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Retail store environment, store attachment and customer citizenship behaviour 1 

Abstract   2 

Purpose – This study investigates the impact of physical and social retail store environment, 3 

referred to as ‘storescape’, retail store attachment and employee citizenship behaviour 4 

toward customers on customer citizenship behaviour. 5 

Design/methodology/approach – The research employed a descriptive quantitative, cross-6 

sectional design with a self-administered survey. Data were collected through an online 7 

research panel provider from 415 customers of department and discount department stores 8 

in Australia.   9 

Findings – The findings show social storescape predicts customer citizenship behaviour 10 

directly, and that store attachment mediates the effect of both physical and social 11 

storescape on this behaviour. Employee citizenship behaviour toward customers was found 12 

to moderate the effect of storescape on customer citizenship behaviour. In addition, the 13 

effect of both positive physical and social storescape was found to be greater in discount 14 

department stores than department stores. 15 

Originality/value – This study shows the effect of storescape on customer citizenship 16 

behaviour. Drawing on Resource Exchange Theory, this study is the first-known to identify 17 

storescape as both physical and social resources which can influence retail store attachment 18 

and customer citizenship behaviour. The study provides new insights into the differential 19 

effect of storescape in department versus discount department stores in motivating 20 

customers to engage in citizenship behaviour. Further, the study makes an important 21 
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contribution by demonstrating the moderating role of employee citizenship behaviour 1 

toward customers. 2 

Keywords: Retail, Storescape, Customer Citizenship Behaviour, Department Store, Store 3 

Attachment, Store Environment 4 

  5 



3 
 

Retail store environment, store attachment and customer citizenship behaviour 1 

 2 

1. Introduction 3 

A positive customer experience can generate a sustainable advantage for any retail 4 

organisation (e.g., Bustamante and Rubio, 2017). Over the last five years, there has been 5 

increasing interest in the customer experience and the factors that contribute to a positive 6 

shopping environment (Dalmoro et al., 2019; Terblanche, 2018; Triantafillidou et al., 2017). 7 

Many studies have investigated the effect of in-store environmental stimuli on the customer 8 

experience which may then shape consumer attitudes and behaviours (e.g., Bitner, 1992; 9 

Line et al., 2018; Rosenbaum et al., 2017; Terblanche, 2018). Customer experience is the 10 

individual customer’s subjective response (i.e., personal judgments, beliefs, feelings, and 11 

perceptions) to both physical and social stimuli (Dalmoro et al., 2019; Rather, 2020). The 12 

physical and social environment of stores can be considered as a specific determinant in 13 

creating a positive customer experience and making a difference in retail performance 14 

(Dalmoro et al., 2019; Lin and Liang, 2011; Triantafillidou et al., 2017). 15 

Attention has also focussed on so-called ‘extra-role behaviours’ exhibited by customers as a 16 

major indicator of a positive in-store experience (Eddleston et al., 2018). Researchers have 17 

demonstrated the significant contribution to firm performance of extra-role behaviours 18 

such as customer citizenship behaviour (Chiu et al., 2015; Karaosmanoglu et al., 2016; 19 

Revilla-Camacho et al., 2015; van Tonder et al., 2018). Extra-role behaviours can provide a 20 

firm with extra resources to achieve organisational success (Delpechitre et al., 2018; 21 

Eddleston et al., 2018). Customers may exhibit such behaviours through engaging in positive 22 

word of mouth, defending organisations against negative comments, making 23 
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recommendations to the organisation about service improvement or product quality, and 1 

recommending the organisation to others, (Karaosmanoglu et al., 2016), as well as providing 2 

feedback for improving the retail experience (van Tonder et al., 2018). The importance of 3 

such behaviours has been acknowledged (Anaza, 2014) because customers, as ‘partial 4 

employees’ and human resources of the organisation, may show discretionary and voluntary 5 

behaviours which are not part of their ‘role’, but are intended to benefit the organisation 6 

(Chiu et al., 2015; Eddleston et al., 2018). We argue that a positive physical and social 7 

environment in a retail store, in creating a positive customer experience, will facilitate extra-8 

role behaviours such as customer citizenship behaviour. 9 

The aim of this paper, therefore, is to examine the role of a store’s physical and social 10 

environment, defined as ‘storescape’, as antecedents of customer citizenship behaviour. 11 

Drawing on Resource Exchange Theory (Blau, 1964; Bove et al., 2009; Dorsch et al., 2016; 12 

Roschk and Gelbrich, 2017), the study also investigates the effect of store attachment and 13 

employee citizenship behaviour towards customers in, respectively, mediating and 14 

moderating these relationships. The research is undertaken in the context of department 15 

stores and discount department stores in Australia and will further examine whether the 16 

effect of storescape on customer citizenship behaviour varies according to store type. Some 17 

research has been undertaken examining the relationship between the physical and social 18 

environment and specific customer extra-role behaviours such as word of mouth (Line et al., 19 

2018). However, there is still a lack of research on the effect of storescape on more 20 

comprehensive customer extra-role behaviours such as customer citizenship behaviour, 21 

which includes additional aspects of customers’ voluntary and discretionary behaviours.  22 
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This paper will start by presenting the research context of department and discount 1 

department stores in Australia. Then, storescape and customer citizenship behaviour are 2 

defined and discussed. The intervening variables of store attachment and employee 3 

citizenship behaviour towards customers are introduced, culminating with the hypotheses 4 

and conceptual model for the research. The method, results and discussion are 5 

subsequently presented, and the paper concludes with contribution, limitations and 6 

suggestions for future research. 7 

1.1 Research context 8 

Retailing is an important social and cultural activity, and retailing makes a significant 9 

contribution to local, state, and national economies around the world (Grimmer et al., 10 

2018). Retailing involves businesses offering goods and services directly to consumers, and 11 

the retail sector in Australia employs approximately 11% of the working population 12 

(Australian Bureau of Statistics, 2019), the second largest Australian employing industry 13 

(Parliament of Australia, 2019). Retail trade in Australia and across the world has, however, 14 

experienced increased competition and challenging trading conditions due to the entrance 15 

of international retailers, increases in retail rents and low wage growth affecting household 16 

spending (Grimmer et al., 2018). In addition, the retail sector is facing unprecedented 17 

technological change, especially in the shift to online shopping which has seen 31% growth 18 

in Australia over the last year (Australia Post, 2020), exacerbated by the COVID-19 pandemic 19 

(Mortimer et al., 2020).  20 

Department stores have been particularly affected by these changing retail conditions. 21 

Department stores are retail establishments offering a wide range of consumer goods in 22 

different categories known as ‘departments’, each of which usually have separate service 23 
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and payment counters (Jacobs et al., 2010) and which use a ‘high/low’ pricing strategy. In 1 

Australia, major department stores have sustained either poor profits, or losses, since the 2 

beginning of 2018 (i.e., pre-COVID), and iconic department stores worldwide, such as 3 

Barneys, Sears and Debenhams, have faced closure or gone into receivership (Sands and 4 

Beverland, 2019). With a decrease in foot traffic due to more online shopping, greater 5 

market fragmentation, the emergence of competing local and global brands, and loss of 6 

identity and brand equity, the department store model is being challenged (Pallant and 7 

Sands, 2019).  8 

At the same time, discount department stores have performed well, and over the last five 9 

years revenue is estimated to have risen 1.9% annually (IBISWorld, 2019). Discount 10 

department stores offer a wide assortment of goods using an EDLP (‘everyday low price’) 11 

strategy (Şen, 2008). These retailers rely more on self-service features, fewer sales 12 

employees, and have central cash registers (Şen, 2008; Vitorino, 2012). Such stores are 13 

more resilient to increases in online shopping as they supply goods that consumers want 14 

quickly and conveniently, and at the same time they clearly appeal to value-conscious 15 

customers (Pallant and Sands, 2019). 16 

In this context, an examination of the differential impact of department and discount 17 

department store environments is both salient and timely, particularly given the shift to 18 

more online shopping. Can the physical and social storescape of a department or discount 19 

department store affect store attachment and, subsequently, customer citizenship 20 

behaviour? In addition, can employee citizenship behaviour towards customers influence 21 

this relationship? The next section will examine the constructs of interest in this study. 22 

1.2 Theoretical and hypothesis development 23 
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Store environmental stimuli have been shown to be antecedents of customers’ 1 

psychological reactions and affective attitudes (e.g., store attachment, customer satisfaction 2 

and loyalty), and subsequently their behaviour (e.g., purchase, patronage behaviours and 3 

word of mouth) (de Villiers et al., 2018; Line et al., 2018; Rosenbaum and Massiah, 2011; 4 

Rosenbaum et al., 2007). Customers are consciously and sub-consciously affected by store 5 

environmental stimuli before, during, and after a shopping experience. For example, when 6 

customers spend a relatively long time shopping, in-store physical factors such as store 7 

design, lighting, the provision of a pleasant environment, and social factors such as the 8 

presence of helpful, friendly and knowledgeable employees, affect their experience and 9 

attitudes (Bitner, 1992; Park et al., 2019; Tomazelli et al., 2017). Environmental stimuli in a 10 

retail store setting may be one of the main factors leading to an enjoyable shopping 11 

experience, but these factors may not be provided to the same level in all retail 12 

environments (Kumar and Kim, 2014).  13 

In this study, we use the term storescape to describe the store environment.  Storescape 14 

refers to a combination of physical and social environmental factors within a store which 15 

may act as signs or heuristics to customers to assist them in making purchase and other 16 

consumer-oriented decisions (Baker et al., 1994; Bitner, 1992 Rosenbaum and Massiah, 17 

2011). The physical environment consists of design and decoration, spatial layout, lighting 18 

and colour, ambiance, signs and symbols, and providing amenities for convenience and 19 

comfort (Rosenbaum and Massiah, 2011). The social environment consists of ‘the number, 20 

type, and behaviour of other customers and sales personnel in the environment’ (Baker et 21 

al., 1994, p. 331). Rosenbaum and Montoya (2007) similarly refer to both customer and 22 

employee elements in the consumption setting, and Edvardsson et al. (2010) talk of the 23 
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social dimension as containing employees, customers, social density, and the displayed 1 

emotions of others. 2 

In a retail context, we preference the term storescape over servicescape, while 3 

acknowledging that literature on services also underpins work in retail (Rosenbaum and 4 

Massiah, 2011). In a pure service context, as Bitner (1992) explained in her seminal work, 5 

the service is produced and consumed simultaneously. In retail, although there are clearly 6 

customer service elements, these are offered in support of the sale of tangible, physical 7 

products (Zeithaml et al., 2018). The term storescape, in this regard, distinguishes the retail 8 

setting from the broader service context, and provides for a more nuanced description and 9 

analysis of the relationships being investigated in this research. 10 

One of the ways that customers may react to the storescape of a department or discount 11 

department store is through exhibiting customer citizenship behaviour. Customer 12 

citizenship behaviour is an extra-role behaviour that is described as an individual’s desire to 13 

engage in spontaneous, helpful and beneficial behaviours toward others (including other 14 

customers, employees and the company) (Gruen, 1995). Customer citizenship behaviours 15 

reflect unsolicited, voluntary extra-role behaviours expressed by customers, including 16 

feedback, advocacy and tolerance (Groth, 2005; Revilla-Camacho et al., 2015). This 17 

behaviour has important implications for organisations (van Tonder et al., 2018; Yi et al., 18 

2013), and in this context, as stated above, customers may be viewed as human resources 19 

or partial employees of the company (Jung and Yoo, 2017). 20 

Resource Exchange Theory (Blau, 1964) provides a framework for explaining the effect of 21 

storescape on customer citizenship behaviour. According to the theory, the acquisition of 22 

valuable and profitable resources from others commits individuals to direct their 23 
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reciprocation efforts towards the resource provider (Cook et al., 2013; Lee et al., 2011; Yi et 1 

al., 2013). When individuals feel they receive better service or resource benefits from other 2 

people or organisations, they are more likely to direct, in this case, their citizenship activities 3 

toward them (Dorsch et al., 2016; Yi et al., 2013). Resources can be seen as commodities, 4 

material, or symbolic matter that can be exchanged through interpersonal relationships 5 

(Blau, 1964), or even as ‘anything that can be transmitted from one person to another’ (Foa 6 

and Foa, 2012, p. 16). Dorsch et al. (2016, p. 7) in their recent review of resource theories, 7 

defined resources ‘as assets that a person values for their characteristics or as a means to 8 

accomplish a desired end-state’, and in the context of the current research something that 9 

may be exchangeable. 10 

The physical and social environment of retail stores may provide customers with ‘resources’ 11 

in several ways. First, the physical environment of the store plays a salient role because of 12 

its impact on shaping customers’ affective reactions and in potentially increasing the 13 

perceived value of the service (Baker et al., 2002; Lin and Mattila, 2010). Research regarding 14 

physical and social environments in retail stores indicates that customers may also receive 15 

relational resources such as psychological, social and economic advantages from employees 16 

and other customers (Lee, et al., 2011; Rosenbaum et al., 2017). For instance, customer-17 

employee social relationships can progress over time, and retailers may provide valuable 18 

resources for customers including feelings of pleasure and mutual care. Such relationships 19 

are more subject to norms of reciprocity and to feelings of indebtedness in an exchange 20 

sense (Dorsch et al., 2016). Customers may also receive social support resources from the 21 

store which can affect their well-being and satisfaction (Rosenbaum et al., 2017). Social 22 

supports refer to ‘information leading the subject to believe that he (sic) is cared for and 23 
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loved, esteemed, and a member of a network of mutual obligations’ (Cobb, 1976, p. 300; 1 

and see Rosenbaum et al., 2017). 2 

Resource Exchange Theory thus proposes that when a person receives benefits from others, 3 

they are more likely to target their efforts to ‘repay’ the source. Therefore, when customers 4 

perceive they have received resources, as described above, from a department or discount 5 

department store they are more likely to reciprocate by engaging in citizenship behaviour 6 

(Chiu et al., 2015). Therefore, storescape is proposed as an important factor that affects 7 

customer behaviour in a resource exchange process. Hence: 8 

H1. Physical storescape positively predicts customer citizenship behaviour. 9 

H2. Social storescape positively predicts customer citizenship behaviour. 10 

A number of studies have provided evidence that store environment affects customer 11 

experiences (Dong and Siu, 2013; Rosenbaum and Massiah, 2011), and subsequently not 12 

only behavioural but also affective reactions (Kim and Moon, 2009). Positive experiences 13 

that are related to a place, such as a store, often generate a response, ultimately resulting in 14 

a positive attachment to that place (Badrinarayanan and Becerra, 2019; Rosenbaum et al., 15 

2017; Rosenbaum et al., 2007). Line et al. (2015) confirmed that pleasant perceptions of an 16 

environment can cause a feeling of belonging and attachment to the company. Place 17 

attachment has been defined as one’s emotional connection to a specific place (Hidalgo and 18 

Hernandez, 2001), or an affective investment in an environment (Hummon, 1992; 19 

Rosenbaum et al., 2017). More precisely, store attachment can be defined as an emotional 20 

link or bond that people establish with the store (Brocato et al., 2015; Hidalgo and 21 

Hernandez, 2001). 22 
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Store attachment is an important construct in consumer behaviour studies (Kim et al., 1 

2017). Attached customers are more likely to return to a store, pay a higher price (Kim et al., 2 

2017; Lee and Kyle, 2014), and are more likely to show positive extra-role behaviours (e.g., 3 

word of mouth, customer citizenship behaviour) (Chen et al., 2014; Lee and Kyle, 2014; 4 

Rosenbaum et al., 2017). Line et al. (2018) demonstrated that the physical and social 5 

environment affects word of mouth through the mediating role of place attachment. An 6 

attachment to place requires an individual to be emotionally invested with the referent 7 

place, so that they feel a sense of well-being when in that location. Further, van Tonder et 8 

al. (2018) found customer perceptions of the availability of support from store employees to 9 

guide them in using self-service technology, influences dimensions of customer citizenship 10 

behaviour such as advocacy, helping others, feedback, and tolerance. When customers 11 

perceive there is employee support in using technologies, they will be motivated to 12 

reciprocate the received support by exhibiting citizenship behaviours towards employees or 13 

the store. Therefore, it is proposed that physical and social storescape predicts store 14 

attachment, that store attachment predicts customer citizenship behaviour, and that store 15 

attachment also mediates the relationship between storescape and customer citizenship 16 

behaviour. Hence: 17 

H3. Physical storescape positively predicts customer store attachment. 18 

H4. Social storescape positively predicts customer store attachment. 19 

H5. Store attachment positively predicts customer citizenship behaviour. 20 

H6. Store attachment mediates the relationship between (a) physical storescape and (b) 21 

social storescape and customer citizenship behaviour. 22 
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As indicated above, Resource Exchange Theory suggests the relationships between 1 

individuals (e.g., employee and employee, employee and the customer) and organisations 2 

will be enhanced based on the exchange of resources, so when individuals receive valuable 3 

resources from others, they will endeavour to reciprocate under the norm of reciprocity 4 

(Blau, 1964; Dorsch et al., 2016). A further resource to those already mentioned that is 5 

particularly salient in a retail environment is employee citizenship behaviour towards 6 

customers. This is a specific type of organisational citizenship behaviour that reflects 7 

customer-directed extra-role behaviours; it represents employees’ efforts beyond their 8 

formal tasks in serving customers, that is, ‘going the extra mile’ (Netemeyer et al., 2005). 9 

Such citizenship behaviour is increasingly seen as an organisational asset and a core element 10 

influencing employee performance (Gupta et al., 2017). Chan et al. (2017) discussed 11 

employee citizenship behaviour towards customers as an influential factor that encourages 12 

customer behaviours such as customer citizenship behaviour. Bove et al. (2009) showed the 13 

perception of benevolence behaviour of service workers positively influenced customer 14 

citizenship behaviour. 15 

Thus, when customers observe employee citizenship behaviour toward them, they are more 16 

likely to feel satisfied and valued and to act to reciprocate and display extra-role behaviour 17 

themselves toward the employees and the store (Chan et al., 2017). In this regard, the 18 

relationship between physical and social storescape and customer citizenship behaviour is 19 

more likely to be stronger when customers experience high levels of employee citizenship 20 

behaviour towards them than when they do not. Thus: 21 
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H7. Employee citizenship behaviour towards customers moderates the relationship 1 

between (a) physical storescape and (b) social storescape and customer citizenship 2 

behaviour. 3 

Finally, as discussed in section 1.1, the type of store – department store versus discount 4 

department store – is likely to have an impact on customer citizenship behaviour. Each of 5 

these store types offer a markedly different shopping environment. Department stores 6 

invest more in their store environment (Vitorino, 2012), so it may be expected that 7 

department store visitation will induce more impetus to reciprocation amongst customers in 8 

a Resource Exchange sense, and thus a greater level of customer citizenship behaviour than 9 

for discount department stores. As they each adopt different strategies for their physical 10 

and social environments, the effect of storescape on customer citizenship behaviour is 11 

predicted to be different. Hence: 12 

H8. Type of store moderates the relationship between (a) physical storescape and (b) social 13 

storescape and customer citizenship behaviour. 14 

Figure 1 shows the conceptual model that illustrates the relationships between the 15 

constructs of interest. 16 

Insert Figure 1 about here 17 

2. Method 18 

2.1 Sample frame and characteristics 19 

An online survey through a commercial research panel provider was undertaken of 20 

Australian consumers (n=415), matched with the broader Australian population in terms of 21 

age and gender and spread across the Australian states and territories. Only participants 22 
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who had shopped in an Australian department store (n=205) or discount department store 1 

(n=210) during one month prior to taking the survey were eligible to participate. Sample 2 

characteristics are shown in Table I. 3 

 4 

Insert Table I about here 5 

 6 

2.2 Survey instrument 7 

A quantitative online survey was used in the study. Constructs were operationalised based 8 

on measures from previous research, one of the processes supported by Podsakoff et al. 9 

(2003) as a procedural remedy for common method bias.  10 

The survey was divided in three sections. The first consisted of an information sheet for 11 

participants, which guaranteed confidentiality and anonymity, explained the purpose of the 12 

study, why participants were invited to participate and the possible benefits and risks from 13 

participation. The second section consisted of the actual survey questions (some with 14 

multiple sub-questions) related to the research variables (not all of which are reported in 15 

the current paper). The third section contained demographic questions. 16 

The variables used in thus study are explained as follows. All items were measured using a 17 

seven-point Likert-type scale (1 = strongly disagree to 7 = strongly agree). 18 

2.2.1 Storescape (independent variable) 19 

Physical and social storescape were measured using five items each from, respectively, 20 

Chang et al. (2011) and Kumar and Kim (2014). Physical storescape items included ‘This 21 
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store is a pleasant place for shopping’ and social storescape items included ‘There are 1 

enough employees in the store to serve customers’. 2 

2.2.2 Store attachment (mediating variable) 3 

Store attachment was assessed using nine items from Loureiro (2014) and Jang et al. (2015). 4 

Items included ‘Shopping in this store is more important to me than shopping in any other 5 

store’ and ‘Shopping in this store says a lot about who I am’. 6 

2.2.3 Employee citizenship behaviour towards customers (moderating variable) 7 

Employee citizenship behaviour towards customers was assessed using three items from 8 

Chan et al. (2017). Items included ‘Employees of this store help me with problems beyond 9 

what is expected or required’. 10 

2.2.4 Customer citizenship behaviour (dependent variable) 11 

Customer citizenship behaviour was assessed using nine items from Revilla-Camacho et al. 12 

(2015). Items included ‘I say positive things about this store and its employees to others’, 13 

‘When I receive good service from the employees I comment on it to them’ and ‘If an 14 

employee makes a mistake during service delivery I am willing to be patient’. 15 

The store type moderating variable was a between-subjects variable assessed according to 16 

whether a participant elected to answer the survey questions about a department store or a 17 

discount department store. 18 

2.3 Procedure 19 

Data were collected through the research panel provider, Survey Sampling International 20 

(SSI) (http://www.surveysampling.com/). Online research panel providers are a very 21 
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common source for obtaining commercial, policy/political and academic research data, as 1 

they can collect a range of additional information about participants in the form of 2 

demographics and consumption behaviour and can pre-screen participants according to the 3 

needs of the research (Callegaro et al., 2014). Panel members agree to receive invitations to 4 

participate in research and make an informed decision as to whether they then take up the 5 

invitations they receive (which are limited for each panel list). Panel member information is 6 

collected according to the applicable industry standards – in Australia, this is the Code of 7 

Professional Behaviour set by the Australian Market and Social Research Society. 8 

Emails were sent inviting research panel members to participate, and sampling continued 9 

until the quota had been reached (i.e., over 200 responses for customers of each store 10 

type). Participants were able to withdraw from taking part in the survey until submission; 11 

given that data was non-identifiable, it was not possible to remove a specific survey 12 

response after submission. If participants left the survey without submitting, associated 13 

data were deleted and not saved. The survey was piloted on 80 panel members with there 14 

being no feedback that necessitated any changes. Items within the survey itself were 15 

randomised in terms of presentation order across constructs, and in terms of presentation 16 

of items within each construct. This was done to minimize the impact of item-context 17 

effects such as priming, and as a procedural remedy for common method bias (Podsakoff et 18 

al. 2003).  19 

3. Results 20 

3.1 Preliminary analyses 21 

To test the internal consistency of the scales, confirmatory factor analysis (CFA), using Amos 22 

v.23, was employed. According to the model evaluation criteria suggested by Hu and Bentler 23 
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(1999), the CFA shows an acceptable data fit [χ2 (df) 1177.73 (424.00), χ2/df = 2.77, RMSEA 1 

= 0.06; IFI = 0.92; CFI= 0.92, TLI= 0.91]. 2 

Cronbach's alpha coefficients ranged from 0.81 to 0.96 (see Table II). In addition, all 3 

constructs in the measurement model achieved acceptable level of composite reliability 4 

(CR), according to the Fornell and Larcker (1981) criterion (CR> 0.7). As reported in Table II, 5 

the average variance extracted (AVE) for each construct was above the minimum of 0.5 6 

(ranging from 0.53 to 0.71) suggesting convergent validity (Fornell and Larcker, 1981). 7 

Furthermore, all items based on the standardized factor loadings ranged from 0.57 to 0.88 8 

and were significant at the 0.001 level (p <0.001). Drawing on these findings, convergent 9 

validity of the constructs is supported. 10 

Discriminant validity of the constructs, according to Chin (1998), is adequate when the 11 

square root of the AVE for each construct is higher than its correlation with any other 12 

construct. The square root of the AVE and the inter-construct correlations are also shown in 13 

Table II, indicating appropriate discriminant validity. 14 

Insert Table II about here 15 

3.2 Hypothesis testing 16 

Structural equation modelling (SEM) analysis using AMOS version 23 was used to test the 17 

direct and mediating effects between physical and social storescape, store attachment and 18 

customer citizenship behaviour. Findings indicated an acceptable model fit [χ2 (df) = 47.4 19 

(23.7), χ2/df = 2, p > 0.001, IFI =0.93, GFI =0.96, CFI =0.93, NFI =0.93, RMR = 0.09, RMSEA 20 

=0.05]. Direct and indirect effects were tested using a bootstrapping technique with 5000 21 

sample iterations and 95% bias-corrected confidence intervals. This method helps to avoid 22 
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statistical power problems caused by asymmetric and other non-normal indirect effect 1 

sampling distributions (Cheung and Lau, 2008). The direct and mediation results are 2 

presented in Table III.  3 

As shown in Table IIIa, the direct effects of social storescape on customer citizenship 4 

behaviour (H2), physical and social storescape on store attachment (H3 and H4), and store 5 

attachment on customer citizenship behaviour (H5), are significant. However, the direct 6 

effect of physical storescape on customer citizenship behaviour (H1) is not significant. Table 7 

IIIb further shows that the mediation effects of store attachment on the relationship 8 

between physical storescape and social storescape and customer citizenship behaviour (H6a 9 

and H6b) are also significant. According to Hayes (2013), when the confidence interval does 10 

not include zero, the mediation effect is determined to be statistically significant with, in 11 

this case, 95% confidence. Given that, store attachment has significant mediating effect in 12 

the physical and social storescape and customer citizenship behaviour relationships. 13 

Insert Table III about here 14 

The PROCESS macro for SPSS, developed by Hayes (2013), was employed to test the 15 

moderation hypotheses. Results show that employee citizenship behaviour towards 16 

customers moderated the relationship between physical storescape and customer 17 

citizenship behaviour (H7a) (R2-change = 0.01; F(409) = 3.31, p<0.001; β= 0.13, t= 4.3). 18 

Similarly, employee citizenship behaviour towards customers moderated the relationship 19 

between social storescape and customer citizenship behaviour (H7b) (R2-change = 0.01; 20 

F(409) = 2.9, p<0.001; β= 0.12, t= 3.38). Figure 2 shows that the effect of both physical and 21 

social storescape on customer citizenship behaviour was greater when employee citizenship 22 

behaviour towards customers was high versus when it was low. 23 
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Insert Figure 2 about here 1 

Results further show that type of store had a significant moderating effect on the 2 

relationship between physical storescape and customer citizenship behaviour (H8a) (R2-3 

change = 0.01; F(411) = 6.25, p<0.01; β= 0.31, t= 8.12), and on the relationship between 4 

social storescape and customer citizenship behaviour (H8b) (R2-change = 0.01; F(411) = 5 

12.7, p<0.001; β= 0.36, t= 8.72). Figure 3 shows that customer citizenship behaviour was 6 

greater in department stores versus discount department stores when physical storescape 7 

was regarded as low, but was greater in discount department stores versus department 8 

stores when physical storescape was regarded as high. Similarly, customer citizenship 9 

behaviour was greater in department stores versus discount department stores when social 10 

storescape was regarded as low but was greater in discount department stores versus 11 

department stores when social storescape was regarded as high. 12 

Insert Figure 3 about here 13 

4. Discussion and conclusion 14 

The aim of this study was to examine the effect of a store’s physical and social storescape 15 

on customer citizenship behaviour, and whether store attachment and employee citizenship 16 

behaviour towards customers, respectively, mediate and moderate this relationship. The 17 

research was undertaken in the context of Australian department and discount department 18 

stores, and so whether the effect of physical and social storescape on customer citizenship 19 

behaviour varied according to store type was also investigated. The study used the lens of 20 

Resource Exchange Theory (Blau, 1964; Bove et al., 2009; Dorsch et al., 2016) as a 21 

framework to explain these effects. Under the theory, when an individual feels they gain 22 
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benefits from other people or organisations (e.g., employees and stores), they are more 1 

likely to direct, in this case, their citizenship activities toward them (Yi et al., 2013). 2 

The first hypothesis, that physical storescape would predict customer citizenship behaviour, 3 

was not supported; there was found to be no direct relationship between these variables. 4 

However, the second hypothesis, that social storescape would predict customer citizenship 5 

behaviour, was supported; a direct relationship between these variables was discovered. 6 

The relationship between social storescape and customer citizenship behaviour is consistent 7 

with Kumar and Kim (2014) and Line et al. (2018), who found that social aspects of the 8 

consumption environment influence customers’ cognitive and affective evaluations, and 9 

subsequently their behavioural intentions to the store/service including whether to return 10 

to the store, word of mouth and loyalty. The finding of no relationship between physical 11 

storescape and customer citizenship behaviour does not support Bitner (1992), Hooper et 12 

al. (2013) and Jang and Namkung (2009); however, it is consistent with Harris and Ezeh 13 

(2008), who found behavioural intentions, such as loyalty, were not driven directly by a mall 14 

environment, nor servicescape factors. This may be due to the nature of customer 15 

citizenship behaviour, which includes voluntary and discretionary aspects and thus 16 

customers have greater latitude in exhibiting this behaviour (Jung and Yoo, 2017). Hence, 17 

customers might need deeper motives to perform customer citizenship behaviour than just 18 

the satisfaction with the physical environment of a store. 19 

Hypotheses three and four, that physical and social storescape would predict store 20 

attachment, were supported. These results reinforce those of Hooper et al. (2013) and Jang 21 

and Namkung (2009), who demonstrated direct effects of both physical and social 22 

environmental factors on behavioural and loyalty intentions. They are also are consistent 23 
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with Lin and Liang (2011), and Line et al. (2018), who found a relationship between 1 

servicescape stimuli and customer emotional reactions such as attachment. Hypothesis five 2 

was also supported: store attachment was found to predict customer citizenship behaviour. 3 

Line et al. (2018), likewise found when customers have a strong attachment to a place, they 4 

are more likely to show extra-role behaviours (see also Rosenbaum et al., 2017. Hypothesis 5 

six (a and b), that store attachment mediates the relationship between physical and social 6 

storescape and customer citizenship behaviour, was similarly supported. In this regard, 7 

when customers perceive direct and indirect valuable resources resulting from physical and 8 

social storescape, their attachment to the store will be improved, and subsequently they 9 

will put more effort into reciprocating by displaying citizenship behaviour to the store. 10 

The seventh hypothesis (a and b), that employee citizenship behaviour towards customers 11 

would moderate the relationship between physical and social storescape and customer 12 

citizenship behaviour, was supported. Both physical and social storescape had a greater 13 

effect on customer citizenship behaviour when employee citizenship behaviour towards 14 

customers was high versus when it was low. These results demonstrate the importance of 15 

how employees act toward customers; higher levels of employee citizenship behaviour 16 

towards customers amplify the effect of both types of storescape. Chan et al. (2017), in a 17 

similar vein, showed the direct and indirect effects of organisational citizenship behaviour 18 

by employees on customer behaviours such as citizenship, satisfaction and loyalty. When 19 

customers perceive that employees will help them over and above expectations, they are 20 

more likely to display reciprocal actions towards the store and its employees. Although 21 

physical storescape (versus social storescape) did not directly affect customer citizenship 22 

behaviour, employee citizenship behaviour towards customers still enhanced this 23 

relationship. 24 
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Finally, hypothesis eight (a and b) was supported: type of store moderated the relationship 1 

between physical and social storescape and customer citizenship behaviour. The 2 

expectation that, as department and discount department stores adopt different strategies 3 

regarding their physical and social environments, the effect of storescape would be different 4 

across the two store types was upheld (Vitorino, 2012). However, results show that it was 5 

not department store visitation that induced the greatest impetus to reciprocate amongst 6 

customers in a Resource Exchange sense. Rather, it was found that when physical and social 7 

storescape was high, customers of discount department stores showed higher customer 8 

citizenship behaviour than those of department stores, and the reverse was true when 9 

physical and social storescape was low. Thus, the effect of a positive storescape was greater 10 

for discount department store customers. These results may be due to different 11 

expectations of customers about what they expect to receive in department versus discount 12 

department store environments. Whilst it is generally assumed that discount department 13 

store environments provide a less ‘pleasant’ shopping experience than that offered by 14 

department stores (Bailey, 2017; Sung and Huddleston, 2018), customers were more likely 15 

to show customer citizenship behaviour in discount department store environments than 16 

department stores when the physical and social storescape was perceived as positive. In this 17 

regard, discount department store customers appear to be more impacted by a positive 18 

storescape than department store customers; the former are more likely to be pleased with 19 

such an occurrence, but the latter may simply expect this and not experience such an effect. 20 

The implication of this finding is that effort in improving storescape can help discount 21 

department stores to exceed their customers’ expectations about the store environment, 22 

which in turn, results in positive outcomes in terms of citizenship behaviour. Discount 23 

department stores are operating off a lower baseline here in terms of storescape. 24 
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Therefore, based on these findings, investment in improving discount department store 1 

physical and social storescape can result in higher levels of citizenship behaviour among 2 

customers than the same investment in department stores’ physical and social storescape. 3 

In addition, results show that the effect of physical and social storescape is enhanced when 4 

employee citizenship behaviour towards customers is high. This suggests that effort in 5 

creating a culture and climate in a store which motivates employees to be engaged in 6 

citizenship behaviours is a useful endeavour, irrespective of the type of store. Retail 7 

managers may also model citizenship behaviours towards customers and employees, as 8 

through observation of supervisors’ behaviour, employees may learn how they themselves 9 

should behave (Bandura and Walters, 1977). Continuous employee development 10 

programmes may also be considered to improve effective communication skills and social 11 

behaviours, an implication supported by the finding of a direct effect of social storescape on 12 

customer citizenship behaviour. The study clearly shows that physical and social 13 

characteristics of storescape can also raise customers’ motivations to engage in citizenship 14 

behaviour through shaping store attachment. When customers rate the physical and social 15 

storescape of the store as high, their store attachment is enhanced, and thus other 16 

behavioural and loyalty intentions (Hooper et al. 2013; Jang and Namkung, 2009). 17 

The current research employed an online, self-report survey which is limited in terms of 18 

how well a respondent can accurately recall their behaviour. To redress this issue, 19 

participants were asked to answer the survey questions with regard to their most recent 20 

department or discount department store shopping experience (within the month prior to 21 

completing the survey). However, future research could consider ‘real-time’ options for data 22 

collection, perhaps in-store and involving a wider sample of participants including 23 

employees. The study employed some procedural remedies to reduce common bias as 24 
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suggested by Podsakoff, et al. (2003), for example, use of existing scales and 1 

counterbalancing of items. The present research was conducted in a retail context. Because 2 

of the basic characteristics of a service context (e.g., the intangibility and inseparability of 3 

production and consumption and customer-based relationships), where customers are in a 4 

face-to-face contact with service staff, the environment itself can be considered as a vital 5 

component of service. In this regard, researchers could replicate the study in a different 6 

service context, for example, tourism or hospitality. 7 

This research focussed on extra-role behaviour by customers as an indicator of a positive in-8 

store experience, and the role of a store’s physical and social environment – defined as 9 

storescape – as an antecedent to this behaviour. Extra-role behaviours can provide 10 

additional resources for a store to generate a competitive advantage (Karaosmanoglu et al., 11 

2016; Revilla-Camacho et al., 2015; van Tonder et al., 2018). This study has shown, using 12 

Resource Exchange Theory, that storescape has both a direct and an indirect impact (via 13 

store attachment) on the citizenship behaviour of customers, and that employee citizenship 14 

behaviour enhances the effect. The study also showed a differential impact of storescape in 15 

the context of department versus discount department stores. Department stores have 16 

been particularly impacted by global changes in retail shopping, even prior to COVID-19 17 

(Pallant and Sands, 2019), and while discount department stores have fared better, the 18 

current research has important implications for the enhancement of these stores’ physical 19 

and social environments to encourage customer extra-role behaviours. The is the first-20 

known study which identifies storescape as both physical and social resources which can 21 

influence customer citizenship behaviour. 22 

  23 
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Figure 1. Conceptual Model 16 
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  Table 1. The result of reliability and validity of constructs. 

Constructs Mean S.D. AVE CR α 1 2 3 4 5 

1. PhyS 5.21 0.78 0.71 0.92 0.92 0.84     

2. SocS 5.19 0.86 0.62 0.89 0.87 0.51** 0.79    

3. SA 4.53 1.10 0.71 0.95 0.96 0.57** 0.50** 0.84   

4. CCB 5.08 0.81 0.59 0.81 0.91 0.49** 0.44** 0.61** 0.77  

5. ECB-C 4.59 1.18 0.53 0.91  0.81  0.30** 0.43** 0.41** 0.27** 0.76 

  Note: Diagonal values in bold represent square root of AVE, ** p< 0.01. 
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Table 2. Results for direct relationships and mediation effects. 

(a) Direct relationships           

Hyp.      Relationships β t-Value 

Bootstrap 95%  

CIs Conclusion 

      Lower  Upper  
H1a Physical storescape → CCB 0.08 1.48 -0.01 0.18 Not supported 
H1b Social storescape → CCB 0.21 4.26*** 0.09 0.31 Supported 
H2a Physical storescape → SA 0.41 9.19*** 0.29 0.50 Supported 
H2b Social storescape → SA 0.33 7.40*** 0.22 0.42 Supported 
H3 SA→ CCB 0.35 7.35*** 0.24 0.45 Supported 

 
(b) Standardized indirect effects: bias-corrected 

Hypothesized mediated relationships β   

Bootstrap 95%  

CIs Conclusion 

      Lower Upper  
H4a: Physical storescape → SA → CCB  0.14***  0.09 0.20 Supported 

H4b: Social storescape → SA → CCB  0.12**  0.07 0.17 Supported 

Note: CIs= Confidence intervals, β = coefficient effect, *p<0.01. **p<0.01. ***p<0.001. 


