to the conclusion that the initial model should be rejected.


The initial model estimation supplied inadequate adjustment indices and 2 value (3597.82, df=648) as per the parameters defined by Byrne (1998), Fornell and Larcker (1981), Bentler (1990) and Jöreskog and Sörbom (1993).

Table 3 – Summary of Fit Statistics for Initial Model

	Model
	Initial Model

	2
	3597.82

	GL
	648

	2/gl
	5.55

	cfi 
	.71

	gfi
	.76

	agfi
	.73

	rmsea
	0.086


5.5.5 - MANIPULATION IN THE CAUSAL PATHS OF INITIAL MODEL THE FINAL MODEL


The results displayed by the initial model and the adjustment criteria found in the literature led to a modification of the parameters considered inadequate or non-significant, in an attempt to reach a more adequate relation structure to the set of data obtained.


Manipulations were made on the initial model to establish new causal relations that originated the final model. In the initial model, an assessment was made of the direct effect of nationality and sociodemographical variables on personal values and attitudes towards shopping mall attributes. As per the results of the parameters already shown, the influence of nationality was direct on personal values and indirect on attitudes.


Likewise, attitudes were presumed to have a direct influence on consumer behavior, in view of the models proposed by the area's literature (Sheppard, Hartwick and Warshaw, 1988; Bodur, Brinberg, Coupey, 2000; Kahle and Berman, 1979). However, the results of the initial model estimation led to removing the parameters regarding the direct influence of constructs 3 and 4 (attitudes towards attributes of interpersonal relationship and decision making process) on consumer behavior in shopping malls, for they proved to be non-significant.


These modifications originated the final model (Figure 1) of relations among nationality, personal values and consumer behavior.


As per Table 4, the changes made in the initial model improved the adjustment indices and root means square error of approximation (RMSEA) of the final model. The general adjustment indices (GFI and AGFI) indicate that the final model must be accepted, taking into consideration the standards established by Byrne (1998) and Hair et alli (1998).

Table 4 – Summary of specification and Fit Statistics for Initial and Final Models 

	Model
	Path Added
	Path Deleted
	2
	2/gl
	cfi
	gfi
	agfi
	rmsea
	2

	Initial Model
	n.a.
	n.a.
	3597.82
	5.55
	.71
	.76
	.73
	0.086
	n.a

	Manipulation on Initial Model
	-
	Inter RelationattitCB (13)

Decision  ProcessattitCB

(14)
	2628.52
	4.10
	.78
	.82
	.79
	0.071
	969.3*

	
	-
	HedonistvalCB

(16)

Social AffiliationvalCB

(15)
	2631.97
	4.09
	.78
	.82
	.79
	0.071
	3.45 (ns)

	Final Model
	Inter Relationattit

Decision Processattit (34)

Inter Relationattit Security (23)
	
	2474.10
	3.88
	.80
	.82
	.80
	0.070
	157.87*


*significant p<.05.

(ns) non significant

Nota: CB=Consumer behavior in shopping malls; DecionProcessattit= attitude towards decision making process in shopping malls

Arrow  means the direction of influence of a variable on another

Source: Initial and Final models 


A review of the estimated parameters in the initial model shows that four non-significant parameters were removed. The removed parameters referred to the causal relation between attitudes "interpersonal relationshipattit" (13) and "decision making processattit" (14) and consumer behavior in shopping malls, besides the direct relation between personal values and consumer behavior (15 and 16).


Removing the non-significant parameters 15 and 16 showed a reduction of 2 to 2628.52(640), indicating an improvement in the model adjustment. This way, it is possible to infer that in the final estimated model the influence of personal values on consumer behavior in shopping malls was mediated by attitudinal variables.


Removing the non-significant parameters 13 and 14 showed an increase of 2 from 2628.52(640) to 2631.97(642), indicating a decrease in the adjustment if compared to the initial model. However, such change is expected when a parameter is removed and this outcome should not be a reason for rejecting the new set of relations (Byrne, 1998).


The estimation of the final model after the removal of 13 and 14 indicates that attitudes in regards to attributes "decision making processattit" (4) and "interpersonal relationshipattit" (3) did not have a direct influence on consumer behavior (1) in the analyzed samples.


From the three latent variables regarding consumers attitude in relation to shopping mall attributes, "securityattit" (2) was the only one kept in the final model, for it showed a significant regression coefficient (12=.32, t=8.04, p<.05). Keeping 12 path (securityattitCB) in the final model indicates that the attitude in regards to security in the shopping mall was the only direct predictor variable of consumer behavior in these shopping centers. The plus sign of the estimator indicates that the better the attitude towards the attribute mentioned, the longer the stay, the bigger the visiting frequency and the number of stores visited.


The last modification made in the final model refers to the addition of the 32 and 34 paths to the causal relation structure. These paths show the influence that attitudes in relation to attributes "interpersonal relationshipattit" and "decision making processattit" have on assessing security in shopping malls and, through the latter, on consumer behavior. There is therefore an indirect relation between the 3 and 4 constructs as they influence consumer behavior. The regression coefficient of the 32 path was B=.78 with a plus sign (t=13.19, p<0.01). It is then considered significant and positive the influence of the attitude towards attribute "interpersonal relationshipattit" on consumers' assessment of security in shopping malls. It is possible to conclude that consumers who prefer these shopping centers because they provide an interpersonal relationship with friends and family, tend to have a more favorable opinion in relation to security in such places.


The phenomenon of socialization and creation of one's own identity through the interpersonal relationship with family and friends in a shopping mall was demonstrated in a qualitative study by Lengler and Cavedon (2001). The authors reveal a mythical role played by the shopping mall towards the social construction of one's own identity among groups of adolescents from several social levels. The perception of security in an environment favorable to the creation of an identity, through the interpersonal relationship, forms an equation in which the final result is the definition of the consumer behavior structure in retail environments.


The modification indices also indicated that the latent variables of "interpersonal relationshipattit" and "decision making processattit" should be associated under a direct causality relation. The result for parameter 34 (B=.89. t=10.11, p<0.01) shows the influence of attitudes of "interpersonal relationshipattit" on the consumer's assessment of price and quality of products and stores in a shopping mall. The plus sign obtained for this path indicates that the bigger the tendency to positively assess the possibility of interacting with family and friends and have fun while shopping, the better the consumer attitude towards the decision making process in the shopping mall. 


The regression coefficients obtained for the two paths added to the final model (34 and 32) show that the more positive the consumer assessment of security and decision making process quality in the shopping mall, the better his attitude towards the attributes of interpersonal relationship in these shopping centers.


The final model estimated in view of these two new paths (32 and 34) showed a significant decrease of 157.87 points in the 2 score and an increase of two adjustment indices used to compare competitive models (CFI and AGFI).


The final model showed an 2/df relation of 3.88, which is fit according to the standards established by Hair et alli (1998).

6 - Conclusions


The results achieved for the final model estimation lead to a causal structure different from that proposed by the initial model. It was evident that the sociodemographical variables were weaker in the formation of personal values when compared to nationality. It was likewise evident the causal relation between the two dimensions of personal values (Hedonist and Social Affiliation) and consumers attitudes towards shopping mall attributes. Consumer attitude towards security in shopping malls was the only direct predicting latent variable among the four dimensions of consumer behavior in the shopping mall studied in this research. The other attitudes towards shopping mall attributes did not have a direct influence on consumer behavior.


Figure 1 shows the final model and the causal relations among nationality, the sociodemographical variables and the hierarchy in values-attitudes-behavior. The arrows represent the influence vector of a latent variable over the other. The sign associated with the identification of the causal path () indicates whether the effect of one construct on another is positive or negative.


The contribution of the final model to the marketing area is a result of the effort to check the relation of nationality with conceptual schemes consolidated in the theoretical edifice of the area.


SUMMARY-CHART OF THE TEST OF HYPOTHESES OF THE STUDY


The multivariate analysis techniques employed to analyze the causal relation among the latent variables of the model enabled testing the working hypotheses. The summary-chart that follows presents the results of the hypotheses based on the results from the multivariate analyses and the structural equation modeling employed in this study.


The results for the adjustment indices of the final model and the multivariate analysis presented in this chapter lead to the conclusion that nationality had an influence on personal values and consumers' shopping behavior in the local shopping malls of the cities involved in this study.

	Hypotheses
	Tested Relation
	Result

	H1
	Nationality will have a direct influence on consumers' personal values.
	Supported:

Nationality had a direct influence on the two dimensions of personal values (Hedonist and Social Affiliation) employed in the study.

	H1a
	The influence of nationality on consumer behavior will be mediated by the personal values and attitudes towards shopping mall attributes.
	Supported:

The two dimensions of personal values (Social Affiliation and Hedonist) had an influence on the attitudes towards shopping mall attributes. There was no direct influence of personal values on consumer behavior. From the three latent attitudinal variables in the final estimated model, only security was significant in consumer behavior.

	H2
	Brazilian, Uruguayan and North American consumers will show different sets of personal values as per the variables in Kahle's List of Values (1983).
	Partially supported:

Brazilians and Uruguayans are similar in terms of personal values.

	H2a


	Brazilian and Uruguayan consumers will display a greater tendency to point security as a social adaptation value when compared to North Americans.
	Supported: Security was the most important personal value for Brazilians and Uruguayans.There was no significant difference between Brazilians and Uruguayans in the importance they give to security as a personal value.

	H3
	Brazilian, Uruguayan and North American consumers will display different attitudes towards local shopping mall attributes.
	Partially supported: Two attitude constructs displayed a significantly different behavior among the three samples: "security/comfortattit" and "decision making processattit". South Americans give more importance to security in shopping malls than North Americans. Moreover, Brazilians and North Americans did not display any difference in assessing the decision making process in those shopping centers.

The "interpersonal relationshipattit" Factor was not different in the three samples.

	H4
	Personal values had an indirect influence on consumer behavior in local shopping malls.
	Supported: The influence of personal values on consumer behavior was indirect. Consumers' attitudes towards shopping mall attributes were the mediating variables of relation between personal values and consumer behavior.
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Figure 11 – Initial model and paths
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Figure 1 – Final model of relations among nationality, personal values and consumer behavior in shopping mall








