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ABSTRACT 

 

PLACE ATTACHMENT: AN INVESTIGATION OF ENVIRONMENTS AND 

OUTCOMES IN A SERVICE CONTEXT 

 

Publication No. ______ 

 

Elisabeth Deanne Brocato, PhD. 

 

The University of Texas at Arlington, 2006 

 

 

Supervising Professors: Dr. Julie Baker and Dr. Carl McDaniel  

Place attachment refers to the process of human-place bonding; the bonding 

process includes both physical and social ties formed within an environment. This 

dissertation engages in a detailed investigation of the dimensions of place attachment 

within a service environment by drawing on literature from human ecology, 

environmental psychology, sociology, services research and various other disciplines. 

The research seeks to establish place attachment as a multidimensional construct 

consisting of affective attachment, place identity, place dependence, and social bonds. 
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These dimensions are first investigated through a place attachment scale development 

process. 

 The construct of place attachment is further investigated in a services context by 

examining the direct and indirect effects of physical service environment factors 

(design, ambient and social) on service quality, customer satisfaction and place 

attachment and the subsequent effects on patronage intentions. Mediating and 

moderating variables are explored. The dissertation research consists of two phases, 

first a scale to measure place attachment is created utilizing both qualitative and 

quantitative methods followed by a field survey assessing physical service environment, 

service evaluations place attachment and behavioral intentions. 
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CHAPTER I 

INTRODUCTION 

 

 “To be human is to live in a world that is filled with significant places”  
(Relph 1976). 
 
Designers and architects of Ini Ani, an espresso bar in New York City made the 

following statement regarding their shop: "There is no merchandising, the shop is more 

about a place than goods. We wanted to create a place to relax and unwind and feel 

removed from the stress associated with New York City” (Gilstrap 2005 p22). This 

statement highlights the important role ‘place’ plays when designing a retail or service 

setting.   

These redesigns occur not only in the retail sector, but are also being seen in the 

service industry (Sternthal 2005; Gilstrap 2005). For example, Marriott Hotels has 

recognized the importance that ‘place’ holds in the minds of its consumers. According 

to J.W. Marriott, Jr., the most recent company initiative is that “All properties will aim 

to create a sense of place for guests” (Sternthal, 2005). Rosewood Hotels has followed 

suit by declaring their guiding principle is to provide a sense of place to guests. 

Rosewood Hotels views the focus on ‘place’ as a competitive advantage in the luxury 

hotel market. They hope that by creating a sense of place for guests, patronage and 

ultimately profits will increase (Hotels November 2004). 
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The above exemplars emphasize the underlying element of person-place 

bonding and its importance to the service industry. Human-place bonding, referred to as 

place attachment in several disciplines, is a concept investigated in studies of human 

geography, environmental psychology, leisure studies and sociology to name a few 

(Low and Altman 1992). No research found to date has been conducted on place 

attachment in the field of marketing and more specifically in the area of services 

research. 

1.1 Background Literature and Research Questions 

 Human ecologists, environmental psychologists, and sociologists have long 

recognized place attachment as an important construct for exploring the phenomenon 

that links individuals to certain places (Tuan 1974; Tuan 1977; Tuan 1980; Proshansky, 

Fabian and Kaminoff 1983; Bricker and Kerstetter 2000; Hidalgo and Hernandez 2001; 

Hidalgo and Hernandez 2002; Kyle et al. 2003; Kyle et al. 2004; Kyle, Mowen and 

Tarrant 2004; Kyle, Graefe and Manning 2005). The services literature has also 

recognized the importance of place by focusing on; atmospherics. (Baker et al. 1994; 

Baker et al. 1994; Bitner 1992, 1990). By combining place attachment literature and 

services research a more complete view of the importance of ‘place’ in marketing can 

be established. As marketers, how do we build environments that have the ability to 

foster attachments in individuals?  

1.2 Research Objectives 

Place attachment has yet to be investigated in a marketing context, therefore this 

research sets forth to bridge the gap between place attachment and place research in 
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services marketing. The following research objectives are identified in order to broaden 

our understanding of the role of ‘place’ in services marketing. The encompassing goal is 

to create a place attachment scale that is relevant to services research and to integrate 

the place concept into the service environments literature. The objectives of the study 

are: 

1. To create a reliable and valid measurement of place attachment. 

2. To examine the role customer evaluations of service environmental factors play 

as antecedents contributing to place attachment 

3. To determine the effects of the various dimensions of place attachment on 

behavioral intentions.  

4. To investigate the effects of possible moderating variables on the strength of the 

relationship between the variables of quality and satisfaction and place 

attachment 

5. To investigate whether quality and satisfaction mediate the relationships 

between environmental evaluations and place attachment 

1.3 Research Questions 

In order to investigate the aforementioned objectives, the following research 

questions are proposed.  

• Is place attachment a multidimensional phenomenon consisting of the following 

dimensions: affective attachment, place identity, place dependence and social 

bonds? 
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• Can consumers’ evaluations of the built service environment contribute to their 

place attachment? 

• Does involvement moderate the relationship between quality and the place 

attachment dimensions? 

• As patrons become more attached to a service environment do their patronage 

intentions increase? 

• Does involvement moderate the relationship between satisfaction and the place 

attachment dimensions? 

• Do quality and satisfaction mediate the relationship between environmental 

evaluations and the various dimensions of place attachment? 

1.4 Justification for the Study 

Ryan (2005) states “the connection between the physical characteristics of place 

and people’s attachment had been neglected in previous studies. Understanding how the 

physical attributes of a place affect attachment is sorely needed by those who make 

planning and managerial decisions” (p 8). With millions of dollars spent each year on 

store design, what power or advantage does the firm get from this investment? Firms 

can benefit by creating environments that cultivate attachment. Individuals that become 

attached to specific places are more loyal (Kaltenborn 1997; Kyle et al. 2003; Kyle et 

al. 2004) and satisfied with their experiences (Kyle, Absher and Graefe 2003).  

1.5 Overview of the Study 

 This study is organized as follows. First, Chapter II presents a review of relevant 

literature and the development of a conceptual model of place attachment including 
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relationships among antecedents and consequences of this attachment. Chapter III 

presents the research methodology and results used in the development of a place 

attachment scale Chapter IV discusses the research methodology and results of 

empirical testing of the hypothesized relationships illustrated in the proposed model. 

Finally, Chapter V concludes with a discussion of the results, managerial and theoretical 

implications, limitations and future directions for research.  
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CHAPTER II 

LITERATURE REVIEW 

 

This chapter begins by discussing and defining the concept of place in a general 

sense followed by a discussion of the importance of the construct to services marketing. 

Next, literature pertaining to place attachment and its sub-dimensions is discussed. 

Following this discussion a proposed research model of place attachment and service 

environment is proposed. Finally, a review of the literature on service environmental 

factors (atmospherics), service quality, satisfaction and behavioral intentions is 

investigated to identify the antecedents and consequences of place attachment and to 

theoretically develop the research hypotheses depicted in the proposed model.  

2.1 Place 

What is the meaning of place? Place is a word we use in everyday language to 

refer to a variety of notions such as position, destination, ownership, privacy and 

belonging (Cresswell 2004). The term place has become so common in the English 

language that unraveling its complex components can be quite difficult. The familiarity 

of the place concept makes it an alluring construct; however this familiarity poses a 

barrier to developing the idea beyond its common characterization.  

The Webster’s Dictionary (2002) cites over 17 definitions of place ranging from 

a portion of space, a building set aside for a specific purpose to a particular situation or 
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rank order. Place as defined by Tuan (1979), a human geographer, is a center of 

meaning or field of care that emphasizes human emotions and relationships in a given 

space. The emphasis on meaning separates place from the more ambiguous concept 

known as ‘space’(Cresswell 2004). Tuan defines space as movement between places as 

expressed in the excerpt below: 

What begins as undifferentiated space becomes place as we get to know it 
better and endow it with value…From the security and stability of place 
we are aware of the openness, freedom and threat of space, and vice versa. 
Furthermore, if we think of space as that which allows movement, then, 
place is pause; each pause in movement makes it possible for location to 
be transformed into place (Tuan 1977). 
 

The endowment of meaning upon a space creates ‘place’, an entity in which 

individuals can form attachments. The construction of place meaning evolves through 

memories and affections strengthened by repeated exposure to an environment and the 

complex associations which result from this process (Relph 1985). Looking at the world 

as a series of places instead of merely open space sheds light on human-environment 

attachments, which produce places of meaning and experience (Cresswell 2004). Hiss 

(1991) acknowledges that interaction with places affects our sense of self, our ability to 

work and function, and ultimately who we become as individuals. In a commercial 

context, it is presumed that consumers ‘infuse’ market environments with meaning 

(Sherry 1998), thus consumers prescribe meanings to services environments themselves 

beyond the service or product offering. For the current study place is defined to 

“include the physical setting, human activities, and human social and psychological 

processes rooted in a setting” (Brandenburg and Carroll 1995; Relph 1976, 1997). 
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The study of place has been investigated extensively within the disciplines of 

human geography, human-environment behavior, sociology, leisure studies and 

environmental psychology (Low and Altman 1992). The field of marketing has yet to 

investigate the profound meanings associated with place in respect to marketing 

activities. This is not the say that marketing is devoid of research on built environments; 

retail and service researchers have recognized the importance of the built environment 

through studies of atmospherics and servicescapes (Baker 1988; Baker et al. 2002; 

Bitner 1992). However, these studies have investigated the environment as cues for 

individuals’ judgments and evaluations, but have failed to look at the environment as a 

central object of attachment and experience. Sherry (2000) notes that there “is a lack of 

theoretical investigation concerning customer’s place experiences and a lack of 

attention given to the beliefs and rituals that consumers use to vivify their built 

environments” (p 278).   

2.2 Importance of the Place Concept in Services Research 

Place concepts in marketing have been investigated since Philip Kotler (1973) 

coined the term “atmospherics” to describe the physical environment in which 

marketing activities take place. He recognized that the physical environment plays a 

role in decision-making and purchasing behavior. Service environments are exemplified 

by places of meaning and experience. By definition services are deeds, processes or 

performances which are “intangible”, a distinguishing feature that delineates these 

offerings from products (Zeithaml and Bitner 2003). Due to the intangibility of services, 

physical evidence plays an important role by providing cues that are used by 
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consumers’ to make evaluations of the service encounter (Baker et al. 1992, Baker 

1987). One tangible cue consumers use to make service appraisals is the physical 

service setting (place). The physical service environment and the social interaction that 

takes place within these settings provide a working definition of place used for purposes 

of this study. The service environment consists of both the built environment (design 

and ambient factors) and the social environment (employees and customers) interacting 

together to define the physical environment (Baker 1987) as a place of interest for 

empirically testing place concepts.  

Why study place attachments in a service context? As noted by Genereux, Ward 

and Russell (1983), “Knowledge of how people internally represent the physical setting 

in which they carry out their lives may help us to understand such things as choices 

about where to go and what to do there” (p. 43). As marketers, we use atmospherics to 

consciously design space to emotionally affect buyers. The ability to build places of 

attachment may hold the key to customers’ positive service evaluations and increased 

firm patronage.  

2.3 Attachment Theory 

An overview of attachment theory is presented as a basis for exploring the place 

attachment conceptualization that follows. Drawing on the work of John Bowlby (1979, 

1980), attachment theory was first investigated in the domain of parent-infant 

relationships. The “emotion-laden target–specific bond” that develops between a person 

and a specific object (person or thing) is defined as attachment (Bowlby 1979). These 
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bonds range from very strong to subtle. Bowlby described attachment as a basic human 

need for security and survival (1977). 

To date, the importance and relevance of attachment theory has moved beyond 

the developmental parent-infant relationship domain to include studies on consumer 

behavior, neighboring, and marketing. After observing infant mother relationships, 

Bowlby laid the groundwork for the critical examination of attachments that has 

transcended the parent-infant bond to include; adult relationships (Hazan and Shaver 

1994), social friendships (Wiess 1973), possessions (Belk 1988, 1992), brands (McInnis 

2004; Nguyen and Brocato 2004), places (Kyle et al. 2004; Kyle et al. 2004; Kyle, 

Mowen and Tarrant 2004), social environment (Milligan 1998) and 

homes/neighborhoods (Hidalgo and Hernandez 2001; Easthope 2004). Attachment 

theory covers a wide domain in regards to application, encompassing bonds to persons, 

places and things.  

2.4 Place Attachment Defined 

The concept of place attachment parallels a variety of analogous conceptions 

including topophilia (Tuan 1974), place identity (Proshansky, Fabian and Kaminoff 

1983), environmental embeddedness (Hummon 1992), rootedness (Chawla 1992; Tuan 

1980) and sense of place (Relph 1976). “Place attachment emphasizes the manner in 

which we personally construct our notions of place” (Gifford 2002 p. 273). The process 

by which humans form emotional bonds to places is known as place attachment. Some 

define place attachment as the affective bond of people to places (Hidalgo and 

Hernandez 2001). Place attachment is also an emotional linkage of an individual to a 
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particular environment (Hunter 1978). These definitions stress the affective and 

physical component of place attachment.  

 There is another type of environment that is inherent in most consumption 

settings: the social environment. For this purpose, place attachment is not only limited 

to the physical space but also to the social interactions that occur within a particular 

setting. Milligan (1998) provides a definition of place attachment that encompasses both 

the built and the social environments within a place. “Physical sites become stages for 

social interaction, stages that are both physically and socially constructed…place 

attachment is the emotional link formed by an individual to a physical site that has been 

given meaning through interaction” (Milligan 1998). For purposes of this study the 

definition of place attachment given by Milligan will be used, since it address both the 

physical and the social aspects of place attachment. 

The word ‘attachment’ emphasizes affect; the word ‘place’ focuses on the 

environmental setting to which people are emotionally attached (Low and Altman 

1992). Individuals form emotional bonds to places by developing relationships over 

time with particular settings. Attachments can be formed between people and buildings, 

environments, homes, objects, landscapes, neighborhoods, towns and cities (Cresswell 

2004). The variety of potential place attachments illustrates the scope and scale 

differences that exist in the study of place and the difficulty in defining space. “When 

humans invest meaning in a portion of space and then become attached to it in some 

way it becomes a place” (Cresswell 2004).  
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The study of place attachment was slow to develop as a central construct of 

importance to researchers in varying disciplines. Historically, attachment to place was 

studied in a phenomenological paradigm, focusing on individuals’ subjective 

experiences within specific environments. The dominant positivist philosophy at the 

time and the lack of empirical rigor slowed the advancement of place attachment 

research (Low and Altman 1992). Most studies were based on subjective unique 

experiences that did not provide converging conceptual definitions of place attachment. 

Prior to the 1970’s, the study of Western cultures focused on relocation and adaptation 

to new environments, disregarding how and why individuals attached themselves to 

their current environments.  

Early work in environment-behavior studies was primarily influenced by 

psychological approaches, focusing on knowledge, beliefs and cognitions about aspects 

of the environment, initially ignoring emotional attachments to the physical 

environment. Eventually, research by social psychologists and sociologists began to 

address concepts such as personal space, crowding, territoriality, use of space, sacred 

places and residences. These investigations yielded an interest in affective-laden places, 

while studies of social issues such as homelessness, crime and relocation made human 

emotions about places salient in the works of researchers (Low and Altman 1992). 

Place attachment research to date has broadened beyond the scope of human 

geography and cultural studies and has begun to gain eminence in many disciplines 

such as urban planning and development, leisure sciences, sociology, social psychology 

and environmental psychology (Hummon 1992). The study of human feeling and place 
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clearly lends itself to interdisciplinary inquiry (Shumaker and Hankin 1984). The broad 

and wide ranging use of the place attachment construct has created varying 

conceptualizations of the construct, however as noted by Low and Altman (1992) most 

analyses have found affect, emotion and feelings to be central to the construct. The rich 

nature of the term ‘place’ unveils geographical, architectural and social connotations of 

an environmental experience (Canter 1977). The experience one encounters in an 

environment can be both physical and social in nature. Place attachment literature has 

found support for both types of attachment, one focusing on the physical attachments 

formed and the other focusing on the interpersonal relationships developed within the 

environmental context. Literature supporting both physical and social attachments to 

place is reviewed in the following sections. 

2.4.1 Attachment to the Physical Place 

Attachment to place research has varied in scope and scale with regards to the 

defining elements of place. The multifaceted scope of place attachment subsumes a 

wide array of environments varying from small objects, homes and neighborhoods, to 

areas encompassing cities, and regions (Low and Altman 1992). Many studies have 

focused on individuals’ attachment to the ‘physical’ place. It has been noted that 

through interactions with the physical environment, “physical space becomes the object 

of attachment” (Kyle, Graefe and Manning 2005).  

For example, Riley (1992) investigated individual’s attachment to landscapes, 

where landscape was defined as “a setting for human experience and activity” (p.13). 

He explored biological evolution, cultural phenomenon and individual experiences as 
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the basis for landscape attachment. He also suggested that attachment to places is not a 

simple stimulus-response function but a more complex human mechanism where 

memories play a crucial role.  

Setha Low (1992) viewed attachment to the physical environment from a 

culturally derived perspective, still focusing on attachment to the physical world . Her 

evaluation of place attachment stemmed from shared emotional and affective meanings 

ascribed to the specific environments. Through qualitative analysis a typology of 

cultural mechanisms consisting of six “kinds of symbolic linkages of people and land” 

was identified (Low 1992 p. 166). The cultural means by which these linkages are 

formed consist of genealogical linkages, loss and destruction, economic, religious and 

secular and narrative. Genealogical links tie individuals to land by historical and family 

lineage that is encapsulated in language and cultural practice. The loss or destruction of 

place evokes the desire and feelings of place attachment. Economic linkages are formed 

through ownership or repeated exposure to places such as homes and working 

environments. The religious and secular attachments center on a culture’s religious and 

mythological ideas and their correspondence with the physical world. Finally, narrative 

bonds highlight the power of story in linking individuals to the physical world. 

 Kyle, Mowen and Tarrant (2004) explored the link between place preferences 

and place meaning, highlighting the constructs of motivation and place attachment. A 

park setting was used to examine individual’s motivation towards visitation and 

attachment to the setting. A multidimensional conceptualization of place attachment 

was used to test the relationship between a variety of outcomes (psychological, social 
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and physiological) and attachment to the park. Their findings supported several of the 

outcomes leading to place attachment (Kyle, Mowen and Tarrant 2004). 

 In another study by Kyle, Absher and Graefe (2003), place attachment was 

explored as a moderating variable between attitudes towards fees and spending 

preferences. Two dimensions of place attachment were explored, place identity and 

place dependence. Their findings concluded that place identity moderates the strength 

of the relationship between attitudes and spending preference. 

 Kyle, Graefe, Manning and Bacon (2003) investigated involvement as an 

antecedent of place attachment among hikers along the Appalachian Trail. They 

investigated two dimensions of place attachment, dependence and identity. The authors 

found partial support for the hypothesized relationship between involvement and place 

attachment.  

 In a study of sense of place, Jorgensen and Stedman (2001) used an attitudinal 

approach to place attachment. They found sense of place to be a multidimensional 

construct capable of measuring lakeshore owners’ attachment to their properties. This 

study mirrored the findings of Kyle, Mowen and Tarrant (2004), uncovering evidence 

supporting place attachment as a multidimensional phenomenon.  

Hildago and Hernandez (2002) examined physical dimensions of place 

attachment irrespective of the social relationships fostered in the environment. They 

found that individuals form preferences for places even without the social interaction 

usually inherent in the concept of place.  
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2.4.2 Attachment to the Social Place 

 Several scholars have identified the social aspect of place attachment. Following 

this line of thought individuals not only become attached to the physical aspects of an 

environment, but also to the social actors (other individuals) and interpersonal 

interactions that occur within a setting. Some researchers have maintained that social 

bonds may be equal if not greater than physical attachments to a place (Cooper-Marcus 

1992; Hidalgo and Hernandez 2001).  

 Hidalgo and Hernandez (2001) conducted a study investigating types of 

attachment (physical and social) and spatial range (house, neighborhood and city). Their 

purpose was to investigate both the social and physical elements of place across 

differing types of spatial ranges in regards to scope of the place. They found that social 

bonds were stronger in all three levels of place, highlighting the importance of the 

social environment in place attachment. 

 A review of neighboring literature revealed the importance of the social 

component when individuals evaluate their neighborhoods (Unger and Wandersman 

1985). Davidson (1979) investigated the social networks of neighborhoods and found 

that these relationships benefited both the individual and the community as a whole.  

 Human drama is another metaphor for understanding social interaction in a 

given environment. Sarbin (2005) advanced the identity creation argument to include 

the importance of an individual’s participation in social dramas. His focus was on the 

places in which these dramas occur, such as the ‘scene’ or ‘stage’ (i.e., environment). 
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He provided accounts of emotional attachments that provided support for the inclusion 

of interpersonal relationships with certain places in the formation of self identity. 

 Milligan (1998) used an interactionist-based theory to investigate the role of the 

built environment on social life in a coffee house. He found that the human interaction 

itself bestows meaning unto a place and these interactions create place attachments. 

Therefore the meanings that are infused in an environment through social interactions 

decrease the substitutability of one place to another. 

 In a study of place attachment in Israel, Mesch and Manor (1998) confirmed the 

presence of social attachment. They found that the number of close friends and 

neighbors and the strength of these relationships determined the level of place 

attachment. In sum, the social component of place attachment has received continued 

support in recent research studies. Next, the dimensions of place attachment are 

discussed.  

2.5 Dimensions of Place Attachment 

Place attachment has been both theorized and empirically supported to be 

composed of several dimensions. Traditional research on place attachment has 

consistently found two dimensions: place identity and place dependence (Williams et al. 

1992). Recent inquiries into the nature of place attachments have revealed the 

multidimensional nature of the construct, adding affective and social components to the 

construct (Jorgensen and Stedman 2001; Kyle, Graefe and Manning 2005). Support for 

the dimensions of affective attachment (Jorgensen and Stedman 2001; Kyle, Mowen 

and Tarrant 2004; Kyle, Graefe and Manning 2005), place identity (Proshansky, Fabian 
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and Kaminoff 1983; Kyle, Graefe and Manning 2005), place dependence (Jorgensen 

and Stedman 2001; Kyle et al. 2004) and social bonds (Milligan 1998; Jorgensen and 

Stedman 2001; Hidalgo and Hernandez 2002; Kyle, Mowen and Tarrant 2004; Kyle, 

Graefe and Manning 2005) has been found in recent empirical studies. Each dimension 

is defined and reviewed in detail with regards to the extant literature. 

2.5.1 Place Identity 

The broadest and most established dimension of place attachment is the concept 

of place identity. It has been researched extensively (Jorgensen and Stedman 2001; 

Hidalgo and Hernandez 2002; Stedman 2002; Uzzell, Pol and Badenas 2002; Kyle et al. 

2003; Kyle, Absher and Graefe 2003; Kyle et al. 2004; Kyle et al. 2004; Kyle, Mowen 

and Tarrant 2004; Knez 2005) and is included in most conceptualizations of place 

attachment. The notion of identity is an internal subjective concept of one’s self as an 

individual (Knez 2005). Place identity can be viewed as a substructure of the global 

construct of social identity or a person’s physical world socialization. Place identity is 

considered to be a crucial component in development of an individual’s place 

attachment. The early conceptualization of place identity defined the construct as:  

“…a substructure of the self-identity of the person consisting of broadly 
conceived cognitions about the physical world in which the individual lives. 
These cognitions represent memories, ideas, feelings, attitudes, values, 
preferences, meanings, and complexity of physical settings that define the day-
to-day existence of every human being”(Proshansky, Fabian and Kaminoff 
1983). 
 

Place identity is the connection between the self and a particular setting that consists of 

a collection of “memories, interpretations, ideas and related feelings about physical 
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settings as well as types of settings” (Proshansky, Fabian and Kaminoff 1983). Not all 

environments have a strong link with a person’s self identification process, however 

individuals often identify with places which reflect their own identities (Kyle, Mowen 

and Tarrant 2004). Proshansky, Fabian and Kaminoff (1983) extended traditional self-

theories, which focused on the social contact between a child and an adult, to include 

important objects and places which have importance in the formation of an individual’s 

identity. The environmentally based connections are viewed as the ‘environmental past’ 

of the individual, where the past consists of the properties of place that have supplied 

biological, psychological, social and cultural needs of that individual (Proshansky, 

Fabian and Kaminoff 1983). 

 Place identity serves the purpose of helping individuals maintain their self-

identity. Proshansky et al. (1978) identifies three major dimensions of place identity 

subsumed from existing self-identity theory; cognitive-descriptive, affective-evaluative 

and setting and object requirement dimensions.  

The first dimension cognitive-descriptive is the substantive and content aspect of 

place identity. It includes images and memories of places, conceptions and beliefs 

regarding the color, size, distance and other attributes of the physical space and the 

conscious beliefs and expectations of where, when and why to use a particular place 

(Proshansky, Fabian and Kaminoff 1983). 

 The second dimension, affective-evaluative, refers to expectations, feelings and 

preferences regarding a particular place. Preferences for aesthetic elements such as 

colors, lighting, sound, shapes and design are salient in this dimension. These elements 
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are evaluated individually as well as in combination within a “real setting”. This 

dimension is exemplified in common expressions such as “my favorite table” and “my 

type of restaurant”. 

 The final dimension proposed by Proshansky (1978) encompasses settings and 

object requirements. This dimension identifies the individual as an “actor” in a physical 

setting. For any role an individual may play the physical setting related to the role is 

represented by expectations, beliefs, ideas and feelings about a setting. This dimension 

can be understood when disconnects between role and setting appear, such as 

physicians practicing out of strip malls and wedding receptions being held in school 

conference rooms (Austin 2004).  

Place identity is similar to other cognitive functions in that it influences what 

individuals see, think and feel in varying encounters with the physical environment 

(Proshansky, Fabian and Kaminoff 1983). Place identity, as such, can be expressed in a 

series of functions that help an individual maintain their self-identity. These cognitions 

serve as a “physical environment database” allowing individuals to retrieve information 

relevant for making physical setting evaluations. The first two functions serve as a 

diagnostic tool for identifying the nature, value and relevancy of a physical setting.  

The first diagnostic function is the recognition function, serving as a 

comparative tool for evaluating changing environments. This function identifies past 

experiences as a crucial component in evaluating the current environment. The first step 

in this process is an evaluation of familiar and unfamiliar elements in an environment. 

The individual judges and assesses the current environment against their 
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“environmental past”. These assessments protect an individual’s self-identity by 

providing stability and consistency across time and setting. If stability and consistency 

foster a validation of self-identity, then radical changes or differences in the physical 

environment may threaten this identity. Lifton (1961) found that American prisoners of 

war in Japan lost a sense of their personal identity when they were removed from 

familiar settings. Proshansky et al. (1983) identified a more common threat which 

occurs when individuals are uprooted from their homes or neighborhoods and relocated 

elsewhere. In this sense relocation creates a sense of loss and instability that threatens 

the self concept. In the context of the current research, a drastic change in a service 

environment may hinder an individual’s security, confidence and satisfaction in using 

the service provided. Also, when these dramatic changes occur individuals must 

reevaluate the environment and try to form new bonds. 

The second function is the meaning function, which focuses on the primary 

purpose of an environment and the design, objects, facilities, other individuals and 

related activities that enhance that purpose. According to Proshansky et al. (1983), this 

function allows a deeper level of understanding of the environment, “to a much higher 

level of attributed meaning; which goes beyond recognition and familiarity with a 

physical setting in that it establishes its purpose, its properties and what is to go on 

there” (p 68). This function provides a map or guide as to what role an individual can 

play in specific environments. 

The two diagnostic functions previously mentioned serve to identity and assess 

how well an environment matches a person’s identity, however when a discrepancy 
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occurs diagnostics are inadequate to maintain one’s self-identity. In order to maintain 

self-identity the next two functions discussed are problem-solving in nature. The 

problem-solving nature of these functions allows individuals to effect changes in the 

environment that will ultimately bring the setting and his/her self-identity closer 

together. The first problem-solving function is expressive-requirement. This function 

has two components: individual tastes and preferences for a setting and control over the 

requirements needed to occupy a particular place. 

First, tastes and preferences include elements such as design, color, levels of 

light, complexity and space available. This aspect of the expressive-requirement 

function occurs when there is adisconnect among preferences and the actual physical 

environment elements available. The expressive-requirement function operates when 

individuals attempt to personalize places to meet their preferences for specific 

environmental elements (Proshansky, Fabian and Kaminoff 1983). 

Second, the expressive-requirement function operates as a control of 

requirements needed in order to occupy and use a particular place. According to 

Proshansky, “requirements represent more fundamental characteristics of a setting 

which are needed in order to carry out the activities meant to go on in that setting and 

thereby realize its purpose” (1983 p.70). These requirements are elements such as 

furniture, space, equipment and levels of light needed to perform in a built environment 

such as classrooms, hospitals, work spaces and restaurants.  

The next problem-solving function identified by Proshansky et al. (1983) is the 

mediating change function. This function also operates in two ways. First, individuals 
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develop skills that are used to actually change the environment in accordance with his 

or her identity. The second set of skills required involves understanding and influencing 

the behaviors of others in an environment. This involves knowing the appropriate range 

of behaviors learned through socialization and having the ability to express and 

communicate one’s desires and preferences in order to change the environment. 

After Proshansky’s seminal work on place identity, Twigger-Ross and Uzzell 

(1996) reconceptualized place identity using Breakwell’s identity process model (1986, 

1992, 1993) consisting of four principals: distinctiveness, continuity, self-esteem and 

self-efficacy. Breakwell’s identity model is used as a framework for examining place 

and identity. The first principal, distinctness, focuses on an individual’s desire to be 

unique. Twiggler-Ross and Uzzell (1996) reference research that shows how individuals 

differ in self-perception when they are “city” versus “rural” citizens. This distinctness 

can be transferred to the type of establishments individuals choose to patronize. The 

second principal, continuity, is the desire to maintain one’s self-identity over time and 

setting. Self esteem, the third principal refers to a positive feeling of oneself or the 

group that one associates with. For example, patronizing an upscale establishment can 

create feelings of pride and worth in an individual. Finally, self-efficacy, the belief that 

an individual can meet situational demands, is maintained when the environment does 

not hinder the individual’s functioning within that environment (Twigger-Ross and 

Uzzell 1996). 

Several studies have investigated the effects of place-identity as an individual 

construct and as a dimension of the overall construct of place attachment. Findings have 



 

 24

found relationships between place identity and environmental perceptions (Jorgensen 

and Stedman 2001; Kyle et al. 2004; Kyle et al. 2004); involvement and identity (Kyle 

et al. 2003); visitation and identity (Backlund 2003); and identity and place related 

distinctness (Knez 2005). 

2.5.2 Place Dependence 

Place dependence has received less attention in past empirical studies of place 

attachment, but is becoming a more established dimension in current research. Place 

dependence refers to the emotional bonding to a site that decreases the perceived 

substitutability of other sites (Milligan 1998). According to Stokols and Shumaker 

(1981), place dependence is the perceived strength of association between him or 

herself and specific places. This dependence involves a process of evaluating current 

outcomes with outcomes that would have been obtained by selecting alternative options. 

Jorgenson and Stedman (2001) define place dependence as a concern for “how well a 

setting serves goal obtainment given an existing range of alternatives (how does this 

setting compare to others for what I like to do?)” (p. 234). This definition of place 

dependence is used for the purposes of this study.  

Place dependence differs from other forms of attachment in that it can be viewed 

as negative to the extent that it limits the achievement of valued outcomes. For example, 

all options may be negative, but the chosen option may be the best choice among bad 

alternatives (Jorgensen and Stedman 2001). Also, the strength of dependence may be 

based on functional goals rather than on affective evaluations.  
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Place dependence is derived from a transactional view that suggests people 

evaluate places against alternatives. From this view people evaluate places according to 

how well those places meet their functional needs (Backlund 2003). Past experiences 

help individuals evaluate alternative environments, can increase place 

dependence(Vaske and Kobrin 2001). Two types of evaluations are made when 

determining place dependence (1) the quality of the current place; and (2) the quality of 

the relative alternatives. Support for this dimension has been found in regards to place 

function (Kyle, Mowen and Tarrant 2004); visitation and past experience (Backlund 

2003) and place attachment model development (Jorgensen and Stedman 2001; Kyle, 

Graefe and Manning 2005). 

2.5.3 Affective Attachment 

Affective attachment has been alluded to, but few studies in environmental 

psychology have explicitly investigated this dimension of place attachment. Jorgenson 

and Stedman (2001) conceptualized affective attachment as an emotional bond with 

particular setting. Bagozzi, Gopinath and Nyer (1999), categorize affect as an 

encompassing category wherein emotions and mood reside. Others have defined affect 

as valenced feeling states, including emotions and moods (Cohen and Areni 1991). 

Tuan (1977) suggested that emotions link all human experiences, referring to 

experiences as encounters with the physical world.  

Though less developed than the previously discussed place attachment 

dimensions, there has been some empirical evidence supporting the affective dimension. 

In his work investigating college students’ attachments to a coffee house, Milligan 
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(1998) found that emotional attachments were prevalent and emerged from interaction 

with the environment. Jorgenson and Stedman (2001) studied lakeside vacation home 

owner’s attachment to their homes, finding the affective component had a higher mean 

rating as compared to other dimensions of place attachment. Finally, Kyle, Mowen and 

Tarrant (2004) and Kyle, Graefe and Manning (2005) found support for an affective 

dimension when studying place attachment and motivation. Even with a scant amount 

of empirical evidence to support affective attachment, this construct has been typical 

been measured indirectly (Kyle, Graefe and Manning 2004). Further research is needed 

to develop this dimension of place attachment. 

2.5.4 Social Bonds 

The final dimension of place attachment is the social bonding and interpersonal 

relationships that occur in places. Low and Altman (1992) have highlighted the social 

dimension of place attachment, noting: “places are repositories and contexts within 

which interpersonal, community and cultural relationships occur, and it is to those 

social relationships, not just place qua place, to which people are attached” (p.7). The 

importance of social bonds in places has been investigated by several scholars. Studies 

have found that social involvement with friends and kin is one of the most consistent 

and significant sources of place attachment (Guest and Lee 1993).  Milligan (1998) used 

an interactionist perspective to investigate the social dimension of place. He identified 

two new concepts in the social bonding process; interactional past and interactional 

potential. The interactional past is defined as “ the past experiences associated with a 

site, or , in a word ‘memories’ and interactional potential as the features or attributes of 
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a place that shape, constrain and influence activities that are perceived as able to happen 

in a place.  

When comparing social and physical bonds to the environment, Hidalgo and 

Hernandez (2001) found that social bonds were greater than physical attachments across 

several spatial settings. Mesch and Manor (1998), found that the number and strength of 

relationships fostered in an environment has an impact on place attachment. In a study 

of environmental memories, Cooper-Marcus (1992) suggested that the social 

involvement of family, friends and community are equally if not more important than 

physical place alone. For purposes of this study the social environment is posited to be 

an important dimension of place attachment and is integrated in the conceptualization of 

place attachment. Specifically, employee customer relationships are investigated as 

potential social bonds to the environment. 

2.6 Summary of the Place Identity Dimensions 

 Research on the four place attachment dimensions can be summarized as 

follows: 

Place Identity 

• Place identity is the incorporation of place into the larger concept of 

self. 

• Three dimensions of place identity are proposed based off of self-

identity theory; cognitive-descriptive, affective-evaluative, object 

and requirements. 
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• Four functions of place identity are discussed; recognition, meaning, 

expressive-requirement and mediating change. 

• Place identity is affected by involvement and leads to higher levels of 

place attachment. 

Place Dependence 

• Place dependence is a determination of the functionality of a given 

space relative to alternative place options. 

• Place dependence increases over time and experiences with a place. 

Affective Attachment 

• Affective attachment explores emotional responses in physical 

settings. 

• Further research is needed to develop this dimension of place 

attachment. 

Social Bonding 

• Social bonding refers to the relationships between people that are 

fostered in places. 

• Social bonds have been found to be equal to if not greater than the 

bonds with physical elements in an environment. 

 2.7 Attitudinal Nature of Place Attachment 

This section investigates place attachment as an attitude, providing a framework 

in which to categorize the dimensions of place attachment. According to Low and 

Altman (1992), several conceptualizations of place attachment consist of three 
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components; affect (emotional), cognition (knowledge and beliefs) and conative action 

(behaviors intentions). This framework illustrates an attitudinal approach to study of 

spatial settings, suggesting place as an attitude object (Jorgensen and Stedman 2001). 

Fishbein and Ajzen(1975) define an attitude as a response to an exogenous object, 

where for purposes of this study service setting (place) is considered the attitude object. 

Figure 2.1 illustrates the Rosenberg and Hovland (1960) three component model of 

attitude, provides a framework for investigating the multidimensionality of the place 

attachment construct. In addition, examining place attachment as an attitude assists in 

the development and testability of the effects of a service environment model (stimulus) 

on satisfaction, quality and place attachment (organism) and the subsequent effect on 

behavioral intentions (response).  

 

 

 

 

 

 

 

 

Figure 2.1: The Three Component View of Attitudes 
Source. Rosenberg, M.J. & Hovland, C.I. (1960). Cognitive, affective 
and behavioral components of attitudes. In C.I. Hovland * M.J. 
Rosenberg (Eds.) Attitude organisation and change: An analysis of 
consistency among attitude components. New Haven, Conn.: Yale 
University Press. (p. 5). 
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 A person’s feelings toward and evaluation of an object represents the affect 

component; a person’s knowledge, beliefs and thoughts about an object characterize the 

cognitive component; and the behavioral intentions and actions in the presence of the 

object denote the conative component (Fishbein and Ajzen 1975). Previously thought of 

as an unidimensional construct, place attachment has been empirically supported as a 

multidimensional phenomenon (Hidalgo and Hernandez 2001; Jorgensen and Stedman 

2001; Kyle, Graefe and Manning 2005). However, few studies have attempted to test all 

four of the dimensions of place attachment simultaneously.  

Several scale development efforts have tested the dimension of place 

attachment, but until recently few have taken an attitudinal approach to the construct. 

Following the empirical work of Jorgenson and Stedman (2001) and Kyle, Mowen and 

Tarrant (2004), place attachment is conceptualized to consist of four dimensions which 

can be categorized in an attitudinal framework. Using the three component model of 

attitude, each dimension of place attachment corresponds to each attitude component of 

the model as follows,  

• affect: affective attachment  

• cognitive: place identity (identity has been conceptualized as a cognitive 
process)  

 
• conative: place dependence and social bonds, (these dimensions 

represent behavioral commitments to visit a site because it is better 
suited to fulfill a consumer’s goals or because of the interactions that are 
likely to occur within that place) (Kyle, Mowen and Tarrant 2004)  
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The dimensions of place attachment are shown in Figure 2.2. 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2: Attitudinal Framework for Place Attachment Dimensions 

2.8 The Proposed Model 

 Research on the importance of built environments, specifically place 

attachments, provides a basis for studying the effects of environmental factors on 

human-place bonding. Atmospherics are used in service offerings as tangible elements 

of the environment which produce emotional and cognitive responses in consumers. 

The proposed model presented in Figure 2.3 depicts the relationships between 

atmospheric environmental factors, satisfaction and quality, to place attachment and 

patronage intentions. The model has several unique aspects. First, it identifies place 
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attachment as a marketing relevant construct. Next, it extends previous atmospheric 

research by positing that as marketers we can foster place attachment through the built 

environment. The model also adds the place attachment construct to Mehrabian and 

Russell’s S-O-R model where attachment is viewed as another more advanced internal 

emotional response to the environment. The model also adopts a multidimensional view 

of place attachment and suggests that each atmospheric factor will either directly or 

indirectly (through quality and satisfaction) influence the dimensions of place 

attachment. 

 

 

 

 

 

 

 

 

 

 

Figure 2.3: Proposed Structural Model 
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hypotheses. Eighteen (18) hypotheses depicting the relationships in the proposed model 

are presented below: 

• H1: As ambient factor perceptions become more favorable, service quality 

evaluations will increase. 

• H2: As employee perceptions become more favorable, service quality 

evaluations will increase. 

• H3: As service quality evaluations become more favorable, place identity, 

place dependence and social bonds will increase. 

• H4: As ambient factor perceptions become more favorable, customer 

satisfaction will increase. 

• H5: As employee perceptions become more favorable, customer satisfaction 

will increase. 

• H6: As customer satisfaction becomes more favorable, place identity, place 

dependence, social bonds and affective attachment will increase. 

• H7: As the design perceptions of an environment become more favorable, 

place identity will increase. 

• H8: As the design perceptions of an environment become more favorable, 

place dependence will increase. 

• H9: As the design perceptions of an environment become more favorable, 

affective attachment will increase. 
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• H10: There is a direct positive relationship between the place identity, place 

dependence, social bonds and affective attachment dimensions and 

patronage intentions. 

• H11: Involvement will strengthen the relationships between quality and 

place identity, place dependence and social bonds. 

• H12: Involvement will strengthen the relationship between satisfaction and 

place identity, place dependence and social bonds. 

2.9.1 Environmental Factors 

 The concept of physical environments within the marketing discipline was first 

introduced by Kotler in 1973. He referred to the study of the place concept in marketing 

as atmospherics. It has been maintained that the physical environment influences 

emotional responses in individuals. These emotional responses are approach/avoidance 

behaviors identified in the stimulus-organism-response (S-O-R) framework created by 

Mehrabian and Russell (1974). This framework illustrates how the physical 

environment influences individual’s internal states and in turn approach/avoidance 

behaviors (see Figure 2.4). The proposed model extends the S-O-R framework by 

including place attachment as an emotional response to the environment (organism). 

 Numerous studies in marketing have supported the relationships identified by 

the S-O-R model (Baker et al. 1992; Donovan and Rossiter 1982; Darden, William and 

Schwinghammer 1983). Retailing and services research has followed the model where 

the physical environment of a store acts as the stimulus, which influences consumer’s 

evaluations (organism) and in turn influences approach/avoidance behaviors (response). 
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Figure 2.4: The Mehrabian-Russell Stimulus-Organism-Response Model 
 Source: Mehrabian, A. and Russell, J. A. (1974), An Approach To 
Environmental Psychology, Cambridge, Mass MIT Press, p.8 
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level and tend to be non-visual elements of the environment such as temperature, music, 

lighting and scent. Finally, the social factor is the people component of the 

environment. It consists of both employees and other customers in the environment. 

This dimension includes the number, appearance and behaviors of persons within the 

environment (Baker 1987). For purposes of this research only employee evaluations are 

considered. Previous research has shown employee perceptions affect service 

evaluations (Baker et al, 2002; Shao, Baker and Wagner, 2004) and therefore are used 

as the ‘social’ dimension in the research presented in Chapter IV. 

2.9.2 Service Quality and Customer Satisfaction 

Service quality and satisfaction have been found to influence place attachment. 

For purposes of this study consumer evaluations consist of and quality and satisfaction 

evaluations. This study will focus on the role of evaluations on the more subconscious 

and behavioral elements of the environment. The ambient and social elements of the 

environment are posited to have indirect paths to place attachment through quality and 

satisfaction. Design elements, discussed later, are at the forefront of consciousness and 

therefore are not posited to be indirectly related to place attachment, but instead are 

represented as direct relationships. For this reason only ambient and social elements are 

hypothesized to exist in this indirect relationship. Due to the less visual nature of 

ambient factors, internal evaluations are most likely to mediate the relationship between 

these factors and place attachment. Social factors are evaluations of employees, 

including their appearance and service, these perceptions are also thought to be 
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mediated by internal evaluations in relation to place attachment. Indirect paths via 

quality and satisfaction to place attachment are developed below  

Service quality has been researched extensively (Bitner and Hubbert 1994; 

Brady and Cronin 2001; Cronin and Taylor 1992; Parasuraman, Zeithaml, and Berry 

1988). Service quality is related to a consumer’s evaluation of the service encounter 

(Rust and Oliver 1994; Cronin and Taylor 1994). It is defined as “the consumer’s 

overall impression of the relative inferiority/superiority of the organization and it 

services” (Bitner and Hubert 1994, p.77). Quality has been defined by some as a purely 

cognitive function (Oliver, 1993) 

Cognitions play a crucial role in how consumers perceive physical environments 

(Zeithaml 1988; Mehrabian and Russell 1974). Perceptions stem from information 

processing and inference theories (Bettman 1979). Perception is the process of 

becoming aware of the stimuli in our surroundings (Canter 1983).  Cognitions rely on 

knowledge and beliefs which in turn are transformed into meaningful evaluations. There 

has been some confusion as to the difference in perception and cognition. Cognition can 

be viewed as “knowing in the broadest sense, including sensation and perception” 

(Canter 1977). As individuals the perceptions we have of the physical environment 

influence the inferences or cognitions we make about the organization (Baker 2002). 

Several studies have found support for the use of cues in influencing cognitive 

responses in consumers (Baker, Grewal and Parasurman 1994; Bitner 1990; Grewal and 

Baker 1994). Bitner (1990) found that physical environment appearance can influence 

how consumers perceive the causes of service failures. Baker, Grewal and Parasuraman 
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(1994) found that prestige versus discount ambient conditions influenced perceptions of 

merchandise quality and service quality.  For example, Baker et al. (2002) and Baker 

(1987) found that consumers use cues (physical) to make inferences about price, service 

quality and product quality. It is thus hypothesized: 

• H1: As ambient factor perceptions become more favorable, service quality 

evaluations will increase. 

• H2: As employee perceptions become more favorable, service quality 

evaluations will increase.  

This conceptualization emphasizes the predominately cognitive process of 

making service performance appraisals. Oliver (1993) has conceptualized quality as a 

purely cognitive evaluation. Following this logic, the more cognitive and behavioral 

aspects of place attachment should correlate with service quality, thus 

• H3: As service quality evaluations become more favorable, place identity, place 

dependence and social bonds will increase. 

 Satisfaction has been the focus of an enduring stream of research in the 

marketing and services literatures (Oliver 1977, 1980, 1981; Rust and Oliver 1994). In 

fact, “customer satisfaction is at the heart of all marketing activities” (Machleit and 

Mantel 2001, 97). The word satisfaction comes for the Latin words satis (enough) and 

facere (to do or make). Satisfaction according to Oliver (1997) “can be likened to an 

individual pursuit, a goal to be attained from the consumption of products…” (Oliver, 

1997, p. 10). 

Oliver’s (1997) reasons for why consumers want to be satisfied are: 
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• “Satisfaction itself is a desirable end state of consumption or 

patronization; it is a reinforcing, pleasurable experience” (Oliver 1997, p. 

10). 

• “It obviates the need to take additional redress actions or to suffer the 

consequences of a bad decision” (Oliver 1997, p. 10). 

• “It reaffirms the consumer’s decision-making process” (Oliver 1997, p. 

10). 

Difficulty arises when trying to define satisfaction due to the many and 

sometimes differing definitions of satisfaction. Also, there is confusion as to the 

differences in satisfaction and quality. Many consumer researchers define satisfaction in 

terms of a process (Oliver 1997). Oliver offers a definition based on the current 

theoretical and empirical evidence to date:  

“Satisfaction is the consumer’s fulfillment response. It is a judgment that a 
product or service feature, or the product or service itself, provided (or is 
providing) a pleasurable level of consumption-related fulfillment, including 
levels of under or over fulfillment” (Oliver 1997, p. 13). 
 

According to Naumann and Jackson (1999) “at the most basic level, value from 

a customer's perspective is the ratio of benefits to outlays. However, because customers 

can seldom determine objectively either the benefits or the outlays, it is their 

expectations and perceptions of these factors that are most important” (Naumann and 

Jackson, 1999, p74). More components of satisfaction are being added to many models 

trying to predict satisfaction. For example, models of satisfaction now include the role 
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of affect in the satisfaction response (Oliver 1980; Tse and Wilton, 1988) and emotions 

have been shown to influence satisfaction in many studies (Oliver 1980; Westbrook and 

Oliver 1991; Mano and Oliver 1993). 

By providing cues to consumers the service environment creates feelings and 

evaluations for consumers. The physical environment has been found to influence two 

types of internal states within an individual; affective and cognitive evaluations 

(Mehrabian and Russell 1974). In regards to affective evaluations Ittleson (1973 stated 

that: “The first level of response to the environment is affective” (p.16). Affective 

evaluation is a judgment of something as attractive, likable, pleasant, etc… (Russell and 

Snodgrass 1987). The affective evaluation is determined via individual’s emotional 

responses to an environment. The service environment literature suggests that factors of 

the service environment have a relationship with evaluations of the environment (Baker 

et al. 2002; Shao, Baker and Wagner 2004), Bitner (1992) found support for the 

environment and satisfaction relationship along with Wakefield and Blodgett (1996). 

Empirical evidence has supported the link between ambient and social factors to 

customer satisfaction in a study of casino environments (Lucus 2003) The evaluations 

of physical and social elements of a neighborhood have been found to be related to 

satisfaction (e.g., Handal, Barling and Morrissy 1981; Marans and Rodgers 1975; 

Morrissy and Handal 1981). It is thus hypothesized that 

• H4: As ambient factor perceptions become more favorable, customer 

satisfaction will increase. 
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• H5: As employee perceptions become more favorable, customer satisfaction will 

increase. 

Swan, Trawick and Carroll (1980) defined satisfaction as consisting of two 

dimensions; (1) judgment of product and service performance and (2) affect toward the 

product or service. Satisfaction thus consists of both cognitive and affective components 

and is theorized to relate to both the cognitive and affective dimensions of place 

attachment. In the place attachment literature, satisfaction was found to be related to the 

cognitive attributions made about a setting (Lee 2003). Satisfaction was also found to 

have a correlation with place attachment in general (Lee 2003), therefore:  

• H6: As customer satisfaction becomes more favorable, place identity, place 

dependence, social bonds and affective attachment will increase. 

2.9.3 Design Perceptions 

 Design factors tend to influence people at a more conscious level of awareness 

(Baker 1987), thus allowing for more direct links to attachment. Consumers can 

evaluate design cues which are hypothesized to lead directly to the more physical 

dimensions of place attachment (identity, dependence and affective attachment).  

Place identity is categorized as a cognitive component of place attachment. The 

expressive-requirement function of place identity involves relating to the environment 

based on individual’s tastes and preferences for particular design, color and space. As 

the cognitive evaluation of the environment becomes more inline with consumers’ 

tastes and preferences, consumers should find that they are able to better identify with 

the environment, thus: 
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• H7: As the design perceptions of an environment become more favorable, 

place identity will increase. 

Place dependence is a form of attachment in which individuals cognitively 

evaluate the environment in terms of functionally or assistance in goal obtainment, 

rather than focusing on affective evaluations (Backlund 2003). In a service context 

individuals evaluate the service setting, which in turn then helps in determining which 

service firms to patronize. It has been noted that the most important role of space is its 

ability to facilitate the goals of the people within (Canter 1983). The design elements of 

the environment include a functionality dimension, this functionality increases 

customers ability to function within an environment. The increase in design 

functionality helps in the facilitation of consumers’ task completion. Services that are 

perceived as better able to facilitate consumer’s goal obtainment will be chosen over 

alternative service establishments. It is thus hypothesized: 

• H8: As the design perceptions of an environment become more favorable, 

place dependence will increase. 

Design elements can also elicit emotional responses in consumers. The S-O-R 

model has been empirically investigated extensively in atmospherics research. Several 

studies have found support for the physical environment creating emotional or affect in 

consumers (e.g., Baker et al. 1992; Donovan and Rossiter 1982). The emotional 

response to an environment and more specifically design factors intuitively will create 

an affective response. Following this logic it is hypothesized: 



 

 43

• H9: As the design perceptions of an environment become more favorable, 

affective attachment will increase. 

 

 

 

 

 

 

 

 

 

Figure 2.5: Antecedents of Place Attachment 

2.9.4 Antecedent Summary 

 The hypothesized paths are illustrated in Figure 2.5. The model incorporates the 

construct of place attachment as an internal evaluation of the service setting along with 

quality and satisfaction. This portion of the model focuses on the antecedents of place 

attachments through indirect and direct links to place attachment. 

2.9.5 Patronage Intentions 

The consequences of place attachment are investigated through patronage 

intentions (see Figure 2.6). Mehrabian and Russell (1974) specify that approach is a 

willingness to move toward and explore an environment. Baker et al. (1992) suggest 

that store patronage intention is an approach behavior. Studies by Zeithaml, Berry and 

Design Factors

Ambient Factors

Employee 

Factors

Affective Attachment

Place Identity

Social Bonds

Satisfaction

Service Quality

Place Dependence

Stimulus Organism



 

 44

Parasuraman (1996) have found links between service evaluations and patronage 

intentions. Behavioral intentions have been linked to both service quality perceptions 

and satisfaction evaluations (Cronin and Taylor 1992). Results supporting the service 

quality to behavioral intention link were also found by Boulding, Kalra, Staellin and 

Zeithmal (1993). Zeithmal, Berry and Parasuraman (1996) found that service quality 

influences behavioral intentions and Cronin and Taylor (1992) found that service 

quality influences loyalty. In a study of hedonic services Wakefield and Blodgett (1994) 

found a direct link between satisfaction and patronage intentions.  

Place attachment itself has been linked both directly to behavioral outcomes and 

indirectly via mediated relationships. Place attachment literature has also recognized 

behavioral intentions, for example Kyle et al. (2004) found place attachment to be 

linked to behavioral loyalty. Another study by Kyle et al. (2003) found that place 

attachment influenced attitudes towards fees and spending preferences. Drawing on this 

evidence it is hypothesized: 

• H10: There is a direct positive relationship between the place identity, place 

dependence, social bonds and affective attachment dimensions and 

patronage intentions. 
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Figure 2.6: Consequences of Place Attachment 

2.9.6 Involvement 

 Involvement is investigated as a moderator of the relationship between quality 

and satisfaction evaluations and the place attachment construct. This investigation 

attempts to advance place attachment theory by examining under what conditions place 

attachment will be strongest. 

Involvement is related to the personal relevance attributed to the service by 

consumers (Celsi and Olson 1988; Zaichosky 1985). Relevance of a service is realized 

when the service facilitates goals and values desired by the consumer (Celsi and Olson 

1988). The higher the level of involvement and relevance the stronger the belief that the 

service in question can satisfy a consumer’s goals.  
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 Involvement has been linked to place attachment in several studies. For 

example, Kyle, Graefe, Manning and Bacon (2003) found support for involvement 

leading to place attachment among Appalachian Trial hikers. Lee (2003) found 

involvement to moderate quality and place attachment. As involvement with a service 

increases it is posited that consumer’s associative meanings or quality assessments of 

the service environment will increase the attachments formed in that environment. 

Following this logic it is hypothesized that: 

• H11: Involvement will strengthen the relationships between quality and 

place identity, place dependence and social bonds. 

• H12: Involvement will strengthen the relationship between satisfaction and 

place identity, place dependence and social bonds. 

 

 

 

 

 

 

 

 

 

 

Figure 2.7: Moderated Paths 
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2.9.7 Mediation 

Mediation is not set forth as a set of formal hypotheses, however its importance 

in the model is not overlooked. The theoretical underpinnings of the mediation 

relationships are discussed below. 

 Services researchers have found support for the positive relationships between 

environmental elements and service quality perceptions (Baker et al. 2002; Bitner 1992; 

Brady and Cronin 2001). For example, Bitner (1992) posited that the physical 

environment influences consumer attitudes towards the provider. There has been 

empirical support for the social factor → quality relationship (Shao, Baker and Wagner, 

2004). Stokols and Shumaker (1981) suggest that the degree to which a particular 

setting satisfies the needs and goals of an individual determines his or her judgment of 

its quality and this quality regulates the attachment to a place. Through cognitive 

processes quality should mediate perceptions of the ambient and social environment and 

place attachment.  

Satisfaction has been researched in the area of attachment (Lee 2003), 

neighborhood studies (Ringle and Finkelstein 1991) and atmospherics (Wakefield and 

Blodgett 1994, 1996, 1991; Lucus 2003; Bitner 1990, 1992). It is proposed that the 

relationship between ambient factors and the place attachment dimensions will be 

mediated through customer satisfaction. The ambient factors of the environment lie at a 

subconscious level of awareness (Baker 1987) and therefore may not have direct links 

to place attachment, but instead will manifest itself with mediation through service 

quality and satisfaction evaluations. Satisfaction consists of both cognitive and affective 
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components and will therefore provide a mediated link for the path from ambient 

factors to place identity, place dependence, social bonds and affective attachment.   

Social factors are also posited to be mediated through satisfaction. Employees 

are a part of the environment and are thus evaluated by consumers in a similar manner 

as other physical elements (Baker et al. 2002; Baker 1987). However, they are not 

evaluated at the same conscious level as design elements. The effects of employee 

perceptions may only manifest itself in a mediated relationship where satisfaction 

accounts for the attachment formed. For this reason, satisfaction then should mediate 

the relationship between social perceptions and place attachment.  

2.10 Summary 

This chapter provided a review of relevant literature for the proposed study. A 

conceptual model was presented along with literature supporting formal hypotheses 

specifying the direct and indirect relationships among the constructs along with 

moderating and mediating relationships. The next chapter investigates place attachment 

as a multidimensional construct by conducting a scale development. Procedures and 

results of the scale creation are discussed.  
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CHAPTER III 

SCALE DEVELOPMENT  

 

This chapter discusses the methods employed and the results of two studies 

investigating the dimensionality of place attachment. The purpose of this chapter is to 

act as a guide for the reader, providing a detailed account of the design issues pertinent 

to the scale development and validation. The procedures for testing the 

multidimensionality and psychometric properties of the proposed place attachment scale 

are presented in Study 1. Study 2 provides a validation of the place attachment scale.  

 3.1 Scale Development 

The place attachment scale was designed following the scale development 

paradigm proposed by Churchill (1979) and guidelines set forth by Gerbing and 

Anderson (1988), DeVellis (1991), Nunnally (1978) and Hair et al. (2006). The scale 

development procedure proposed by DeVellis (1991) is outlined in Figure 3.1. Each 

step in the scale creation process is discussed and analysis and results are given for each 

phase. The purpose of Study 1 was to determine the dimensions of place attachment and 

to create a reliable and valid scale to measure the construct. Competing models are also 

evaluated to determine the dimensionality of the place attachment construct.  
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Figure 3.1:  Scale Development Process 

3.1.1 Specification of the Domain of the Scale 

 The domain of the place attachment scale is first addressed in the definitions 

provided in the previous chapter. Specification of the scale domain provides boundaries, 

identifying what is included and what is excluded in the definition of the place 

attachment construct (Churchill 1979). The domain of the construct specifies what is to 

be measured and included in the construct. The place attachment construct is specified 

and defined based on the existing theory and extant literature. For purposes of this 

study, place attachment is defined as human-place bonding; the emotional bond 

between person and place, including attachments to both the physical and the social 

environments within a place (Low and Altman 1992). Based on place attachment 
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literature the construct includes several hypothesized dimensions discussed in detail in 

Chapter II; affective attachment, place identity, place dependence and social bonds. 

When considering the domain of a construct, the goal of the investigator to capture the 

entire range of the construct as defined. Items included in the measurement of the 

construct are discussed below. 

3.1.2 Item Generation 

 Item generation should capture the specified domain of the construct of interest 

as indicated in the previous section. Previous literature indicates how the construct has 

been defined and measured in the past and is taken into consideration when generating 

scale items (Churchill 1979). To begin, consumer focus groups were conducted in order 

to investigate the dimensions of place attachment and facilitate the generation of 

measurement items. A total of four focus groups consisting of 8 individuals each were 

conducted. Participants were asked to reflect on places to which they felt attached. The 

purpose of this investigation was to determine if the proposed dimensions of place 

attachment were recognized and consistent with individuals’ notion of place attachment. 

The proposed dimensions were consistent with the responses given by the focus group 

participants. Items were created from the verbatim responses gathered in the focus 

groups. In combination with the focus group results and an extensive literature review 

(Chapter II), multiple items were generated for each hypothesized dimension. 

Concurrently, items from existing scales (Kyle et al. 2005; Kyle Mowen and Tarrant 

2004; Jorgensen and Stedman 2001) were modified and added to the list of potential 

scale items. Experts were asked to review the items and make additional suggestions 
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based on the conceptual definition of the place attachment construct. Special attention 

was given to include reverse coded items in each dimension of the scale (Spector 1992). 

Finally, per the suggestion of DeVellis (1991), special consideration was given to the 

avoidance of lengthy items, double barreled questions, double negatives and ambiguous 

items.  

Providing multiple items has several benefits in scale development. The 

importance of generating multiple items is grounded in the conceptualization of 

measurement itself. Measurement by definition is the assignment of values to attributes 

(Nunnally 1978). Attributes are the focus of the measurement process because 

constructs such as place attachment are abstract in nature and cannot be measured 

directly (Nunnally 1978). According to Nunnally (1978) and Churchill (1979) multiple 

items have several benefits over single item measures. First, single items have such 

uniqueness that there is a tendency for low correlation with the attribute of interest and 

also spurious correlation with other attributes. Second, single items tend to have high 

levels of measurement error. Finally, single items categorize people into a small number 

of groups (Churchill 1979). Multiple item scales reduce these limitations by (1) 

averaging out item specificity, (2) reducing measurement error through combining 

items, and (3) producing finer distinctions among groups (Churchill 1979). 

 In accordance with Jacoby (1978) multiple items were generated to measure 

each of the proposed dimensions following the steps previously discussed (i.e., focus 

group, literature review, existing scales and expert review). The place attachment item 

generation began by listing as many items as possible for each dimension. The intent of 
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producing many items per dimension is to ensure that the entire domain of the construct 

is captured in the scale items. At this stage in the scale process redundancy of items is 

not a flaw but may help capture the entire specification of the construct (DeVellis 

1991).  A total of 50 items were generated. These items were then evaluated for face 

and content validity. 

3.1.3 Face and Content Validity 

Face and content validity of the initial 50 items were assessed using experts and 

peer review. Experts in the field of service environments (atmospherics), environmental 

psychology, consumer behavior and services marketing were used to evaluate the items 

and help in the addition and reduction of scale items (Hardesty and Bearden 2004, 

p103). In accordance with Malhotra (1981), the experts reduced the scale items while 

trying to maintain the conceptual specification of the construct domain. Each expert was 

provided with a definition of the construct and its dimensions and the extensive list of 

scale items already produced. The items were reviewed for clarity, conciseness and ‘fit’ 

within the sampling domain. The 50 initial items were reduced to 46 ranging from 9 to 

14 items per dimension. In order to prevent respondent fatigue less than fifteen items 

per dimension were maintained. 

3.2 Study 1: Scale Development 

3.2.1 Data Collection and Sample  

 Once the items were generated and face and content validity was assessed a 

questionnaire was created in order to test the place attachment construct. Data was 

collected via a “snowballing” technique proposed by Bush, Bush, and Chen (1991). 
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Trained interviewers were educated on the conceptualization of place attachment and 

were given instructions on data collection procedures. The remaining 46 items were 

used in a questionnaire regarding attachment to a restaurant (see Appendix A). Each 

item was presented in a Likert scale format on a scale from one to seven. Subjects were 

asked to think about a restaurant that they felt attached to and were fond of. 

Respondents provided a restaurant and a brief description as to why they felt attached 

and how long they had patronized the place. A scale to measure quality was introduced 

into this questionnaire in order to test the nomolgical validity of the measure once item 

purification and validity checks were complete. The quality measure used was a (one to 

seven) semantic differential scale with the adjectives poor/excellent inferior/superior 

low quality/high quality and low standards/high standards which was adopted from 

Brady and Cronin (2001). 

The respondents were screened by the interviewer to determine if they had an 

attachment to a restaurant. The respondents were those who had visited a restaurant 

more than 3 times. Familiarity has been found to contribute to place attachment and it is 

assumed that respondents form attachments over time. Therefore, it makes intuitive 

sense that a person would not be attached to place in which they had never visited or 

visited only a couple of times. Tuan (1977) described place attachment as complex 

associations that develop over time with repeated exposure to the environment.  

Contact information was collected for each respondent in order to ensure the 

data was genuine and that there were no duplicate respondents. Previous studies have 
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utilized this data collection technique (e.g., Brady and Cronin 2001, Cronin, Brady, and 

Hult 2000; and Taylor and Baker 1994.  

 Data collection yielded 262 usable questionnaires. Twenty percent of the 

respondents were contacted for verification purposes in order assure accuracy and 

genuineness of the completed surveys. The sample demographics for Study 1 are 

summarized in table 3.1. The sample was 44.5 percent male and 55.5 percent female. 

The age breakdown of the sample was eight percent under age 21, 34.2 percent 22 to 30 

years old, 29.3 percent 31 to 40 years old, 19 percent 41 to 55 years old and nine 

percent over 55 years old. The ethnic status of the sample was 55.9 percent Caucasian, 

14.1percent African-American, 15.6 percent Hispanic, 10.3 percent Asian American 

and 1percent Native American.  
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Table 3.1 Demographics of Scale Development Study 1 

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.2.2 Measurement Model  

Several steps were used in the assessment of the measurement model; 

exploratory factor analysis, item purification, overall fit indices, assessment of 

  
Sample Size (n)  263 
  
Age  

Under 21 years of age 8.0% 
22 to 30 years of age 34.2% 
31 to 40 years of age 29.3% 
41 to 55 years of age 19.0% 

           56 years of age and older            9.1 
  
Gender  

Male 44.5% 
Female 55.5% 

  
Ethnic Status  

Caucasian 55.9% 
African-American           14.1 
Hispanic 15.6% 
Asian-American 10.3% 
Native-American 1.1% 

           Other             .0 
  
Education  

High school graduate 12.2% 
Some college 43.7% 
College graduate 28.5% 
Some post graduate work             5.7 
Graduate degree .8% 

  
Income/Year  

$19,000 or less 12.6% 
$20,000 to $39,999 21.4% 
$40,000 to $59,999 21.0% 
$60,000 to $79,999            19.5 
$80,000 to $99,999 11.5% 
More than $100,000 14.1% 
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convergent and discriminant validity, evaluation of the measure’s reliability and 

nomological validity.  

3.2.3 Item Purification 

In order to explore the hypothesized dimensions, an Exploratory Factor Analysis 

(EFV) was run using the Principal Components extraction method with Varimax 

rotation. The results from the Exploratory Factor Analysis did not show any major need 

to re-develop the dimensions. All items loaded as predicted on the hypothesized 

dimensions.  

To further purify the measure a Confirmatory Factor Analysis on the forty-six 

items was performed using the Maximum Likelihood (MLE) in LISREL 8.45 in order 

to assess the psychometric properties of the scale developed in this study (Anderson and 

Gerbing 1988). Purification of the scale indicated that thirty-three (33) items were to be 

removed because they had significant residuals that did not exhibit any pattern 

signifying a need for re-specification to a different dimension. These items also did not 

meet the other fit criteria required to remain in the model. Thirteen items (13) were 

retained for the place attachment scale, which encompassed four dimensions; place 

identity, place dependence, social bonds and affective attachment (see Table 3.2) 
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Table 3.2 Final Place Attachment Items with Loadings 
  

Place Attachment Scale Items 
Factor 
Loadings 

  
Place Identity  
I identify strongly with this restaurant 0.52 
This restaurant is representative of who I am 0.80 
This restaurant is part of me 0.75 
  
Social Bonds  
I have a connection to the people in this restaurant 0.74 
The employees in this restaurant enhance my experience 0.56 
The relationships I have in this restaurant are important to me 0.79 
The people in this restaurant are like family 0.76 
  
Place Dependence  
This restaurant provides me with what I need better than other restaurants 0.64 
This restaurant is the best place for me to fulfill my needs 0.79 
I am committed to this restaurant because it gives me what I need 0.72 
This restaurant is the best alternative for my goals and needs 0.65 
  
Affective Attachment  
I feel happy in this restaurant 0.78 
I feel excited in this restaurant 0.83 

 
 

In order to test the validity and reliability of the place attachment construct the 

Gerbing and Anderson (1988) method for scale development was followed. First, 

unidimensionality of the construct and dimensions was assessed, then convergent and 

discriminate validity were determined and finally, reliability of the scale items was 

evaluated and finally, nomological validity was established. 

3.2.4 Unidimensionality  

Unidimensionality is defined as the existence of one construct underlying a set 

of item (Steenkamp and Trijp 1991). It is important to assess unidimensionality prior to 

evaluating reliability, since reliability assumes unidimensionality (Gerbing and 
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Anderson 1988). Unidimensionality is assessed using the LISREL overall model fit 

statistics. According to Hair et al. (2006) it is preferable to use multiple fit indices of 

different types.  

 Several model fit indices were used in the evaluation of the measurement 

model; chi-square, RMSEA, CFI, TFI. First, the chi-square statistic was used, which 

evaluates overall model fit by testing perfect fit between the model and the population 

data (null hypothesis). The chi-square statistic is an absolute fit measure, which is a 

measure of how well the specified model reproduces the observed data. It should be 

noted that the chi-square statistic does not evaluate the specified model verse alternative 

models (Hair et al. 2006). The measurement model had a significant chi-square which 

implies that the null hypothesis was rejected implying an imperfect model (chi-square= 

91.73, df 59, p<.00407). However, this was expected due the large sample size (n>200) 

as indicated by Marsha, Balla, and McDonald (1988) and Hair et al. (2006). The chi-

square is sometimes biased in regards to sample size and model complexity, so for this 

reason other indices are assessed. 

The root mean square error of approximation (RMSEA) measure was then 

evaluated. This measure attempts to correct for large samples and model complexity. 

RMSEA is a measure comparing the discrepancy between the sample and covariance 

including degrees of freedom. It is considered a badness-of-fit index where lower values 

indicate better fit with the data. The cutoff for RMSEA is somewhat unclear, for 

example Hair et al. (2006) note that <.10 is considered acceptable, where Hu and 

Bentler (1999) denote .08 or less. For this model the RMSEA was .046 which meets 
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both suggested cutoff criteria as well as the confidence interval (90%) for RMSEA was 

CI90% (.026 to .064). From these values it can be determined that the model has 

acceptable fit.  

Next, an incremental fit index was evaluated, Comparative Fit Index (CFI). CFI 

is one of the most widely used indices because of its robustness to model complexity. 

The CFI is considered an incremental index because it compares proportional 

improvement of the overall model fit compared to a baseline model. The closer the 

value is to 1 the better the fit. A value of .90 is considered acceptable and a value of .96 

or greater is considered a “good” fit (Hu and Bentler, 1999). Some suggest a value of 

.92 as acceptable (Hair et al., 2006). The CFI for the measurement model is .98 

suggesting a good model fit. 

Finally, the Non-Normalized Fit Index, also known as NNFI, which is similar to 

the CFI, was evaluated. Values approaching 1 signify “good” model fit. This index is 

useful when assessing the fit of complex models (Byrne 2000). The cut-off level 

identified by several authors is e NNFI ≥ .90 (Bentler and Bonnet 1980; Bentler 1992; 

Byrne 2000). The NNFI was .98 suggesting good model fit.  

Based on the results of the indices it is concluded that the measurement model in 

Study 1 has sufficient fit, which suggests unidimensionality. After assessing the model 

fit the next step in scale validation is the assessment of convergent and discriminate 

validity of the measures (Gerbing and Anderson, 1988). 

 

 



 

 61

3.2.5 Convergent Validity 

The next step in the construct validation process is the assessment of convergent 

validity. Convergent validity specifies that items that are indicators of a construct 

should share a high proportion of variance (Hair el al. 2006). Factor loadings are used to 

evaluate convergent validity. The factor loadings revealed support for convergent 

validity for the four dimensions of place attachment, as well as the quality construct. All 

loadings were greater than .50, the cutoff proposed by Hair et al. (2006), with most 

loadings exceeding .70. Furthermore, all items loaded on the specified latent variables 

and the t-values were significant (p < .01) providing more evidence of convergent 

validity. The factor loadings ranged from .52 to .86. Items with loadings less than .70 

can still be considered significant, but more of the variance in the measure is attributed 

to error (Hair et al. 2006). The significant t-values and high factor loadings give reason 

to conclude that the measures have convergent validity. 

3.2.6 Discriminant Validity 

 The next step in the construct validation process is the assessment of 

discriminant validity. Discriminant validity reflects the extent to which the measure is 

unique and not simply a reflection of other variables (Peter and Churchill 1986). Each 

dimension of place attachment should be unique and different from the other even 

though each reflects a portion of place attachment. There are several ways to evaluate 

discriminant validity. Average variance extracted is a common method of testing 

discriminant validity (Gerbing and Anderson 1988). Discriminate validity was 

evaluated using the average variance extracted (AVE) method outlined by Fornell and 
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Larker (1981). Average variance extracted (AVE) is a summary indicator of 

convergence with the equation for X with indicators x1, x2, ... , xn  

 
          Σ[λi

2]Var(X) 
AVE = ────────────  ,  

Σ[λi
2]Var(X)+Σ[Var(εi)] 

 
where λi is the loading of xi on X, Var denotes variance, εi is the measurement error of  

xi, and Σ denotes a sum (Fornell & Larker, 1981). The average variance extracted for all 

factors should be above the recommended cutoff of .50 (Fornell and Larker 1981). All 

constructs exceeded the .50 cutoff with the exception of place dependence (AVE=.49). 

However, the place dependence dimension was found to have adequate convergent 

validity based on its high factor loadings (>.50) (cf. Anderson and Gerbing 1988; Das, 

Handfield, Calatone and Ghosh 2000). Furthermore, the average variance extracted for 

each latent factor exceeded the respective squared correlation between factors, thus 

providing evidence of discriminant validity (Fornell and Larcker 1981). Construct 

reliabilities, average variances extracted, means, standard deviations, and correlations 

for all latent variables are identified in Table 3.3. 

3.2.7 Reliability 

The final step in investigating construct validity is to determine the reliability of 

the scale items. Reliability is the degree to which a set of indicators are internally 

consistent, the extent to which the instrument yields the same results on repeated trials 

Reliability is necessary but not sufficient for validity of a measure, even measures with 

high reliability may not be valid in measuring the construct of importance (Hair et. al 

2006). Reliable indicators should measure the same construct. A measure of internal 
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consistency or composite reliability is a composite alpha value. This value was used to 

assess the reliability of the four dimensions of place attachment and the quality 

measure. Construct reliability coefficients should all exceed the .70 lower limit (Hair et 

al. 1998). The alpha values for the place attachment dimensions and the quality measure 

(nomological construct) ranged from .74 to .91 (see table 3.3), well within the 

acceptable range to conclude good reliability.  

Table 3.3 Means, Standard Deviations, Correlations, and Measures of Reliability 
and Validity Among the Variables 

 
 

Note: α = construct reliability; AVE = average variance extracted; M = mean; SD = 
standard deviation All correlations are significant (p < .05) Square root of the AVE's are 
on the diagonal 
  

In conclusion, the purified place attachment measure was found to exhibit 

validity and reliability as indicated by the fit indices, validity checks and reliability 

values. Prior to addressing nomological validity the latent structure of the place 

attachment scale was investigated. 

3.2.8 Latent Structure 
 
 In previous research place attachment has been investigated as both a 

unidimensional (Hay 1998; Williams, Patterson, Roggenbuck and Watson 1992) and a 

 
Construct α AVE M SD 1 2 3 4 5  

1. Place Identity .74 .50 6.19 1.27 .70      

2. Social Bonds .81 .52 6.35 0.84 .50 .72     

3. Place Dependence .79 .49 5.80 1.42 .45 .38 .70    

4. Affective Attachment .78 .65 6.37 0.78 .42 .46 .50 .80   

5. Quality .91 .72 6.03 1.09 .37 .45 .20 .38 .85  
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multidimensional construct (Bricker and Kerstetter, 2000; Jorgenson and Stedman, 

2001; Kyle, Graefe and Manning 2005). In order to test the dimensionality of the place 

attachment measure, three competing models were compared following the work of 

Kyle, Graefe and Manning (2005); model (a), a single factor model with all thirteen 

items loading on one dimension (Figure 3.2); model (b), a second-order model with four 

first-order factors loading on a place attachment second-order factor (Figure 3.3); and 

model (c) a first-order, four factor correlated model (Figure 3.4); model used in the 

previous analysis).  

 To evaluate the competing models each model structure is compared to 

model(c), the model previously developed. Each of the fit statistics discussed above is 

evaluated against the null model shown in Table 3.4. The fit indices for model (a) single 

factor were chi-square= 587.15, df 65, p<.00000; RMSEA=.175; CFI=.78; NNFI=.74. 

The fit indices suggest that the single-factor model does not have good model fit. All 

model fit indicators are below the cutoffs discussed previously. Model (b) had indices 

of chi-square= 97.37, df 61, p<.00213; RMSEA=.048; CFI=.98; NNFI=.97. Model (a) 

has inferior fit, but the second-order model (b) had almost identical fit indices to the 

null model chi-square= 91.73, df 59, p<.00000; RMSEA=.046; CFI=.98; NNFI=.98. 

Both the second-order model and the four-factor model provided a plausible 

explanation of the structure of place attachment. However, based on the literature 

discussed in Chapter II, the four-factor model was retained even though both models 

offered valid structures for the place attachment construct.  
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Table 3.4 Comparative Model Fit  

Model 
Chi-
square 

Degrees 
of 

Freedom

Change in 
chi-square 
and (df) RMSEA CFI NNFI 

a: single 
factor  587.15 65 489.78(6)* 0.175 0.78 0.74 
b: 2nd order 97.37 61 5.64(2) 0.048 0.98 0.97 
c: null 91.73 59 Null 0.046 0.98 0.98 
*p<.01       

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3.2: Single Factor Model 
 
 
 

 
 
 
 
 

 

 
 
 

Figure 3.3: Second-Order Model 

Dependence Social BondsIdentity Affective 
Attachment

Place Attachment

I1 I2 D1I3 S1D4D3D2 S4S3S2 A2 A1

Dependence Social BondsIdentityIdentity Affective 
Attachment
Affective 
Attachment

Place Attachment

I1I1 I2I2 D1D1I3I3 S1S1D4D4D3D3D2D2 S4S4S3S3S2S2 A2 A2 A1A1

Place Attachment

I1 I2 D1I3 S1D4D3D2 S4S3S2 A2 A1

Place Attachment

I1I1 I2I2 D1D1I3I3 S1S1D4D4D3D3D2D2 S4S4S3S3S2S2 A2 A2 A1A1



 

 66

 

 
 
 
 
 
 
 

Figure 3.4: First-order, Four Factor Correlated Model 
 

3.2.9 Nomological Validity  

 Nomological validity is “the extent to which predictions based on the concept 

which an instrument purports to measure are confirmed” (Zaltman et al 1973). Theory is 

used to study the measure with related constructs. Predictions can include antecedents 

or consequences which are theoretically related to the construct in development. In 

other words, to show a measure has nomological validity, correlations between the 

measure and other related constructs should behave as expected in theory (Cadogan, 

Diamantopoulos, de Mortanges 1999). Nomological validity operates in a theoretical 

network where constructs predict other constructs. Nomological validity differs from 

other types of validity (i.e., convergent and discriminant) because nomological validity 

involves the assessment of relationships between measures of different constructs (Peter 

1981). The strength behind nomological validity is the "theory and the nature of the 

constructs investigated that determines whether empirical results support or invalidate 

measures in nomological validity" (Peter, 1981 p.142). 

Nomological validity was evaluated by drawing upon the theory and literature 

review discussed in Chapter II. Potential antecedents were considered as theoretical 
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constructs capable of providing a test of nomological validity. Quality has been 

investigated as an antecedent of place attachment in several studies. As noted in Chapter 

II, Stokols and Shumaker (1981) suggest that the degree to which a particular setting 

satisfies the needs and goals of an individual determines his or her judgment of its 

quality and this quality regulates the attachment to a place.  Quality has been studied in 

conjunction with place attachment by several authors where quality was found to have a 

significant relationship with place attachment (Lee 2003; Wickham 2000; Kyle et al. 

2000). The role of quality beyond a nomological check is investigated in more depth in 

Chapter IV.  

In order to test nomological validity in this study, quality should be positively 

related to the dimensions of place attachment. Nomological validity is assessed by 

investigating the hypothesized paths between quality and the four dimensions of place 

attachment. Prior to assessing nomological validity, the measure of service quality was 

evaluated following similar evaluations conducted on the place attachment scale during 

the measurement phase. The quality measure met all the requirements for convergent 

and discriminate validity. The t-values for the construct were significant along with 

adequate factor loadings. The AVE for quality was .72 well above the .50 cutoff and the 

construct reliability was .91 (See table 3.3). In order to support nomological validity the 

gamma parameters should be found to be significant at alpha .05, in order to support the 

links between the quality and the place attachment construct. The model fit should be 

assessed and found to be sufficient.  
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The gamma parameters were all found to be significant, so quality was found to 

be related to all dimensions of place attachment. The model fit was evaluated similar to 

the measurement model using the same indices; chi-squared, RMSEA, CFI, NNFI. The 

chi-square for the model was 30.42, df 115, p<.00000. The chi-square was found to be 

significant, however this was expected due the large sample size (n>200) (Hair et al. 

2006) The RMSEA was evaluated and found to be .08 which is within an acceptable 

range suggesting adequate model fit. The CFI was .94 and the NNFI was .93. These 

values were both above the .90 cutoff again suggesting adequate model fit (Hair et. al 

2006; Hu and Bentler 1999). Therefore, after evaluating the gamma parameters and the 

model fit indices nomological validity was supported for the quality → place 

attachment relationship. 

3.2.10 Conclusions 

 Following the Gerbing and Anderson (1988) scale development procedures, the 

place attachment measure was found to have four dimensions which produced a 

satisfactory model fit. One study cannot provide sufficient evidence of a valid measure. 

However, this study lays the foundation for the continuing process of construct 

validation. The evidence provided indicates the place attachment scale is a valid and 

reliable measure. Study 2 sets forth to validate this measure with a new sample.  

3.3 Study 2: Validation 

 Study 2 sets forth to replicate the scale produced in Study 1. The questionnaire 

developed in the previous study was administered to a set of new respondents. The 

purification step of the scale development process was not repeated, so only the retained 
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items were used in the questionnaire. The “snowballing” technique of interviewing was 

again used to obtain the data as discussed in the previous study. The goal sample size 

was 200 respondents. 

3.3.1 Sample 

Data collection yielded 199 usable questionnaires. Twenty percent of the 

respondents were contacted for verification purposes in order to assure accuracy and 

genuineness of the completed surveys. The sample demographics for Study 2 are 

summarized in table 3.5. The sample was 46.5 percent male and 53.5 percent female. 

The age breakdown of the sample was nine percent under age 21, 34.2 percent 22 to 30 

years old, 46.6 percent 31 to 40 years old, 28.1 percent 41 to 55 years old and four 

percent over 55 years old. The ethnic status of the sample was 55.9 percent Caucasian, 

14.1percent African-American, 15.6 percent Hispanic, 10.3 percent Asian American 

and 1percent Native American.  

3.3.2 Measurement Model 

 The measurement model was evaluated as described in Study 1. 

Unidimensionality, convergent and discriminate validity, reliability and nomological 

validity were all addressed. Unidimensionality was evaluated by the model fit. For this 

model the chi-square statistic was 215.25, df 109, p<.00000. As in the previous study 

the chi-square statistic was found to be significant probably due to the large sample size 

(Marsha, Balla, and McDonald, 1988). The other fit statistics were RMSEA=.07, 

CFI=.97, and NNFI=.96. All of these values were above the cutoff criteria specified in 

the previous study. Thus,it can be concluded that the Study 2 model has adequate fit. 
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Convergent validity was evaluated with t-values and factor loadings. All t-

values were found to be significant. All factor loadings were above the .50 cutoff 

specified by Hair et al (2006). 

 
Table 3.5 Demographics of Scale Validation Study 2 

 
   

Sample Size (n)   199 
  
Age  

Under 21 years of age 9.0% 
22 to 30 years of age 34.2% 
31 to 40 years of age 24.6% 
41 to 55 years of age 28.1% 

           56 years of age and older            4.0 
  
Gender  

Male 46.5% 
Female 53.5% 

  
Ethnic Status  

Caucasian 53/3% 
African-American           14.6 
Hispanic 18.6% 
Asian-American 8.5% 
Native-American .5% 

           Other             4.5 
  
Education  

High school graduate 12.6% 
Some college 48.2% 
College graduate 22.1% 
Some post graduate work             7.0 
Graduate degree 10.1% 

  
Income/Year  

$19,000 or less 14.3% 
$20,000 to $39,999 26.0% 
$40,000 to $59,999 18.9% 
$60,000 to $79,999            18.9 
$80,000 to $99,999 11.2% 
More than $100,000 10.7% 
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The factor loadings ranged from .51 to .90. All AVE values were above the .50 cutoff 

except for place dependence, which had a .46 AVE. However, as with the previous 

study the high factor loading suggests that place dependence has convergent validity.  

Discriminant validity was found when the average variance extracted for each latent 

factor exceeded the respective squared correlation between factors as shown in table 

3.6. Finally, the reliability of the constructs was evaluated. The reliabilities ranged from 

.77 to .82 above the lower limit cutoff suggested by Hair et al (1998). The measurement 

model for Study 2 was therefore found to be valid and reliable.  

 
Table 3.6 Means, Standard Deviations, Correlations, and Measures of 
Reliability and Validity Among the Variables 

 
 

 

 

 

Note: α = construct reliability; AVE = average variance extracted; M = mean; SD = 
standard deviation All correlations are significant (p < .05) Square root of the AVE's are 
on the diagonal 
 

3.3.3 Nomological Validity 

 As with the previous study quality was used as an antecedent construct in order 

to test the nomological validity of the construct. The construct again met all the 

convergent and discriminate validity tests. The factor loadings were significant, the 

AVE was .72 and the reliability of the construct was .91. The structural model was 

Construct α AVE M SD 1 2 3 4 5  

1. Place Identity .77 .53 2.41 1.66 .73    

2. Social Bonds .82 .55 3.25 1.68 .65 .74    
3. Place Dependence .77 .46 2.44 1.51 .40 .41 .68    
4. Affective Attachment .82 .70 5.83 1.21 .60 .51 .33 .84   
5. Quality .91 .72 5.90 1.24 .33 .30 .27 .37 .85  
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found to have marginal fit. The chi-square statistic was 325.44, df 115, p<.00000, which 

was significant but expected due to the sample size. All paths leading from quality to 

the four dimensions of place attachment were found to be significant. The other fit 

indices were RMSEA=.10, which is at the upper limit for adequate fit (Hair et al, 2006), 

the CFI=.93, NNFI=.91 which were both above the .90 minimum. The results yielded 

support for nomological validity.  

3.4 Conclusions 

 Study 2 provides a validation for the scale developed in Study 1. Support was 

found for a valid and reliable measure of place attachment. Although the model fit was 

not as good as in Study 1, there is still support for adequate model fit. It can thus be 

concluded that place attachment is a valid and reliable scale. The next step is to test 

place attachment within a service environment context. Chapter IV investigates the 

place attachment scale in relation to several antecedents (environmental factors, service 

quality and customer satisfaction) and a consequence (patronage intentions).  
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CHAPTER IV 

EMPIRICAL STUDY: RESEARCH METHODS AND RESULTS 

 

 The primary objective of this chapter is to discuss the details of the third study. 

Study 3 was conducted in order to test the hypotheses proposed in Chapter II. 

Specifically the study will; (1) address the built environment’s influence on place 

attachment, (2) address the relationship between place attachment and patronage 

intentions, (3) test the moderation of involvement on the relationships between quality 

and the place attachment dimensions and the relationships between satisfaction and the 

place attachment dimensions and (4) examine whether quality and satisfaction mediate 

the relationships between environmental factors and the dimensions of place 

attachment. The proposed hypothesized paths in Figure 2.2 suggest that environmental 

(design, ambient and social) factors have both direct and indirect effects on the place 

attachment dimensions, mediated through quality and satisfaction. This empirical study 

highlights the importance of place attachment in the domain of services research. 

 Drawing on the results of the place attachment scale development Study 1 and 

Study 2, the third study empirically tests the conceptualization of place attachment in 

the context of a service setting, further validating the scale development and empirically 

testing the conceptualization of the place attachment construct in a real service context. 
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4.1 Method Strategy and Data Collection 

 Methodological strategies according to McGrath (1982) are “generic classes of 

research settings for gaining knowledge about a research problem (p.72). Each research 

strategy is identified on two continuums; obtrusive to unobtrusive operations and 

universal to particular behavioral systems. There are eight strategies that are identified 

by McGrath (1982); field studies, field experiments, experimental simulations, 

laboratory experiments, judgment tasks, sample surveys, formal theory and computer 

simulations. McGrath identifies the dilemma that occurs when choosing one research 

strategy over another. Each strategy has strengths and weaknesses, and no single 

strategy can overcome all limitations so tradeoffs must be made regarding the strategy 

chosen to address the research objectives.  

Ideally, a study would be able to maximize generalizability to the population of 

interest, provide precision and control over extraneous variables and create realism in 

terms of context and behaviors. However, maximization on all three areas is not 

possible and poses what McGrath (1982) calls a “three-horned dilemma”, where 

maximization on one area weakens the other two. Since context (hedonic) is of 

importance in this study a field survey strategy is employed to collect the research data. 

Field studies take place or are in relation to a “real’ setting and are unobtrusive in nature 

(McGrath 1982). Since respondents are asked questions about a specific restaurant, 

context is deemed very important.  
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4.1.1 Data Collection Method  

The current research is an investigation into a hedonic service environment. 

Babin, Darden and Griffin (1994) define hedonic value as the value received from the 

multisensory, fantasy and emotive aspects of a shopping experience. Hedonic value 

differs from the concept of utilitarian value in that it utilitarian value is derived from the 

acquisition of products and services in an efficient manner (task oriented), which is less 

emotional and more cognitive in nature (Babin, Darden and Griffin 1994; Holbrook and 

Hirschman 1982). Following these definitions, hedonic services are defined as services 

which are more emotion laden and can provide more emotional and multi-sensory 

experiences. For this reason hedonic services may provide better insight into the 

emotional attachments that exist between consumers and the service environment.  

Several types of services were evaluated for their hedonic nature prior to the 

selection of a particular service context. A pretest of 60 participants across 5 different 

services (sports/recreation, restaurant, hair salon, education and medical/physican) was 

conducted using Batra and Athola’s (1990) hedonic and utilitarian scale (Table 4.1). 

Sports and recreation had the highest mean score followed by restaurants. Medical 

services had the lowest score and so was categorized as utilitarian in nature. A 

restaurant context was chosen for this study because consumers frequent these 

establishments often, and they have many choices as to what establishment to patronize 

and how often. For purposes of testing attachment theory a restaurant context provides a 

more realistic venue in which consumers can form attachments.  
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Table 4.1 Mean Scores of Services Using HED Scale 
 

Industry Mean
Sports/Recreation 6.32
Restaurant 5.12
Hair Salon 4.48
Education 4.01
Medical/Physician 2.53  

 

Data was collected via a field survey with interviewers distributing the 

questionnaire (See Appendix B). The “snowballing” technique discussed in Study 1 and 

Study 2 was used to obtain responses. The overall research goal was to obtain 500 

usable  surveys.  

4.2 Operationalization of Variables 

 The next section discusses the operationalization of the 10 variables presented in 

the research model (Figure 2.2). These variables include perceptions of (1)design, 

(2)ambient and (3)employee factors, (4) satisfaction, (5) service quality, (6)affective 

place attachment, (7) place dependence, (8) place identity, (9) social bonds, (10) 

patronage intentions and (11) involvement. Both existing scales, as well as scales 

created specifically for this study are used to operationalize the variables used in this 

study.  

4.2.1 Environmental Factors 

 The scales to measure the design and ambient elements of the environment were 

adapted from Baker et al. (2002); Baker (1987) and Brady and Cronin (2001) who 

reported reliabilities above .80 for each scale. The employee elements of the 
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environment were measured with a scale adopted from Baker et al. (2002) who reported 

a reliability of .89 for the scale. All items were measured on a 7-point Likert scale 

anchored by (1) “strongly disagree” and (7) “strongly agree”. The design scale had 5 

items measuring color, attractiveness, organization, layout and design. The ambient 

factor had 6 items total measuring perceptions of lighting, comfort, noise, music, scent 

and cleanliness. The employee factor consisted of 3 items measuring dress, friendliness 

and helpfulness (see Appendix B). 

4.2.2 Customer Satisfaction 

 Oliver (1997) offers a definition of satisfaction based on current theoretical and 

empirical evidence:   

“Satisfaction is the consumer’s fulfillment response. It is a judgment that a 

product or service feature, or the product or service itself, provided (or is 

providing) a pleasurable level of consumption-related fulfillment, including 

levels of under or over fulfillment” (Oliver 1997 p13). 

It has also been shown that models of satisfaction include the role of affect in the 

satisfaction response (Oliver 1980; Tse and Wilton 1988). Locke (1967) highlights the 

role of emotion in regards to satisfaction. The scale for satisfaction is adopted from 

Bitner et al. (1994) and includes 3 items “how satisfied are you with your recent 

experience at the restaurant,” “compared to other restaurants, how would you rate your 

satisfaction” and “to what extent did your recent experience meet your expectations”. 
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The items were evaluated on a 7=point Likert scale anchored by (1) “not at all satisfied” 

and (7) “very satisfied” (see Appendix B). 

4.2.3 Perceived Service Quality 

A plethora of research has been conducted on the measurement of service 

quality (Brady and Cronin 2001; Cronin and Taylor 1992, 1994; Parasuraman, Zeithaml 

and Berry 1988, 1991; Teas 1993; Zeithaml, Berry and Parasuraman 1996). For 

purposes of this study an overall judgment of service quality is used to evaluate the 

service provider. To assess overall perceptions of service quality a 4 item semantic 

differential scale adopted from Brady and Cronin (2001) and Teas (1993) was used. The 

adjectives consisted of; inferior to superior, low quality to high quality, low standards to 

high standards and poor to excellent. Most studies have shown a reliability of the scale 

exceeding .90 (Brady and Cronin 2001; Teas 1993; Oliver 1994) (see Appendix B). 

4.2.4 Place Attachment 

 The place attachment scale is adopted from Study 1 and Study 2 previously 

discussed. All four dimensions of place attachment are used in the study in order to 

capture the full domain of the place attachment construct. The dimensions investigated 

are place identity, place dependence, social bonds and affective attachment. The 

reliabilities for the four dimensions ranged from .79 to .81. The place attachment scale 

measures both physical attachment as well as social attachment to a particular setting. 

All items were measured on a 7-point Likert scale anchored by (1) “strongly disagree” 

and (7) “strongly agree” (see Appendix B). 
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4.2.5 Patronage Intentions 

 Scales measuring willingness to buy (Baker et al. 1992) and patronage intentions 

(Dodds, Monroe and Grewal 1991) have been established in the services and retailing 

literatures. The measure for patronage intentions was adapted from Baker et al. (2002) 

and Grewal et al, (2003) who reported reliabilities of .88. The combined scale consists 

of four items: “The likelihood I would dine at this restaurant again is very high”; “I 

would be willing to dine at this restaurant again”; “I would actively seek out this 

restaurant”; “I would patronize this restaurant”. The scale was measured on a 7-point 

Likert scale anchored by (1) “strongly disagree” and (7) “strongly agree” (see Appendix 

B).  

4.3 Service Environment Study 

4.3.1 Sample Characteristics 

Data collection yielded 517 usable questionnaires. Twenty percent of the 

respondents were contacted for verification purposes in order assure accuracy and 

genuineness of the completed surveys. The sample demographics for this study are 

summarized in Table 4.2. The sample was 45.5 percent male and 54.5 percent female. 

The age breakdown of the sample was 6.9% under age 21, 34.6 percent 22 to 30 years 

old, 24.5 percent 31 to 40 years old, 24.7 percent 41 to 55 years old and 9.3 percent 

over 55 years old. 
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Table 4.2 Demographics of Study 3 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
  
Sample Size (n)   517 
  
Age  

Under 21 years of age 6.9% 
22 to 30 years of age 34.6% 
31 to 40 years of age 24.5% 
41 to 55 years of age 24.7% 

           56 years of age and older            9.3 
  
Gender  

Male 45.5% 
Female 54.5% 

  
Ethnic Status  

Caucasian 52.0% 
African-American           12.8 
Hispanic 15.0% 
Asian-American 13.8% 
Native-American 6% 

           Other             5.8 
  
Education  

High school graduate 14.1% 
Some college 47.0% 
College graduate 25.1% 
Some post graduate work             5.4 
Graduate degree             8.3 

  
Income/Year  

$19,000 or less 12.9% 
$20,000 to $39,999 27.8% 
$40,000 to $59,999 19.4% 
$60,000 to $79,999            16.8 
$80,000 to $99,999 10.8% 
More than $100,000 12.3% 
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The ethnic status of the sample was 52 percent Caucasian, 12.8 percent African-

American, 15 percent Hispanic, 13.8 percent Asian American and 6 percent Native 

American and 5.8 percent other. 

4.3.2 Measurement Model 

 Prior to assessing the measurement model, several tests of the data were run. 

First, normality of the data was tested using the Prelis program in LISREL. It was found 

that the data had problems with normality, however, researchers have recognized that a 

vast majority of social science data is non-normal (Bentler and Chou 1987). Thus, non-

normality of the data is not a major concern.  

Second, the presence of common method variance was tested. Since the data 

was collected using self report, it is possible that common method variance could exist. 

In order to test the presence of common method variance, a CFA approach to Harman’s 

one-factor test was conducted (Harmon 1976; Podasakoff et al. 2003). This is done by 

testing whether a single factor accounts for all the variables under consideration. All 

factors were loaded on a single common method variable and the model fit was then 

assessed. If the single factor model has worse fit compared to the measurement model it 

can be assumed that common method variance is not a problem (Podsakoff and Organ 

1986). The single factor model revealed a chi-square of 12851.06, df 419, p<.00000, 

which was worse than the measurement model evaluated below (chi-square statistic was 

1041.43, df 419, p<.00000). This result suggests that common method variance is not a 

serious concern for this study.  
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 The measurement model was evaluated as for unidimensionality, convergent 

and discriminate validity, reliability and nomological validity as described in the 

previous chapter. Unidimensionality was evaluated by the model fit. For this model the 

chi-square statistic was 1041.43, df 419, p<.00000. The chi-square statistic was found to 

be significant, but the large sample size can account for this significance (Marsha, 

Balla, and McDonald, 1988). The other fit statistics were RMSEA=.054, CFI=.98, and 

NNFI=.98. All these values were above the cutoff criteria (>.90) specified in the  

previous study. It can be concluded that the model has adequate fit based on the overall 

model fit indices. 

Convergent validity was evaluated with t-values and factor loadings. All t-

values were found to be significant. All factor loadings were above the .50 cutoff 

specified by Hair et al (2006). The loadings ranged from .63 to .92. All AVE values 

were above the .50 cutoff except for the ambient factor measure which had an AVE of 

.46. However, the high factor loading suggests that the ambient factor has convergent 

validity.  

Discriminant validity was found when the average variance extracted for each 

latent factor exceeded the respective squared correlation between factors as shown in 

Table 4.3. Finally, the reliability of the constructs were evaluated and found to be 

reliable. The reliabilities ranged from .72 to .94 above the lower limit cutoff suggested 

by Hair et al (1998). The measurement model was found to be valid and reliable. Next, 

the hypothesized effects were evaluated using structural equation modeling. 
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Table 4.3 Means, Standard Deviations, Correlations, and Measures of 
Reliability and Validity Among the Variables 

ICR AVE 1 2 3 4 5 6 7 8 9 10
1. Design 0.88 0.72 0.85
2. Ambient 0.72 0.46 0.78 0.68
3. Social 0.94 0.83 0.55 0.69 0.91
4. Identity 0.85 0.63 0.28 0.39 0.29 0.79
5. Social Bond 0.87 0.63 0.13 0.15 0.19 0.59 0.79
6. Depedence 0.9 0.7 0.36 0.45 0.43 0.63 0.32 0.84
7. Affective 0.81 0.68 0.49 0.65 0.56 0.59 0.27 0.64 0.83
8. Quality 0.91 0.71 0.39 0.5 0.49 0.43 0.27 0.47 0.51 0.84
9. Satisfaction 0.9 0.75 0.35 0.44 0.47 0.37 0.15 0.4 0.49 0.65 0.86
10.Patronage 0.89 0.73 0.25 0.37 0.41 0.28 0.03 0.31 0.4 0.51 0.68 0.86

Construct

 
 

Note: α = construct reliability; AVE = average variance extracted; M = mean; SD = 
standard deviation All correlations are significant (p < .05) Square root of the AVE's are 
on the diagonal 

 
4.4 Structural Model and Hypotheses Tests 

In order to test the hypothesized relationships between variables, structural 

equation modeling was employed using LISREL 8.54. All hypothesized paths were 

included in the model depicted in Figure 4.1.  

 

 

 

 

 

 

 

 

Figure 4.1: Original Proposed Model 
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4.4.1 Structural Model 

 The results of the structural model with all hypothesized paths revealed a model 

with adequate fit. The chi-square statistic was 1750.36, df 443, p<.00000, which was 

significant. The large sample size accounts for the significant chi-square value as 

indicated by Marsha, Balla, and McDonald (1988) and Hair et al. (2006). The fit indices 

for the structural model were RMSEA=.07 with a RMSEA CI90% (.072 to .079), below 

the critical value of .08 (Hair et al, 2006), a CFI=.96, NNFI=.95 and both greater than 

the cutoff of .90 (Byrne, 2000).  

4.4.2 Analysis for Individual Hypotheses 

 This section presents the results of specific hypotheses depicted in Figure 4.1. 

The evaluation criteria for confirming each hypothesis was the use of t-values for each 

path loading. Significant t-values for path loadings signify support for the proposed 

hypothesis. The cutoff criteria used was a t-value greater or equal to 1.645 for an alpha 

level of .05 (Hair et al. 2006).  

 Hypothesis 1 states that there is a positive relationship between ambient factor 

perceptions and service quality (see Figure 4.1). The t-value for this path was 5.06 

which was significant. Thus hypothesis 1 was supported; ambient factor perceptions 

have a positive relationship with service quality. 

 Hypothesis 2 explores the employee perceptions to quality relationship (see 

Figure 4.1). The t-value for this path was significant at t=3.55. The significant t-value 

provides support for the hypothesis, suggesting that employee perceptions are directly 

and positively related to service quality. 
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Hypothesis 3 investigates the positive direct relationship between service quality 

and place attachment. All hypothesized paths were significant between service quality 

and the three dimensions of place attachment (identity, dependence and social bonds). 

The t-value ranged from 4.49 to 5.86; all significant at alpha .05. It can thus be 

concluded that there is a direct positive relationship between service quality and place 

identity, place dependence and social bonds. There was no significant  

 Hypothesis 4 suggests that ambient factor perceptions have a positive effect on 

satisfaction (see 4.1). This hypothesis is supported by the data with a significant t-value 

of 4.01 . Thus, support is found for a significant positive relationship between ambient 

perceptions and satisfaction. 

 Hypothesis 5 explores the employee factor perception in relation to satisfaction 

(see Figure 4.1). Specifically it was hypothesized that employee perceptions of the 

environment have a direct and positive effect on satisfaction. This was supported with a 

significant t-value of 4.35. 

 Hypothesis 6 posits the positive direct relationship between customer 

satisfaction and the four dimensions of place attachment. Three of the hypothesized 

paths were found to be significant, providing adequate support for the hypothesis. The 

significant t-values ranged from 2.75 to 8.95. The path from satisfaction to social bonds 

was not found to be significant. It can thus be concluded that Hypothesis 8 is partially 

supported; there is a positive direct effect of satisfaction on place identity, place 

dependence and affective attachment.  
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 Hypothesis 7 states that as design perceptions become more favorable, place 

identity increases.  The t-value for the significant path is 2.78. Thus, the data supports 

the hypothesized direct path from design perception to place identity. 

 Hypothesis 8 investigates the relationship between design perceptions and place 

dependence. More specifically, the hypothesis identifies a direct positive relationship 

between design perceptions and place dependence. This relationship is supported with a 

t-value of 4.15. 

 Hypothesis 9 identifies a direct positive relationship between design perceptions 

and affective attachment. The t-value was significant with a value of 8.58. Thus, the 

data appears to support the proposed relationship; design perceptions have a direct and 

positive effect on affective attachment.  

 The final hypothesized path (10) suggests that the four dimensions of place 

attachment have a direct and positive effect on patronage intentions. The data partially 

supports this hypothesis. Three of the four paths are supported at alpha .05 with t-values 

of 2.35 for place dependence and 7.32 for affective attachment. The path from identity 

to patronage was supported at alpha .10 (t-value=1.46). The social bond dimension of 

place attachment was not significant and thus not supported.  

 

 

 

 

 



 

 87

Table 4.4 Hypotheses Summary 

 

Path
Parameter 
Estimates

H1 Ambient→Quality 0.37** Supported
H2 Social→Quality 0.24** Supported
H3 Quality→Place Identity 0.25** Supported

Quality→Place Dependence 0.29** Supported
Quality→Social Bonds 0.29** Supported

H4 Ambient→Satisfaction 0.29** Supported
H5 Social→Satisfaction 0.29** Supported
H6 Satisfaction→Place Identity 0.15** Supported

Satisfaction→Social Bonds -0.01 Not Supported
Satisfaction→Place Dependence 0.18** Supported
Satisfaction→Affective Attachment 0.41** Supported

H7 Design→Place Identity 0.15** Supported
H8 Design→Place Dependence 0.22** Supported
H9 Design→Affective Attachment 0.39** Supported

H10 Place Identity→Patronage 0.07* Supported
Social Bonds→Patronage -0.13 Not Supported
Place Dependence→Patronage 0.11** Supported
Affective Attachment →Patronage 0.39** Supported  

** Significant at .05 
  *Significant at .01 
 

4.4.3 Moderation 

 Next, moderation effects of involvement are tested on the paths from quality to 

place attachment and from satisfaction to place attachment. A moderator is a qualitative 

(e.g., age, gender, race, etc…) or quantitative (e.g., involvement) variable that affects 

the direction and/or strength of the relationship between an independent and a 

dependent variable (Baron and Kenny, 1986). Moderators specify when certain effects 

will hold, they determine whether the relationship between two variables exists at all, is 

weak or strong and is positive or negative (Baron and Kenny 1986). In order to test 

moderation, interaction terms are investigated for significance. When the relationship 
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between an independent and dependent variable is positive, a positive moderator 

relationship strengthens the relationship between the variable (Baron and Kenny 1986).  

 In order to test for moderation, several regression analyses were run. First the 

independent and moderator variables were centered. Centering was done by subtracting 

the mean from each variable leaving deviation scores. This processe reduces the 

multicollinearity among predictor variables (Aiken and West 1991). An interaction term 

was then created by multiplying quality x involvement in order to test the quality to 

place attachment relationship with involvement as a moderator.  Regressions were run 

on the relationships between Quality and place identity, place dependence and social 

bonds with the moderator variable and the interaction term (centered).  The interactions 

terms were examined and only the paths from quality to Place Identity and Place 

Dependence were found to be moderated by involvement with t values of 2.317 and 

1.883 respectively.  Partial support was found for H11.  Involvement moderated the 

relationship between quality and place identity and place dependence.   

 Moderation was also tested between the paths of satisfaction and all dimensions 

of place attachment.  The predictor and moderator variables were again centered and an 

interaction term was created.  All variables were entered into the regression equation 

and no interaction terms were found to be significant.  This provided no support for 

H12; Involvement did not moderate the relationship between satisfaction and the 

dimensions of place attachment. 
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4.4.4 Mediation  

 Regression is recommended by Baron and Kenny (1998) to test mediation. For 

this reason, the test for mediation was done using regression analysis. The ability to run 

the suggested regression equations required the combining of scale items into one 

variable. This was done by averaging the items in a construct. All measures had 

reliabilities over .80 except for the ambient measure which had a reliability of .72. The 

high reliability suggests the measures are reasonably perfect (with high reliabilities) and 

allows movement from SEM (that incorporates measurement error) to regression 

without loss of information (i.e., the measurement error) (Nunnally 1978; Peterson 

1994). If a measure is perfect (free from measurement error) then its reliability is 1. 

With this sample size and reasonably high reliabilities, the difference between the 

reliabilities and "1" is likely negligible in terms of affecting the model. Each of the 

items in a measure loaded on a common factor; this finding along with the high factor 

loadings for each measure provides support for averaging the measure items (Whipple, 

Frankel and Daugherty 2002). The mediation procedure and results is explained below. 

 Following procedures suggested by Baron and Kenny (1986) the mediation of 

quality and satisfaction on the relationships between environmental factors (design, 

ambient, employee) and the place attachment dimensions was evaluated. A mediator 

accounts for the relationship between the independent and the dependent variable; it 

explains how and why effects occur (Baron and Kenny 1986). The focus is on the 

mechanism that causes a relationship. In order to test mediation, a series of regression 

equations are run. Three regression equations are needed to meet the criteria for 
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mediation; (1) the independent variable must affect the mediator, (2) the independent 

variable must affect the dependent variable, (3) the mediator must affect the dependent 

variable (Baron and Kenny, 1986). The three equations run are as follows: regress the 

mediator on the independent variable, regress the dependent variable on the independent 

variable and regress the dependent variable on both the independent and mediator 

variables (Menon, Raghubir and Schwarz, 1995). For perfect mediation to hold, the 

independent variable must have no effect when the mediator is controlled, however 

partial mediation can exist if the effect decreases, which is more realistic since perfect 

mediation is rare (Baron and Kenny 1986). All regression paths were found to be 

significant, which is required prior to evaluating the differences in regressions 

equations. Next, Z-scores were computed and compared to the critical value of 1.645 

because this is a one-tail test. The results for the hypotheses are discussed in the next 

section. 

4.4.5 Test of Quality Mediation 

 The first set of regressions tested quality as a mediator for the environmental 

factors (design, ambient and employee) and the dimensions of place attachment 

(identity, dependence, social bonds) (See Figure 4.2). 
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Figure 4.2: Quality as a Mediator 

Quality was found to be a mediator between several of the environmental factors 

and the dimensions of place attachment. Table 4.5 summarizes the mediation results for 

each path tested. Results show that quality is at least a partial mediator on all paths 

hypothesized. Quality serves as a perfect mediator for the following relationships; 

design to social bonds, ambient factors to social bonds and employee factors to social 

bonds, suggesting that quality must mediate the relationship between the environmental 

factors and the social bond dimension of attachment. There should not be any direct 

effects from each environmental factor and the social bond dimension. Design factors 

were not hypothesized to have a mediating relationship through quality, but were tested 

and found to have both full and partial mediation. The structural model does not reflect 

these relationships, but this could be investigated in later research. 
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4.4.6 Test of Satisfaction Mediation  

 Satisfaction was tested as a mediator of the relationship between the ambient 

and employee perceptions of the environment and all the dimensions of place 

attachment (see Figure 4.3). The results indicated that the relationship between the 

environmental factors and the place dependence dimension of place attached is partially 

mediated by satisfaction. Satisfaction was also found to be a partial mediator of the 

relationship between the ambient factor and affective attachment and the employee 

perceptions and affective attachment.  

 

 

 

 

 

 

 

Figure 4.3: Satisfaction as a Mediator 

 

Satisfaction mediates the relationship between ambient perceptions and place 

dependence, and satisfaction mediates the relationship between ambient perceptions and 

affective attachment. Satisfaction mediates the relationship between employee 

perceptions and place dependence, and satisfaction mediates the relationship between 

employee perceptions and affective attachment.  
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4.4.7 Mediation Summary 

 The analyses reveal mediation on all paths hypothesized with quality and only 

paths leading to place dependence and affective attachment for satisfaction. Satisfaction 

did not mediate paths between the environmental factors and place identity and social 

bonds. These paths appear to be mediated through quality only.  

 

Table 4.5 Mediation Results 

 

4.5 Summary 

 This chapter tested the place attachment construct in a services context. Support 

was found for the influence of environmental factor perceptions on place attachment. 

Moreover, there was some support for place attachments effects on patronage 

intentions. Involvement was found to be a key moderator on the relationships between 

service evaluations and place attachment. Finally, several mediating relationships were 

Factor Attachment Quality Satisfaction
Design → Identity X
Design → Socal Bond X*
Design → Dependence X X
Design → Affective Attachment NA

Ambient→ Identity X
Ambient→ Socal Bond X*
Ambient→ Dependence X X
Ambient→ Affective Attachment NA X

Social→ Identity X
Social→ Socal Bond X*
Social→ Dependence X X
Social→ Affective Attachment NA X

X* perfect mediation
X  partial mediation

MediatorPath
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found. The next chapter provides a discussion of the results found in the empirical study 

along with theoretical implications, limitations and future research.  
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CHAPTER V 

DISCUSSION, LIMITATIONS AND FUTURE RESEARCH 

  

The importance of ‘place’ as an object of attachment in marketing has been 

overlooked in previous research. With the amount of money spent each year on service 

environment design and redesign, it is critical to understand what role these built 

environment have on consumers’ attachments. The studies presented provide a starting 

point into investigations of place attachment, specifically in the domain of services 

marketing. The question was posed as to whether or not marketers can build 

environments in which consumers can form attachments. The answer based on the 

research presented is yes; the built environment has the power to create places of 

meaning and attachment for consumers. Atmospherics literature has long recognized the 

crucial role of the physical environment in service settings, however studies of 

attachment to these environments have been void in the extant literature. The research 

presented sheds light on the importance of place attachment and its implications for 

services marketing. 

5.1 Theoretical Implications 

The main theoretical contribution was the integration of the place attachment 

construct into marketing. The research presented provided support for the importance of 

place attachment in relation to services marketing. This research is the first attempt to 
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empirically establish the place attachment construct in the service marketing literature. 

 Another theoretical contribution is the clarification of the place attachment 

construct. There has been a lack of consensus on the dimensionality of place attachment 

in previous studies (Kyle, Graefe and Manning 2005). Empirical evidence has been 

inconsistent when comparing the dimensions of place attachment. This study provided 

support for viewing place attachment as a multidimensional phenomenon. There has 

also been a lack of consensus on what specific dimensions should be included in place 

attachment (Kyle, Graefe and Manning 2005; Jorgensen and Stedman 2001) . Prior to 

this study no attempt had been made to measure all the proposed dimensions of place 

attachment simultaneously.  

This study developed a valid and reliable measure of several constructs 

underlying place attachment. Evidence supported the place identity and place 

dependence dimensions, which are the most widely studied place attachment 

conceptualizations. However, support was also found for the social and affective 

components of place attachment. The research presented in Study 1 and Study 2 

expanded the domain of place attachment to include cognitive and affective components 

and to encompass both physical and social elements of attachment. Moreover, Study 2 

provided validation for the developed scale. 

Evidence was found to support the key role service environment elements play 

in creating place attachments. Specifically, design had a direct effect on several 

dimensions of place attachment, while ambient and employee factors influenced place 
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attachment indirectly. These results underscore the importance of physical service 

settings to the customer experience.  

Place attachment also was found to significantly impact consumers desire to 

return to an establishment. Place identity, dependence and affective attachment all lead 

to intentions to return. Social Bonds were not found to influence patronage intentions.  

The social environment may exist independently of the physical environment in the 

minds of the consumers and should be investigated further. Other contexts may also 

help undercover the social dimension of the environment, specifically in service 

contexts where social bonds are considered primary to the service. These results also 

have significant implications for managers in facility dependent service industries. 

5.2 Limitations and Future Research 

Limitations exist with any scale development. While the three studies conducted 

for this research supported the place attachment scale, future research should continue 

to provide validity and reliability of the construct and is thus a starting point for future 

investigations into place attachment Each dimension should be investigated and 

expanded as more empirical evidence is gathered. Continual refinement is needed for all 

measures, this measure is no different. The complexity of the construct necessitates the 

need for future research and investigation. Specifically the dimensionality for the 

construct should be investigated further.  

The field survey does not allow for precise control over extraneous variables. 

Future research could investigate environmental influences on place attachment in a lab 

setting to provide more control over the variables influencing this construct. A 
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controlled experiment may provide further insight into specific environmental factors 

that contribute to place attachment. Each physical environment element could be tested 

and evaluated as to its contribution to place attachment. These results would provide 

greater insight into what specifically do individuals evaluate when they form 

attachments to physical space. 

The single research method used in this research creates some concern. 

Triangulation of method types would provide richer insight into place attachment. The 

explanatory power would increase by combining several research techniques. 

Combining qualitative and quantitative methodologies would provide greater 

generalizability and validity of the findings.  

Future studies should attempt to gather more objective data and measures in 

order to overcome the potential threat of common method variance. The Harmon one-

factor test showed no signs of common method bias. Also, the significance of the 

predicted interaction provide further evidence against common method variance, since 

the complex relationships that exist with moderated paths do not succumb to the 

inherent respondent actions usually seen with monomethod bias (Simons and Peterson, 

2000). This bias is always a concern when using self-report, but by gathering objective 

data, such as dollars spent, this bias can be overcome. Most social science research 

suffers from the potential threat of common method bias, but steps should be taken to 

try and minimize this bias. Some techniques include proper training of interviewers, 

separation of collection of the independent and dependent variables and placing the 

dependent variable prior to the independent variable in a survey (Podsakoff et al. 2003). 
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These techniques may not eliminate all bias, but they have the potential to decrease its 

effects. 

Future investigation should focus on different service industries. Studying 

several industries could shed light on what role each dimension of place attachment 

plays in a service environment. For instance, utilitarian services may not have the same 

significant place attachment dimensions as hedonic services. For example, utilitarian 

services may not have an affective attachment component due to the task-oriented 

nature of those services. By exploring place attachment in different consumption types, 

a clearer picture of the place attachment dimensions would emerge. 

Future research could also focus on a variety of moderating variables. Only 

involvement was investigated in this study, but demographic variables such as age and 

gender may shed light on the strength of place attachment among different groups of 

consumers. Involvement had very limited moderating effects, only the relationships 

between quality and place identity and place dependence were significant. Investigating 

more moderating relationships would provide insight into what conditions or 

characteristics lead to increased place attachment. 

In conclusion, place attachment is a broad concept that has potential to explain 

consumer responses in services firms. The importance of the construct should not be 

overlooked. The research presented provides at starting point for future investigations 

into the nature and dimensionality of place attachment. 
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APPENDIX A 

 
 

PLACE ATTACHMENT SCALE DEVELOPMENT SURVEY 
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Respondents last name: ____________________     Phone ______________________ 
(Your name and phone number will be used for verification purposes only) 

 
 

In this survey we are interested in your relationship with a restaurant that you 

feel very fond of and attached to. It can be any restaurant, as long as you have a very 

strong, special bond to it. We are not associated with the company that owns the 

restaurant, so we are not concerned about whether your responses are positive or 

negative. There is no right or wrong answers. Only your honest, personal opinions are 

important.  

 

Please read the descriptions carefully and answer the questions in the order they 

appear in the questionnaire. Please answer all questions. Do not leave any questions 

unanswered. This survey should take no more than 10 minutes to complete. 

 

 

Thank you for your cooperation! 

Instructions:  
Please think of a restaurant that you feel attached to (by attached we mean that you feel 
a bond with this place, or this place has special meaning to you.  For example you 
would be willing to go out of your way to patronize this establishment, i.e., this is my 
favorite restaurant. We are interested in how you feel about both the physical facility 
and the relationships that you may have within this restaurant (including employees, 
friends and other customers).  In the space provided below, please describe briefly what 
restaurant it is, how long you have been going to this restaurant, and why you feel 
attached to it.  
 
______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________ 
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The following statements refer to the degree to which you identify with the restaurant.  
Using the following scale please choose a number from 1 to 7 that best reflects your 
level of agreement with the following statements. Please mark each statement in the 
space provided. 
  

 Strongly   Neither Agree                Strongly  
            Disagree      or Disagree           Agree 
 
      1  2      3           4  5      6         7 
 
 

_____I identify strongly with this restaurant 
_____This restaurant is representative of who I am  
_____This restaurant is part of me 

 
The following statements refer to the degree to which you have relationships  

with the people in the restaurant (both employees, friends, other customers, etc…) 
Using the following scale please choose a number from 1 to 7 that best reflects your 
level of agreement with the following statements. Please mark each statement in the 
space provided. 
  

 Strongly   Neither Agree                 Strongly  
            Disagree      or Disagree           Agree 
 
      1  2      3           4  5      6         7 
 

 
_____The other people in this restaurant enhance my experience 
_____The relationships I have in this restaurant are important to me 
_____The people in this restaurant are like family 
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The following statements refer to the degree to which you feel that the restaurant 
facilitates your goals (eating, socializing, etc…) better than other restaurants that are 
similar in their offerings. For example, you may have a favorite Chili’s restaurant and 
only go to that restaurant even though you have several Chili’s to choose from, or you 
may go to Friday’s instead of Chili’s. Using the following scale please choose a 
number from 1 to 7 that best reflects your level of agreement with the following 
statements. Please mark each statement in the space provided. 
  

 Strongly   Neither Agree             Strongly  
            Disagree      or Disagree      Agree 
 
      1  2      3           4  5      6         7 
 

_____This restaurant provides me with what I need better than other restaurants 
_____This restaurant is the best place for me to fulfill my needs 
_____I am committed to this restaurant because it gives me what I need 
_____This restaurant is the best alternative for my goals and needs 

 
The following statements refer to the degree to which you are emotionally 

attached  to the restaurant. Think about feelings you may have when in the restaurant.  
Using the following scale please choose a number from 1 to 7 that best reflects your 
level of agreement with the following statements. Please mark each statement in the 
space provided. 
  

 Strongly   Neither Agree              Strongly  
            Disagree      or Disagree           Agree 
 
      1  2      3           4  5      6         7 

 
_____I feel happy in this restaurant 
_____I feel excited in this restaurant 
 

The following questions relate to your perceptions of the restaurant’s overall service 
quality based on a series of adjectives.  Please circle the number that best reflects your 
assessment of the quality of the service you received from the restaurant. 
 
Inferior      1       2 3 4 5 6 7 Superior 

Low Quality  1       2 3 4 5 6 7 High Quality 

Low Standards 1       2 3 4 5 6 7 High Standards  

Poor 1       2 3 4 5 6 7 Excellent 
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The following information is needed for classification and comparison purposes only. 
Please indicate the classifications which best describe you by checking the appropriate 
space. All responses will be kept confidential. 
 
 
Gender: _________ Male          ________ Female 
 
Age:  _____ 21 and under 
 _____ 22 - 30 years 
 _____ 31 - 40 years 
 _____ 41 - 55 years 
 _____ Over 55 years 
 
 Ethnic background: 
 _____ Caucasian / White   
 _____ African American 
 _____ Native American 
 _____ Hispanic 
 _____ Asian  
 _____ Other 
 
Education: (highest level completed) 
 ____ High school degree 
 ____ Some college 
 ____ 4-year college degree 
 ____ Some graduate school 
 ____ Graduate degree 
 
Our annual house hold income is: 
 _______$19,999 or less 
. _______ $20,000 - 39,999 
 _______ $40,000- $59,999 
 _______ $60,000 - $79,999 
 _______ $80,000 - $99,999 
 _______ $100,000  or more 
 
Thank you very much for your participation in this survey! 
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APPENDIX B 
 
 

PLACE ATTACHMENT SURVEY: STUDY 3
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Respondents last name: ____________________      Phone ______________________ 
(Your name and phone number will be used for verification purposes only) 

 
 

In this survey we are interested in your input regarding a restaurant that you feel very 

fond of and attached to. It can be any restaurant, as long as you have a very strong, special bond 

to it. We are not associated with the company that owns the restaurant, so we are not concerned 

about whether your responses are positive or negative. There are no right or wrong answers. 

Only your honest, personal opinions are important.  

 

Please read the descriptions carefully and answer the questions in the order they appear 

in the questionnaire. Please answer all questions. Do not leave any questions unanswered. This 

survey should take about 10 minutes to complete. 

 

Thank you for your cooperation! 

 
Instructions:  
 
 
Please think of a restaurant that you feel attached to (by attached we mean that you feel 
a bond with this place, or this place has special meaning to you).   For example you 
would be willing to go out of your way to patronize this establishment, i.e., this is my 
favorite restaurant. We are interested in how you feel about both the physical facility 
and the relationships that you may have within this restaurant (including employees, 
friends and other customers).  In the space provided below, please describe briefly what 
restaurant it is, how long you have been going to this restaurant, and why you feel 
attached to it, try to think of reasons above and beyond just the food quality or the price 
(example: atmosphere and experience)  
 
_____________________________________________________________________________

_____________________________________________________________________________

_____________________________________________________________________________

_____________________________________________________________________________

_____________________________________________________________________________

_____________________________________________________________________________ 
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How many months or years have you been going to this restaurant? (Write in your answer) 

________Months 

________Years 

 

How long ago has it been since you last dined at this restaurant? (Please check which 

applies) 

_______Within the last 2 weeks 

_______ 3 weeks to one month ago 

_______ 2 to 6 months ago 

_______ 6 months to 1 year ago 

_______ Over 1 year ago 

  
 
The following statements refer to your perceptions of the restaurant environment. Using the 
following scale please choose a number from 1 to 7 that best reflects your level of agreement 
with the following statements. Please mark each statement in the space provided. 
 

Strongly    Neither Agree                         Strongly  
          Disagree      or Disagree                  Agree 

 
      1  2      3           4  5      6         7 

 
 
Design 
_____The restaurant is well organized  

_____The restaurant has a convenient layout 

_____The restaurant is well designed 

 

Ambient 

_____The temperature in the restaurant is comfortable 

_____The sounds in the restaurant are pleasant 

_____The restaurant smells good  
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Employee Perceptions 
 
The following statements refer to your evaluations of the restaurant employees.  
 

Strongly    Neither Agree                         Strongly  
          Disagree      or Disagree                  Agree 

 
      1  2      3           4  5      6         7 
 

_____The restaurant employees are friendly 

_____The restaurant employees are helpful 

_____The restaurant employees provided good service 

Involvement 
 
These questions are concerned with your involvement with restaurants.  

 
Strongly    Neither Agree                         Strongly  

          Disagree      or Disagree                  Agree 
 

      1  2      3           4  5      6         7 
 
______In general I have a strong interest in restaurants 

______Restaurants are very important to me 

______Restaurants matter a lot to me 

______Restaurants are very relevant to me. 

______Restaurants mean a lot to me 

 

Place Identity 

The following statements refer to the degree to which you identify with the restaurant.  
 

Strongly    Neither Agree                         Strongly  
          Disagree      or Disagree                  Agree 

 
      1  2      3           4  5      6         7 
 

_____I identify strongly with this restaurant 

_____This restaurant is representative of who I am  

_____This restaurant is part of me 
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Social Bonds 
 
The following statements refer to the degree to which you have relationships with the employees 
in the restaurant.  
  

Strongly    Neither Agree                         Strongly  
          Disagree      or Disagree                  Agree 

 
      1  2      3           4  5      6         7 

 
_____The employees in this restaurant enhance my experience 

_____The employee relationships I have in this restaurant are important to me 

_____The employees in this restaurant are like family 

 
Place Dependence 
 
The following statements refer to the degree to which you feel that the restaurant facilitates 
your goals (eating, socializing, etc…) better than other restaurants that are similar in their 
offerings. For example, you may have a favorite Chili’s restaurant and only go to that 
restaurant even though you have several Chili’s to choose from, or you may go to Friday’s 
instead of Chili’s. 
  

 Strongly   Neither Agree             Strongly  
            Disagree      or Disagree      Agree 
 
      1  2      3           4  5      6         7 
 
_____This restaurant provides me with what I need better than other restaurants 

_____This restaurant is the best place for me to fulfill my need  

_____I am committed to this restaurant because it gives me what I need 

_____This restaurant is the best alternative for my goals and needs 

 
Affective Attachment 
 
The following statements refer to the degree to which you are emotionally attached to the 
restaurant. Think about feelings you may have when in the restaurant.   

  
 Strongly    Neither Agree                         Strongly  
          Disagree      or Disagree                  Agree 

 
      1  2      3           4  5      6         7 

 
_____I feel happy in this restaurant 

_____I feel excited in this restaurant 
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Quality 
 
The following questions relate to your perceptions of this restaurant’s overall service quality 
based on a series of adjectives.  Please circle the number that best reflects your assessment of 
the quality of the service you received. 
 

  Poor     1      2      3      4      5      6      7       Excellent 

 Inferior 1      2      3      4      5      6      7       Superior 

Low Quality  1      2      3      4      5      6      7       High Quality 

Low Standards  1      2      3      4      5      6      7       High Standards 

 

Customer Satisfaction 
 
These questions concern your level of satisfaction with the experience you had during your last 
visit to this restaurant.   

 
Not at all   Neither Satisfied      Very 

 Satisfied    Nor Dissatisfied               Satisfied 
      1             2            3            4            5            6           7      
 

_____How satisfied were you with your recent experience at the restaurant 

_____Compared to other restaurants, how would you rate your satisfaction 

_____To what extent did your recent experience at the restaurant meet your 

expectations 

Patronage Intentions 
 
These questions concern your intentions to return to the restaurant to dine again.  

 
Strongly    Neither Agree                         Strongly  

          Disagree      or Disagree                  Agree 
 

      1  2      3           4  5      6         7 
 

_____ The likelihood I would dine at this restaurant again is very high 

_____ I would be willing to dine at this restaurant again 

_____ I would actively seek out this restaurant 
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Hedonic Value 

The following questions relate to your experience at this restaurant based on a series of 

adjectives.  Please circle the number that best reflects your assessment of your restaurant 

experience for each adjective pair. 

Not fun    1      2      3      4      5      6      7       Fun 

Dull  1      2      3      4      5      6      7       Exciting 

Not Delightful 1      2      3      4      5      6      7       Delightful 

Not Thrilling  1      2      3      4      5      6      7       Thrilling 

Unenjoyable 1      2      3      4      5      6      7       Enjoyable 

The following information is needed for classification and comparison purposes 
only. Please indicate the classifications which best describe you by checking the 
appropriate space. All responses will be kept confidential. 
 
Gender: _________ Male          ________ Female 
 
Age:  _____ 21 and under 
 _____ 22 - 30 years 
 _____ 31 - 40 years 
 _____ 41 - 55 years 
 _____ Over 55 years 
 
 Ethnic background: 
 _____ Caucasian / White     _____ Hispanic  
 _____ African American  _____ Asian 
 _____ Native American   _____ Other 
  
Education: (highest level completed) 
 ____ High school degree 
 ____ Some college 
 ____ 4-year college degree 
 ____ Some graduate school 
 ____ Graduate degree 
 
Our annual house hold income is: 
 _______$19,999 or less 
 _______ $20,000 - 39,999 
 _______ $40,000- $59,999 
 _______ $60,000 - $79,999 
 _______ $80,000 - $99,999 
 _______ $100,000  or more 
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