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Abstract 
Purpose: With the gradual decline of the small retail sector in the past recent years, few researchers 
have been addressing the issue from a motivational approach. This paper aimed to examine the role 
of utilitarian, hedonic and ethical motives in the process of forming consumer loyalty in a retail 
setting. 

Design/methodology/approach: A total of 213 surveys were carried out among regular fashion and 
accessories shoppers in Spanish small-sized retailers. To test the model, a two-step methodology 
proposed by Anderson and Gerbing (1988) was applied.  

Findings: Ethical shopping motivation was found to have the most relevant impact on its perceived 
quality and on its reassurance to a small-sized retailer, as it represented a strategic asset. Although 
the most appropriate approach would not be focused mainly on ethical aspects in order to be 
competitive in the new retailing landscape, consumers should recognize that they are contributing to 
a worthy cause while enjoying the shopping experience.  

Practical implications: Small-sized retailers should provide consumers with good reasons for 
shopping in their businesses rather than their competitors’. Moreover, it is key to differentiate and 
build customer loyalty with the purpose of becoming more competitive. As a consequence, in this 
paper we propose a measurement scale that can be used to evaluate abstract and complex consumers’ 
shopping motivation. 

Originality/value: The pursuit of a more precise knowledge of factors that lead consumers to 
shopping a specific product is vital for small-sized retailers’, towards a sustainable competitiveness. 
Here we analyzed the impact of the three innovative dimensions in shopping motivation on 
consumers’ perceived quality and their influence on repurchase intention.  

Keywords: Shopping motivation; Utilitarian motives; hedonic motives; Ethical motives; Perceived 
quality; Repurchase intention; Small-sized retailers 

 

 

 

 

 

 



 

 

1. Introduction 

 

Over the last few years, the deterioration of small-sized retailers in urban centers has been observed 
in many countries such as France (Delage et al., 2020), Belgium (Grimmeau and Wayens, 2016) and 
Spain (Álvarez, et al., 2019). This decline is visible by walking through the main streets of any 
common city, where the drop in the number and diversity is becoming increasingly evident. These 
changes are a consequence of the retail sector transformation process, where small-sized retailers 
notices their presence reduced to the benefit of larger retailers, mostly located in the periphery and 
organized in shopping centers (Hallsworth and Coca-Stefaniak, 2018). Additionally, e-commerce is 
experiencing an exponential growth universally, and it is considered as an additional cause of the 
decline of physical trade, since consumers greatly value its convenience (Madan and Yadav, 2018). 

In light of the above, it is important to highlight the significant role that small businesses play in the 
economy of cities, including strengthening social aspects (Coca-Stefaniak et al., 2010). In the 
peripheral areas, the competition between small and large commercial businesses has been confirmed 
through the deterioration of a sector that can hardly compete in terms of prices, opening times, offers, 
product assortment or personnel. 

Urban retailers, like almost every small and medium commercial businesses, are facing an uncertain 
future. The economy has not been yet recovered from previous financial crisis and the impact of 
COVID-19 pandemic, which has changed the world in just three months, threatens to end with small-
sized urban retailers. Therefore, it is necessary to shed light into shopping motives behind consumers’ 
decisions, so marketing strategies can be developed in order to improve the competitiveness of small 
businesses (Parker and Wenyu, 2019).  

In this regard, feelings prior to the purchase, as they represent shopping motives, can play a decisive 
role in this evaluation (Kumar and Kashyap, 2018). Shopping motivation, as understood from a 
cognitive, emotional and social perspective, can influence final consumers’ quality perceptions. This 
way, it will be of great interest to study this relationship and to clarify the connections that form the 
process of quality evaluation. 

Consequently, the objective of the present work is to deepen the knowledge of consumers’ shopping 
motives by studying its utilitarian, hedonic and ethical dimensions. With the understanding of 
individuals' motivations and values, we expect to understand why individuals behave the way they 
do while shopping. In addition, we also studied the influence of shopping motives from a 
multidimensional perspective in the final evaluation of perceived quality and analyzed how it may 
determine future repurchase intention. 

The relevance of shopping motives for retailers becomes evident when one considers the 
heterogeneous consumer’s behaviour in developing shopping preferences (Mehta et al., 2014). Small-
sized retailers need to provide consumers with good reasons for shopping in their stores rather than 
in their competitors’ (Singh, 2018), while creating differentiation and store loyalty (Brïdson and 
Evans, 2004; Aw, 2019). 

 
2. Theoretical framework 
 
Shopping motivation 



 

 

Consumer motivation indicates the starting point of the purchasing decision making process (Caber 
and Albayrak, 2016), which is a key element in the understanding the consumer’s behavior. 
Therefore, we can delimit the study of consumer’s motivation as a research that aims to deepen and 
defining factors that lead consumers to adopt a certain shopping behaviors (Cardoso and Pinto, 2010). 

The term motivation was initially defined as a tendency to act, to trigger one or more consequences, 
as an activation towards the achievement of a certain objective. Later, it was defined as the 
appearance, direction and persistence of a certain behavior (Solomon, 2015). From then on, it 
endowed not only with capacity to generate action, but also with the ability to lead to the achievement 
of a goal. Therefore, motivation represents the beginning of a behavior-oriented state directed towards 
the accomplishment of an objective or ideal state (Hoffman, 2015). Motivation influences 
individuals’ behavior through the stimulus and endowment of direction in their actions. This way, 
motivation could be understood as a predisposition towards a certain performance resulting from past 
experiences, environmental influences or even aspects such as individual characteristics. 

With regards to the dimensionality of consumers shopping motivation, we have identified two main 
types of research. On the one hand, the most traditional research examines shopping motivation as a 
construct formed by two dimensions: utilitarian motivation and hedonic motivation (Bardhi and 
Arnould, 2005; Parker and Wenyu, 2019; Sramova and Pavelka, 2019).  

The utilitarian dimension represents the most rational part of the motivational variable, taking both 
cognitive and functional aspects into account (Babin et al., 2004; Kim, 2006; Cardoso and Pinto, 
2010). It focuses on the satisfaction of a functional or economic need (Babin et al., 1994), where 
purchases are compared with the performance of a task, and its value represented by their success or 
completion. Hedonic consumption has been defined as those facets of human behavior that relate to 
the multisensory, fantasy and emotive aspects surrounding the shopping act (Kang and Park-Poaps, 
2010; Hashmi et al., 2020). The hedonic buying motives are similar to the utilitarian ones, with a 
difference noted in the nature of the "task" to be completed. Here, the goal is to experience fun, 
fantasy and sensory stimulation rather than an efficient and rapid achievement. 

On the other hand, in the last years the importance of a new perspective related to the morality that 
surrounds the purchase has been increasing. This new dimension has been recently focused on several 
studies (Bezençon and Blili, 2010; Guiot and Roux, 2010; Monier and Bergés, 2016) in addition to 
the traditional dimensions already known, improving the outcomes of the motivational study of 
consumer shopping behavior. 

The concept of ethical consumption (from the Greek root ethikos, whose meaning is "moral") is 
conceived as a consequence of movement for the environment and green consumption (Nicholls, 
2002). The distinction between green consumption and ethical consumption is paramount, as ethical 
concerns represent a wider range of issues (Monier and Bergés, 2016) and therefore a more complex 
decision–making process for consumers. Ethical issues include features of sustainability, social 
awareness, fair trade, social and labor aspects, and general welfare in a society. 

While a number of studies have examined consumer motivation from the bidimensional traditional 
approach (Bardhi and Arnould, 2005; Cardoso and Pinto, 2010; Freestone and McGoldrick, 2008), 
only a few have addressed this phenomenon from a multidimensional perspective (Bezençon and 
Blili, 2010; Guiot and Roux, 2010). The findings provide compelling evidence that consumer 
motivation is evolving into a more complex nature which requires new dimensions to be considered.  



 

 

Most traditional studies refer to different consumer segments according to the relevance of hedonic 
or utilitarian motives in their choices. However, some segments such as the second-hand markets or 
small-sized retailers are characterized by an unusual atmosphere or historical relevance. For example, 
traditional shops stablished in many cities for hundreds of years have been providing goods or 
services for numerous family generations. 

Nowadays, we would not have a complete understanding of the motivational variable without 
including an ethical dimension. With a rising number of people identifying themselves as ethical 
consumers (Hughes, 2012), the study of their motivations is important to marketing researchers and 
practitioners. People are often able to give up on something to help others (Schoolman, 2016). In this 
research we will use this multidimensional perspective that considers shopping motivation to be 
formed by three dimensions: utilitarian, hedonic and ethical. We believe this perspective presents the 
best fit and offers the most complete vision of what occurs in the consumers’ minds (Bardhi and 
Arnould, 2005; Freestone and McGoldrick, 2008; Bezençon and Blili, 2010; Cardoso and Pinto, 
2010; Guiot and Roux, 2010; Monier and Bergés, 2016), also matching with the objective of our 
research.  

 

Theory of Reasoned Action (TRA) 

The relationship between attitude and behavior has been examined following the principles of the 
Theory of Reasoned Action (TRA) (Fishbein and Ajzen, 1980). Although this theory has its origin in 
the field of psychology, it has been the basis of a significant number of studies in marketing. In its 
basic formulation, TRA is composed of three general constructs: behavioral intention, attitude, and 
subjective norms. The theory suggests that an individual’s behavioral intention depends on attitude 
and subjective norms. TRA states that human behavior is linked with the behavioral intention of any 
individual to carry out a certain action. Thus, we have introduced the central concept of the theory — 
behavioral intention — which represents the ability to predict behavior based on attitude. 

Attitude is based on the beliefs and evaluations on a specific element. Through personal experience, 
either by direct observation or by information received as a result of deductive processes, every 
individual has a set of beliefs about a given element. So, an element is associated with multiple 
attributes. The entirety of a person's beliefs is the basis for determining their attitude, intentions and 
behavior. It is, therefore, a rational approach in which individuals process the available information 
to make judgments, evaluations and decisions. 

Furthermore, the model proposes subjective norms. This normative component refers to the influence 
of the social environment on the individual's behavior. The subjective norm is the individual's 
perception of the approval or disapproval of a specific action by its social environment. It is a 
subjective assessment of the individual on whether people believe they should perform a specific 
behavior or not. Therefore, subjective norms will influence one's behavioral intent as a normative 
component, which means that social approval is required to perform some actions. 

Consequently, and considering that our objective is to analyze the formation of loyalty in a retail 
setting, we consider motivation similar to attitude. An aggregated number of experiences, opinions 
and beliefs determine behavioral intentions, such as repurchase intention. Therefore, the TRA 
represents the theoretical framework that will guide us to understand the consumers’ behavior. 



 

 

Perceived quality 

Service quality is a key aspect in explaining individual’s shopping behavior (Khorshidi et al., 2016). 
This can become an important element in drawing new clients in, especially for companies with 
limited economic capacity (Kajenthiran, 2018).   

Therefore, as widely discussed in the marketing literature, service quality represents a significant 
variable when it comes to retaining clients (Moreo et al., 2019). However, quality is not a purely an 
objective element, since it depends on the individual’s perceptions on several aspects that affect the 
final quality assessment (attributes, product, atmosphere elements or personnel) (Fan et al., 2017). 

Consumer perceived quality has been identified as one of the main aspects influencing consumer's 
final purchase intention (Wang, 2013; Rezaei et al., 2014). According to Parasuraman et al. (1988), 
perceived quality can be defined as the difference between expected service (consumer expectations) 
and perceived service (consumer perceptions). This way, several studies have concluded that 
perceived quality is subjective and comparative in nature, as it represents the consumers’ judgements 
(Prebensen and Xie, 2017). 

SERVQUAL (Parasuraman et al., 1988) and SERVPERF (Cronin and Taylor, 1992) were found to 
be the most employed measurement scales for perceived quality. SERVQUAL measures consumers’ 
perceptions and assumes that these perceptions of service quality are directly compared with the 
expectations previously generated. SERVPERF, however, being identical in dimensions and structure 
to the previous one, only measures perceptions. In both scales we find authors who find weaknesses 
related to their dimensionality, which presents variations depending on the industry in which it is 
applied (Erdil and Yildiz, 2011). 

The discussion on SERVQUAL or SERVPERF for measuring perceived service quality in retail 
settings (Koelemeijer, 1993) and the methodological disadvantages implied by the inferred 
disconfirmation suggests the relevance of considering an alternative model for measuring perceived 
service quality. 

We applied the evaluation of consumers’ perceived result in the present study, as the question to be 
analyzed was related to the extent different shopping motives influenced consumers’ perceived 
quality. 

Motivation is an emotional state that will condition the individual's quality perception (Frías-Jamilena 
et al., 2019). As shopping motives, in general, are considered as inner drives that cause people to take 
action to satisfy their needs, a greater shopping motivation will favor a better quality perception.  

Consumers with different shopping motivations evaluate not only perceived quality differently but 
also other variables such as satisfaction or loyalty (Chakraborty and Soodan, 2019). The influence of 
shopping motives on perceived quality is assumed by many retail researchers (Das, 2014) and thus, 
we will also take it into account. 

An individual with a greater hedonic motivation towards shopping, understanding of a greater 
predisposition to enjoyment and sensory experimentation, will lead to a higher perceived quality, as 
we are facing a subjective perception of the individual (Wang, 2017; Blinda et al., 2019). Fun 
intrinsically motivates people to engage in an activity, so the perception of fun creates a value by 
itself, regardless of the potential outcome. Thereby, we present the first hypothesis: 

 



 

 

H1. Hedonic shopping motivation directly and positively influences perceived quality. 

 

Utilitarian motivation represents the most cognitive dimension of the motivational variable. This type 
of motivation leads individuals to perceive purchases as tasks or functional problems to be solved. 
The purchases would be directly related to an efficient and rational decision making. Utilitarian 
motives are related to utility, functionality and simple performance. Task completion will lead 
individuals to a greater predisposition to positively value perceived quality (Wang, 2017; Blinda et 
al., 2019). Hence, we present the second hypothesis: 

 

H2. Utilitarian shopping motivation directly and positively influences perceived quality. 

 

Any individual at any given time feels the need to do good. Ethically motivated consumers perceive 
small-sized retailers as an alternative consumption (Davies and Gutsche, 2016). It is a way in which 
the individual feels good by helping others or contributing to the local environment. Furthermore, 
they can perceive benefits such as an accomplishment or peer esteem. Perceived quality can also be 
influenced by this moral cause. By conducting a particular shopping act, an individual may feel good 
through contributing to the environment and the economy. In that sense, ethically motivated 
consumers will be more willing to perceive higher quality through their own feeling of doing what is 
correct (Nassivera and Sillani, 2015). Thus, it is expected that a higher quality of the transaction is 
perceived by the fact of helping others, and hence we present the third hypothesis: 

 

H3. Ethical shopping motivation directly and positively influences perceived quality. 

 

Repurchase intention 

It is a very complex task to predict consumers’ behaviour, but the most accurate variable we can make 
is the use of is purchase intention (Chang et al., 2019). Purchase intention influences the end result 
of the purchase behavior. There are several studies that have determined that repurchase intention 
represents the final observed behavior to a great extent (Lin, et. al., 2014).  

Consumers’ preferences to shop in terms of purchase behavior and attitude, forms loyalty (Wang, et. 
al., 2012). Accordingly, Oliver (1999) defined loyalty as “a deeply held commitment to re-buy or re-
patronize a preferred product/service consistently in the future, thereby causing repetitive same-brand 
or same brand-set purchasing”. Thus, the variable is commonly defined as a consumer’s intention or 
predisposition to purchase again from the same organization (Rauyruen and Miller, 2007). In fact, 
the retention of loyal customers has been shown to be more important than acquiring new ones in 
recent years. 

From a deterministic point of view, loyalty is conceptualized as an attitude or an intention to 
repurchase. Research in this scope provides a better knowledge on how to create loyalty and keep 
customers loyal to a particular brand. 



 

 

Repurchase intention is the individual’s judgment on repeating the same shopping act in the same 
firm. The reason why customers decide to select the same service provider and purchase the same 
service or product is based on their previous experiences, and it involves an individual’s judgment on 
that specific firm, which is known to satisfy its needs. 

At this point it is noticeable that repurchase intention represents a widely applied indicator in loyalty 
literature, being understood as an antecedent of the very own purchase action (Wang, et. al., 2012; 
Lin, et. al., 2014). 

Perceived quality is one of the most relevant factors influencing the consumers repurchase intention 
(Das, 2014; Wang 2017; Rahman et al., 2018). Product’s quality perception is associated with the 
tendency of store patronization (Pan and Zinkhan, 2006). In other words, perceived quality positively 
correlates with purchase intention. Specifically, authors have found a positive relation between 
perceived quality and repurchase intention in retail settings (Vajarodaya and Fernando, 2017). 

Given all the aforementioned evidence (Wu and Chen, 2014; Wang 2017; Mazlan et al., 2016; 
Vajarodaya and Fernando, 2017; Rahman et al., 2018), we postulate the following hypothesis: 

H4. Perceived quality directly and positively influences repurchase intention. 

In order to illustrate the hypotheses, we present a theoretical framework that will serve as a reference 
for this study (Figure 1 – Theoretical framework). 

 

3. Research design and methods 

In order to achieve the proposed objectives and to test the hypotheses, a quantitative research was 
conducted with a total of 213 personal face-to-face personal interviews through a structured 
questionnaire. The research was designed to guide the interviewees to reflect on their last purchasing 
process in small-sized fashion and accessories retailers. We explained the meaning of the fundamental 
purchasing terminology at the beginning of the interview. 

The employed measurement scales are derived from previous studies, adapted to the characteristics 
of the present research. A structured questionnaire was used with closed questions valued by a 5-
point Likert scale where 1 = totally disagree and 5 = totally agree. The scales measured shopping 
motivation and perceived quality based on the items proposed by Kim (2006), Cardoso and Pinto 
(2010) and Guiot and Roux (2010), and Sweeney and Soutar (2001) and Sánchez et al. (2006) 
respectively. The items for repurchase intention were based on Caruana (2002) and Fandos et al. 
(2013). 

An initial pretest of the questionnaire was carried out on 25 people. The correct understanding of the 
questions was verified and some improvements were made based on the results. In addition, we 
performed a series of correlation analyses, reliability tests and exploratory factor analyses for each 
construct, to verify the psychometric capacity of the measurement scales. Lastly, the final version of 
the questionnaire was obtained. 

 



 

 

Spanish retail sector 

Retail trade is one of the most important activities in the Spanish economy, representing 40 % of the 
total sales in the sector. The small-sized retailer is one of the most important economic agents in this 
segment, represented mostly by sole proprietorships and less than three employees. They represent a 
key part of the national productive structure, not only because of the generation of GDP, but also due 
to its participation in the labor market, contributing positively to the occupation rates and job creation. 

Spain have been showing an increased number of new businesses, with 20 % being less than 2 years 
old and 55 % with no employees (INE, 2018). This confirms a tendency to start new businesses in 
response to times of crisis. However, the sector is fragile as constantly being exposed to economic, 
social and technological fluctuations, with an average of 25 small businesses closures every day.  

As a consequence, a carefully designed sampling method was implemented in order to guarantee the 
representativeness of the sample. The field work was carried out by independent professional 
interviewers to 213 respondents, regular shoppers in small-sized fashion and accessories retailers. 
The surveys were conducted in the provinces of Castellón and Valencia. Stratification criteria were 
established according to location, gender and age of the respondents. The Spanish population pyramid 
report, which is based on the 2019 population census data provided by the Spanish National Statistics 
Institute (INE), was taken as a reference. Table 1 demonstrates the proportionality of the sample. 
Sampling error was of 6.85 %.  

The selection of the Spanish provinces of Castellón and Valencia as a universe of study responds to 
a series of factors related to their commercial and industrial nature. First, according to INE’s data, 94 
% of the businesses in these provinces are considered small. A small business has less than 50 
employees and its annual turnover does not exceed 10 million euros. In addition, according to the 
same source, the production of the fashion and accessories textile sector represented in 2019 
approximately a quarter of the total Spanish production. Valencia is a large area of tourist influx while 
Castellón, although also receiving a large volume of tourists, is a city with an industrial character. 
Thus, the use of small businesses in the provinces of Castellón and Valencia in our study is suitable 
as it contrasts with the theoretical model proposed in the previous section. 

Based on these responses, a process of purification was carried out in order to identify and eliminate 
atypical cases. Table 1 shows the main characteristics of the samples obtained in the present study. 
Broadly, there were approximately half men and women, representing all age groups. 

The educational level of the analyzed sample was generally quite high. As for the total monthly 
household income, 20.2 % of the individuals in the sample had an income up to 1,000 euros, while 
40.8 % had between 1,001 and 1,500 euros per month, 31.5 % between 1,501 and 2,500 euros, and 
only 7.5 % more than 2,500 euros per month. As for the occupational status, most of the interviewees 
worked (53.5 %), while a significant proportion were unemployed (20.2 %). In addition, the sample 
had a good representation of students, homemaking and retirees. In general terms, we can state that 
it was a representative sample of the Spanish population, being adequate for our study. 
 

4. Analysis and results 

To test the proposed model in small-sized retailers, we opted for a two-step methodology proposed 
by Anderson and Gerbing (1988), on the basis of the number of comparative advantages that allow 



 

 

meaningful inferences to be made in comparison to one-step approaches. Besides, it permits 
significance tests for all pattern coefficients to be carried out, also providing a convenient framework 
for formal comparisons. 

The proposed theoretical model was tested by means of structural equation modelling (SEM) using 
Lisrel 8.80 statistical software. This analytical methodology helped to estimate the effect and 
relationships between multiple variables. It also allowed to relate observed variables with latent 
factors in the confirmatory factor analysis. Furthermore, in the analysis of the structural model, latent 
variables could be related to each other (Jöreskog and Sörbom, 1996). 

The variables in the model are of a reflective nature, according to the criteria offered by Jarvis et al. 
(2003). Thus, in order to validate the measurement scales, our model analyzed their dimensionality, 
validity and reliability. The first stage was to determine the quality of the measurement scales. It was 
performed by a confirmatory factor analysis with all scales together. The second step was to contrast 
conceptual model relationships. This approach allowed us to maximize the performance of both the 
quality of the measurement scale and the results obtained from relationships raised in the conceptual 
model. 

Common method variance (CMV) is known to inflate or deflate the correlations between constructs, 
if these constructs are measured using the same method and at the same moment in time. There is 
therefore a possibility in which common method bias (Podsakoff et al., 2003) may have been 
introduced. To control this effect, the Harman Single Factor test was performed and the results 
obtained ensured that there was no evidence of common method bias in our data (Harman, 1960; 
MacKenzie and Podsakoff, 2012). 

 
a. Scale validation 

Firstly, a study of the dimensionality, reliability and validity of the measurement scales (Table 2 – 
Analysis of scale dimensionality, reliability and validity) was carried out. The convergent validity 
was verified in two ways. On one hand, the factor loads were all significant and above 0.5 (Bagozzi 
and Yi, 1988). On the other hand, the average extracted variance (AVE) for each factor was higher 
than 0.5 (Fornell and Larcker 1981). The reliability of the scale was demonstrated, as the composite 
reliability index of each dimensions obtained for all cases was higher than 0.6 (Bagozzi and Yi, 1988). 
In addition, the measurement model represented a good fit, with all reference index within the 
acceptance zones (Anderson and Gerbing, 1988). Thus, a probability associated with chi-squared 
higher than 0.05 (0.11207), CFI (0.99) and NNFI (0.99) near unity and RMSEA very close to 0 
(0.031) were obtained. 
 
 
Table 3 shows the discriminant validity of the variables, which were verified using the AVE (Fornell 
and Larcker, 1981). Therefore, a variable must have shared more variance in its indicators than with 
the rest of the variables. This occurs when the square root of the AVE between each pair of factors is 
higher than the estimated correlation between these factors. In this case, this confirmed its 
discriminant validity. As a result, the good quality of the measuring scales used was checked. 
 
 
 



 

 

b.        Analysis of the obtained structural model 

 
To test H1-H4 hypotheses, an analysis of the causal relationships for the total sample was conducted 
(Table 4 - Results of the structural model). This approach was adequate, as the probability of chi-
square was higher than 0.05 (0.09800), CFI (0.98) and NNFI (0.98) and close to unity and RMSEA 
was close to zero (0.055). 

The value of the parameters in all cases was positive and significant (t higher than 1.96). Based on 
the result of the analysis performed, the four relationships proposed in the theoretical model were 
confirmed. 

Firstly, we verified that hedonic shopping motivation (H1), utilitarian shopping motivation (H2) and 
ethical shopping motivation (H3) had a significant direct and positive effect on perceived quality. 
The direct and positive relationship between perceived quality and repurchase intention (H4) was 
also confirmed. 

In addition to the direct effects analyzed above, it was also important to analyze the indirect ones, 
which together determined the total influence of one variable on another (Table 5 - Total and indirect 
effects). For instance, hedonic shopping motivation directly influenced perceived quality (0.22). 
Besides, we could also conclude that hedonic shopping motivation indirectly influenced repurchase 
intention through perceived quality (0.22 * 0.88 = 0.19). 

From the analysis of the intensity of the total effects, it was determined that perceived quality 
exercised the most intense influence on repurchase intention (0.88). In addition, the entire load of this 
relationship was projected directly. Secondly, we analyzed to what extent the dimensions of shopping 
motivation influenced perceived quality directly and repurchase intention indirectly through 
perceived quality. Ethical shopping motivation was the dimension with the highest load (0.46) on 
perceived quality, followed by utilitarian shopping motivation (0.34) and hedonic shopping 
motivation (0.19). In the same order, they influenced the evaluation of these three dimensions on 
repurchase intention. In this case the influence was indirect in all cases, through perceived quality. 

 

5. Discussion 

Theoretical contributions 

Consumer shopping motivation has been widely studied in the literature as a construct formed of two 
dimensions. On the one hand, the utilitarian dimension represents the most rational part of the 
variable, collecting cognitive and functional aspects. It is focused on the satisfaction of a functional 
or economic need. On the other hand, the hedonic dimension includes facets of human behavior that 
relate to the multisensory, fantasy and emotional aspects that surround the shopping act. 

However, the rising number of ethical consumers leads to include issues such as fair trade, labor 
standards, working conditions, economic and health conditions or animal, among others in any 
motivational study. Additionally, according to Freestone and McGoldrick (2008), it is desirable to 
include this ethical dimension in the measurement of the motivational variable, in order to obtain a 
more complete vision of what leads consumers to conduct a determinate shopping act. 



 

 

Besides, perceived quality represents the consumer’s subjective evaluation of what they perceive 
compared to what they expected. In this subjectivity, perceived quality influences individuals’ 
predisposition towards the purchasing behavior — shopping motivation. A greater shopping 
motivation should correspond to higher levels of perceived quality. This has been revealed in this 
research, in all its dimensions.  

The proposed small-sized retailers shopping motivation measurement scale captures the variety of 
motives that underlie this specific form of retailers, in a context of post-financial crisis with a rising 
emergence of peripheral shopping centres and online shopping. Thus, our contribution incorporates 
three dimensions of motivation, enriching previous studies with the addition to the utilitarian and 
hedonic motive of an underlying factor that has not been measured before, namely, the ethical 
dimension. This critical approach is key, as concerns of the impact of shopping in large retailers on 
the environment and the local economy rise. 

H1 is confirmed as hedonic shopping motivation influences, in a direct and positive way, consumers’ 
perceived quality. Fun intrinsically motivates people to engage in an activity, so the perception of fun 
create value by itselves, regardless of the potential outcome. A greater predisposition to enjoyment 
and sensory experimentation leads to a higher perceived quality. In urban areas, consumers enjoy 
walking through the city center, with main streets full of shops and different stimuli. At the same 
time, consumers can set conversation with traders and meet friends and family in the surroundings. 

Our next hypothesis is also confirmed as utilitarian shopping motives also directly and positively 
influence perceived quality (H2). Utilitarian motivation represents the most cognitive dimension as, 
by achieving the “shopping trip” objective, individuals will positively value perceived quality. 
Consumers accept that small retailers cannot compete in price with larger retailers, however they also 
value being able to get good opportunities in terms of value for money. Also, parking facilities or 
other options can positively contribute to the access to these shops. 

H3 is confirmed as ethical shopping motivation directly and positively influences perceived quality. 
Ethically motivated consumers are more willing to perceive higher quality through their own feeling 
of doing what is correct. Shopping in small-sized retailer is considered a good formula to contribute 
to the local economy. Most Spanish small-sized retailers marketing campaigns are based on the idea 
that shopping at small retailers is investing in quality of life, as money spent in local shops stays in 
the same neighborhood, being translated into local economic growth and employment opportunities. 

Comparing all the dimensions, it is the ethical one that showed the strongest influence on perceived 
quality, followed by the utilitarian and finally the hedonic motives. As a consequence, individuals 
positively appreciate making a good act through their contribution in a certain shopping act. Secondly, 
utilitarian motivation brings practical benefits to the consumer. And finally, hedonic motivation 
contributes to the individual's emotional and enjoyable experience. 

While shopping, the feeling of "I am doing what is correct" in the ethically motivated consumer's 
mind is activated. However, for twenty-first’s century consumers, a wider range of aspects should be 
covered in order to achieve store loyalty. Customers request pleasure, parking facilities, originality, 
sensory stimuli, surprise, the latest products and services, multiple channels to do shopping, and 
others. According to the literature, this research supports the emergence of the ethically-motivated 
consumer as an alternative to the traditional hedonic and utilitarian ones. 

Small-sized retailers are characterized by having a limited product assortment, to be located in 
residential areas and to establish closer relations to consumers than other retail formats. It is therefore 



 

 

reasonable to assume that they are perceived as more traditional than other direct competitors. 
Consumers empathize more with this type of business as they are more likely to activate affective 
states such as ethical motivation. Bigger retailing formats with physical stores, as shopping malls, 
can compete on hedonic and utilitarian factors, as their coordination and sales volume allow them to 
obtain benefits as free parking in the same building or big marketing campaigns.  

Finally, as mentioned above, given that perceived quality is shown as a strong antecedent of 
repurchase intention (H4), it can be said that motivation has an indirect influence on repurchase 
intention through perceived quality. Therefore, it is very important for small retailers to be able to 
work with consumers’ shopping motivation. 

All things considered, small urban businesses must be aware of the ethical nature of their format and 
its consequences. Knowing how to work correctly on ethical aspects, at first, and reinforce utilitarian 
and hedonic aspects is key to keep long term loyalty relations with consumers. Implementing actions 
and tools aimed at keeping up-to-date with trends in the fashion industry, analyzed in this study, 
would result in a very appropriate strategy. 

 

Managerial implications 

In a more practical sense, small businesses can carry out a set of actions that can lead to the stimulation 
of their ethical values without neglecting the hedonic and utilitarian aspects. Efforts should be made 
to develop trust and positive environmental attitudes towards their business, by sponsoring local 
initiatives or events. It would be important to reinforce small-sized retailers’ ethical nature to enhance 
purchasing behaviour. This could also be achieved through the development of effective 
communication strategies focused on improving consumers’ knowledge on how small-sized retailers 
underpin the development of neighborhoods and cities, as well as employment. Therefore, more effort 
can be made into communicating their ethical practices, pricing, product quality, and store 
management. Small-sized retailer’s overall strategy should be focused on enhancing issues such as 
fair price, fair salaries, and sustainability in the distribution systems. 

These actions should be aimed at highlighting the impact of this final shopping behaviour, inviting a 
reflection on which retailing option to choose. We are facing a scenario where it is essential to ask 
ourselves about the consumption model and city model that we want. Small-sized retailers are 
essential in communicating how the consumption model can enhanced. 

It should also be considered that physical stores are the central asset for small-sized retailers located 
in the main streets of our cities, since it is where direct contact with the customer takes place. Physical 
locations should both minimize time and effort and maximize enjoyment when shopping. And since 
convenience is becoming such a relevant aspect, innovation in shopping experience should be 
developed across digital and physical channels, ensuring both hedonic and utilitarian motives are 
addressed.  

 

Limitations and further research 

Working on cross-section data while studying dynamic variables that can vary over time is a 
limitation of this study. Consequently, the results of this research are focused on the small-sized retail 
sector of fashion and accessories with physical store. It would be interesting to compare the results 
in other sectors, as fashion and accessories sector is commonly recognized as a highly hedonic one. 



 

 

For instance, it would be interesting to analyze the same model in the food and beverage sector, as it 
is expected to have a higher utilitarian load. Our study also focuses on the case of Spanish retail. It 
would be interesting to be able to replicate the same study in another country or culture to assess and 
compare results. 

As future research, we aim to investigate whether different results can be found within retailing in 
comparison to the different types of retailers. In addition, another series of variables such as 
satisfaction and trust can be introduced to complete a model of formation of repurchase intention. 
Furthermore, it would be interesting to know to what extent this can be applied to the online context. 
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Figure 1 – Theoretical framework 

 

 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 



 

 

Table 1. Profile of respondents 
Variable Frequency Percentage 
Gender   
Male 104 48.8 

Female 109 51.2 
Age in years   

18 - 24 15 7.0 
25 - 34 43 20.2 
35 - 44 43 20.2 
45 - 54 43 20.2 
55 - 64 25 11.7 

65 and above 44 20.7 
Education   

Primary school 27 12.6 
High school/Technical school 100 46.9 

University and above 86 40.4 
Monthly household income in euros   

0 – 1,000 43 20.2 
1,001 – 1,500 87 40.8 
1,501 – 2,500 67 31.5 

2,501 and above 16 7.5 
Occupation   

Student 27 12.7 
Employed 114 53.5 

Homemaking 18 8.5 
Unemployed 43 20.2 

Retired 11 5.2 
            Note: n= 213 

 
 
 
 
 

Table 2. Analysis of scale dimensionality, reliability and validity (Fully standardized solution). 

Items Factor 
loading t-Value 

Hedonic shopping motivation (CR=.84; AVE=.67)   
I consider shopping a way to enjoy and escape from the daily stress. .76 10.45** 
I love to shop with my family or friends. .70 Fixed 
I really like to keep up with fashion and new trends. .91  11.40** 
Utilitarian shopping motivation (CR=.92; AVE=.82)   
I like to feel that I have achieved what I had planned for that shopping 
trip. 

.96 Fixed 

I feel satisfied after buying everything I wanted. .88 13.15** 
I value being able to get good opportunities in terms of value for 
money. 

.84 14.71** 

Ethical shopping motivation (CR=.88; AVE=.75)   
With the completion of my purchase I felt that I was contributing to the 
local economy. 

.84 Fixed 

I value the moral behavior of small retailers. .85 14.84** 
Shopping at small retailers I feel that I am doing the right thing. .84 14.69** 



 

 

Perceived quality (CR=.87; AVE=.68)   
The service that I have been given as a whole has been correct. .87 Fixed 
They offer an acceptable level of quality when compared to other 
stores. 

.81 11.82** 

The service received is what I expected. .75 10.86** 
I am satisfied with the service quality. .72 10.66** 
Repurchase intention (CR=.87; AVE=.73)   
I will try to keep shopping at small retailers in the next few years. .87 Fixed 
As long as they treat me like they do now, I doubt I change center type. .82 14.14** 
I try to visit small retailers every time I need or want to go shopping. .81 14.02** 
Note: Fit of the model: χ2=87.94, df=73, P=.11207; RMSEA=.031; CFI= .99; NFI=.98; NNFI=.99. 

CR= composite reliability; AVE=average variance extracted (** p<.01) 
 
 
 
 

Table 3. Discriminant validity of the scale 
 1 2 3 4 5 

1. Hedonic shopping motivation .82     
2. Utilitarian shopping motivation .03 .91    
3.Ethical shopping motivation .51 .28 .86   
4. Perceived quality .53 .24 .57 .83  
5. Repurchase intention .51 .33 .33 .65 .86 
Below the diagonal: correlation estimated between the factors. 

Diagonal: square root of AVE. 
 
 
 
 

Table 4. Results of the structural model 
Hypothesi

s 
Path Paramete

r 
t-Value Results 

H1  Hedonic shopping motivation → 
Perceived quality 

.22 3.97 Supported 

H2 Utilitarian shopping motivation → 
Perceived quality 

.34 6.37 Supported 

H3 Ethical shopping motivation → Perceived 
quality 

.46 7.61 Supported 

H4 Perceived quality → Repurchase intention .88 11.00 Supported 
Note: Fit of the model: χ2=14.75; df=9, P=0.09800; RMSEA=0.055; CFI= 0.98; NFI= 0.95; 

NNFI=0.98. 
 
 
 
 
 
 
 
 
 
 
 



 

 

Table 5. Total and indirect effects 
 EFFECTS 

 

ANTECEDENTS 

 Perceived Quality Repurchase Intention 

Hedonic shopping motivation .22 .19(.19) 

Utilitarian shopping motivation .34 .30(.30) 

Ethical shopping motivation .46 .41(.41) 

Perceived quality -- .88 

Total effects. Indirect effects between brackets. 
 
 


