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Abstract
This study aims to investigate the impact of Jordanian consumers’ global-mindedness on retail store patronage.
We measured consumer global-mindedness, second-order, via cultural openness and cultural adaptability. In
order to test our proposed framework, we conducted a survey in three different Jordanian cities. Our results
confirm that consumer global-mindedness is a multi-dimensional construct. Further, we found that Jordanian
consumers’ global-mindedness has positive impact on shopping enjoyment and cognition. In return shopping
enjoyment and cognition have positive effects on store patronage.
Keywords: consumers’ global-mindedness, cultural openness, cultural adaptability, shopping enjoyment,
shopping cognition, retail patronage
1. Introduction
Globalization often leads to more openness among societies. Consumers all around the globe share similar tastes
in lifestyles, music, clothing, and food. Therefore, global marketers offer a higher quality of life via introducing
goods and services from different countries to satisfy consumers’ needs and wants. Thus, global culture is
emerging as a result of different factors (Alden, Steenkamp, and Batra 1999, 2006; Holt, Quelch, and Taylor
2004). For example, the spread of internet has contributed to seeing the world as one large market. The growth of
world travel and global media have created interest in different global cultural products and brands which often
associated certain meanings with certain places, people, and things (Caudle 1994). Previous researchers (Zhou,
Teng, and Poon 2008; Steenkamp, Batra, and Alden 2003) on global consumers area examined the relationship
between consumers openness to global culture and their use of global brands. As a result, stores and brands,
through integrated media, are promoted worldwide and curry cultural meanings (Aaker, 1997; Aaker
Maheswaran, Benet Garolera, 2001; Escalas and Bettman, 2005), thus, helping people to make sense of the
world around them (Batey, 2008; Fournier, 1998). Consumers across the globe are using global brands, products
and stores for a desire to be part of the global consumer community (Batra et al., 2000; Russell and Russell,
2006).
Previous research on consumer world-mindedness has focused on its impact on consumers’ attitude and purchase
behaviour toward product categories (Cleveland, Laroche, and Papadopoulos, 2009; Nijssen and Douglas 2008),
brand positioning in advertisements (Alden, Steenkamp, and Batra, 1999), and attitude to advertising (Nijssen
and Douglas, 2011). Yet, little is known about the interaction between consumer store world-mindedness and
consumers’ evaluations of the influence of other contingencies, such as store assortment and affective. Further,
the relationship between store world-mindedness and store shopping motivations is not studied yet, to the best of
the authors' knowledge. In order to bridge this gap, the current study aims to examine the impact of store
world-mindedness on store shopping motivations which in return impact store patronage. Thus, this research
aiming to answer the following questions:
How store world-mindedness impact shopping motivations (enjoyment and cognition).
How shopping enjoyment and cognition impact store patronizing.
This paper is organized as follows; we begin the paper with a review of relevant literature, which serves as a
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foundation for establishing our conceptual model and hypotheses. Then, we describe and justify our research
method, leading to the results, implications and contributions to scholars and managers.
2. Research Model and Hypotheses
Figure 1 shows the research model and the hypothesized relationships among its variables which are all
developed based on relevant literature. As shown in Figure 1, the model consists of six interrelated latent
variables: cultural openness, cultural adoption, consumer world-mindedness, cognition, enjoyment, and store
patronage.
2.1 Consumer World-Mindedness
Previous research on globalization (Medina and Duffy, 1998; Aaker and Joachimsthaler, 1999; Batra et al., 2000)
emphasizes on the importance of global brands. For example, Medina and Duffy (1998, p. 230) define
globalization as "the process of adopting country- and target-market-dictated product standards–tangible and/or
intangible attributes from environments around the world to achieve a highly uniform product". Aaker and
Joachimsthaler (1999) state that global brands include a similar look from one country to another. Townsend,
Yeniyurt and Talay (2009) define global brands as “the face with which a firm portrays an image to a more
diverse customer base”. Batra et al. (2000) argue that global brands are perceived positively by general
consumers and are perceived as status-enhancers. Global brands are often available across multiple nations;
maintain their identity in the global markets (Van Gelder, 2003) and they provide consumers with prestigious and
higher quality products (Steenkamp et al., 2003).
On the other hand, Hannerz (1990, p. 239) define a world-minded person as “someone who has a predisposition
or willingness to engage with the “other” and thus is open to divergent cultural experiences”. This definition
often reflects the perception of cosmopolitanism and cultural adaptability (Thompson and Tambyah, 1999).
Within the consumers context, applying this definition suggests key facets of cultural openness (related to an
interest in and willingness to accept ideas and products from other cultures) which is related to the personality
trait of openness to experience (Ferguson and Patterson 1998; McCrae and Costa 1997) and cultural adaptability
(related to willingness to adapt to local habits and customs when in another country and to try products from
other cultures at home). Furthermore, transposing world-minded definition to a consumer context suggests an
interest in openness to and adoption of products, brands, ideas and stores from other cultures. World-minded
consumers will also be more willing than other consumers to try and experiment with products from other
cultures, both at home and when visiting these cultures, as a means to learn about and experience them.
To operationalize consumer world-mindedness, Nijssen and Douglas (2008) develop a two-dimensional
(consumers’ cultural openness and cultural adaptability) second-order scale. Furthermore, Nijssen and Douglas
(2008, p. 88) relied on Hannerz’s (1990) definition of a world-minded person which focuses on a person’s ability
to engage with different cultural experiences and posit that consumer world-mindedness “is related to the interest
in, openness to, and adoption of products and ideas from other cultures or parts of the world and the acceptance
of the norms and values of these cultures without nationalistic bias or prejudice”. The above definition argues
that world-minded consumers have the tendency to have more willing to try products from other cultures and
they are more open to global brands and stores. Nijssen and Douglas (2008) find that consumer
world-mindedness has a significant impact on store image. Westjohn, Singh and Magnusson (2012) find positive
relationship between openness to experience (personality traits) and global identification. Thus in order to
re-confirm Nijssen and Douglas’ (2008) findings we hypothesis that:
H1: Consumer world-mindedness has a positive relationship with cultural openness.
H2: Consumer world-mindedness has a positive relationship with cultural adoption.
2.2 Consumer World-Mindedness and Store Shopping Enjoyment and Cognition
Beckmann et al. (2001) and Nijssen and Douglas (2008) describe world-minded consumers as people who are
often respect diverse culture, eager to know more about their consumption habits, interested in international
events, adore foreign travel and willing to try out products and brands from other cultures. As a result, Nijssen
and Douglas (2008) assert that world-minded consumers have more positive attitudes toward foreign products
and brands and they are more likely to purchase them. Cannon and Yaprak (2002) posit that world-minded
consumers have positive attitudes toward a global culture and they realise it as a means of acquiring cultural
capital which often enhance their status in their society.
Westjohn et al. (2012) find a positive relationship between global identification and attitude toward global
consumer culture positioning. Nijssen and Douglas (2008) noted that retailers who responds to consumer
world-mindedness often adapts a broader product assortment and establishing both specialized stores and stores
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with an international dimension. Nijssen and Douglas (2008) justify this because consumer world-mindedness is
openness to ideas and products from other parts of the world. Further, previous research on this area (e.g.,
McCrae and Costa, 1997; Hannerz 1990) posit that consumers who are open to diverse experiences are more
likely to appreciate authentic products and brands from other cultures and they are less likely to appreciate the
traditions of their own culture.
According to Eroglu et al. (2001, 181) involvement refers to the degree of personal relevance, which is a
function of the extent to which the online shopping activity is perceived to help achieve consumers’ goals.
Therefore, we posit that shoppers with a high global mindedness’ involvement are likely to pursue central
cognitive processes. Specifically, in order to form product attitudes and purchase decisions, we expect global
mindedness shoppers to have high involvement, to be more concerned with the informational content regarding
global stores because they view the shopping process as a means–end chain that links their activity with their
goals. This view is consistent with the central vs. peripheral route information processing theory (Petty,
Cacioppo, and Schumann 1983). Therefore, we expect a positive relationship between global mindedness and
store shopping cognition to occur. Thus:
H3a: Consumer global-mindedness has a positive impact on store shopping cognition.
On the other hand, global mindedness shoppers often shop at different global retailers because they like to have
fun more than information. This view has its roots in the literature (Holbrook and Hirschman, 1982; Babin,
Darden, and Griffin, 1994; Baker, Levy, and Grewal 1992; Sherman, Mathur, and Smith, 1997). For example,
results show positive association between store environment and consumers’ affective state. Kim and Jin (2001)
found a positive relationship between discount store attributes (e.g., neatness/spaciousness) and shopping
excitement. Similarly, Yoo, Cannon and Yaprak (1998) found that consumers’ emotional responses were induced
by the store environment. Consumer shopping enjoyment culminates from pleasure and excitement triggered by
the store environment. Swinyard (1993) posit that a pleasing store environment enhances a shopper’s
engagement in the shopping activity. Therefore, we expect a positive relationship between global mindedness
and store shopping enjoyment. Thus:
H3b: Consumer global-mindedness has a positive impact on store shopping enjoyment.
2.3 Shopping Enjoyment, Cognition and Patronage Intention towards the Store
Previous research on the impact of shopping experience on store patronage improved its advantages. For
example, Baker et al. (2002) find that shopping experience often contributes to enhance store patronage
intentions. Baker et al. (1992) posit that shopping experience contributes to enhance affective reaction among
shoppers. Baker, Parasuraman, Grewal & Voss (20002) find a positive relationship between perceived
merchandise value and store patronage intentions. A significant body of research (Bargh Chen, Burrows, 1996;
Shah, 2003) asserts the importance of mental constructs and its impact on behavior. Therefore, we propose that
environmental cues associated with global mindedness should affect consumers’ evaluations of global stores, and,
thus are effective in changing their behavioral intentions, patronizing global retailers (Zhang and Khare, 2009;
Dogerlioglu-Demir and Tansuhaj, 2011). Previous scholarly literature shows a positive relationship between
enjoyment derived from shopping environment and patronising the retailer. For example, Sinha and Banerjee
(2004) assert a positive relationship between enjoyment and store patronage. Fiore et al. (2005) assert a positive
relationship between enjoyment and patronizing. Further, the authors find a positive relationship between
cognitive and patronizing. At the same context, Algharabat and Dennis (2010) find a positive relationship
between hedonic, utilitarian values and behavioural intention toward the retailers. Therefore,
H4a: Store shopping cognition has a positive impact on store patronage.
H4b: Store shopping enjoyment has a positive impact on store patronage.
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Figure 1. Proposed research model
3. Method
3.1 Country Selection
We conducted the study in Jordan using a survey instrument. Jordan is a country with a high level of foreign
trade and stores, which makes it an appropriate context to examine the role of consumer world-mindedness.
Many Jordanian travel outside the kingdom frequently and they are aware of activities and behaviour in different
parts of the world. Furthermore, Jordan has high import/export flows. Furthermore, Jordanian community is best
described as young one, more affected by the mass media and communication, and open to global products with
more tendency to “Western iconness”.
3.2 Sample and Store Selection
We have collected our data in three locations (n = 300): two major cities (Amman and Alzarqa) and a midsized
regional city (Irbid). We choose three different locations because attitudes toward world-mindedness vary with
the precise local environmental context (Nijssen and Douglas, 2008; Yoon, Cannon, and Yaprak 1996). We
collected data from each location randomly based on selecting people at different locations in the city (e.g., malls,
the public library, banks). Moreover, we approached consumers at these locations and we asked them to
participate. Table 1 shows the demographic profile of the respondents. We chose global stores to examine the
impact of consumer world-mindedness on store patronising. The chosen stores provide sections devoted to
grocery and clothing products from other countries.
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Table 1. Demographic profile of the respondents
Gender

Percentage

Male

50%

Female

50%

Age in
Years
18–24

Percentage

Education

Percentage

Percentage

4.5

Income per
Month
<$1,000

20.8

25–34
35–44
45–54

35.2
17
15.7

55+

12.3

Less than
High school
High school
Bachelor
Master
degree
PhD

12.5
60.4
17.6

$1,001–$2,000
$2,001–$3,000
$3,001–$4,000

35.5
29.2
5.2

5

$4,001–$5,000
$5,001–$6,000
>$6,001

3.6
3.7
2.5

20.3

3.3 Construct Operationalisation
The participants were informed that this study pertained to consumer evaluations of a global retailer. The
questionnaire contained seven-point Likert-type scales, anchored by 1= “strongly disagree” and 7= “strongly
agree”. The items and the supporting literature for the measurement scales are shown in Table 2.
To measure consumer world-mindedness, we focused on two dimensions; consumers’ cultural openness
construct (CCO), and consumer adaptability (CA). To measure CCO, we adopted a Four-item scale based on
Cannon and Yaprak (1996), Hannerz (1990), Nijssen and Douglas' (2008) scale. To measure CA, we adopted a
Four-item scale based on Hannerz (1990), Nijssen and Douglas’ (2008). We used a modified version of Babian et
al.’s (1994) scale to measure a three-item of cognition (COG). We used Kim and Jin’s (2001) scale to measure
enjoyment (ENJY). We measured store patronage intentions (PAT) with a scale developed by Dodds, Monroe
and Grewal (1991).
Table 2. Research construct operationalisation
consumer world-mindedness: consumers’ cultural openness
CCO1: Even when consuming a particular foreign product does not fit the norms
and values of my own culture, I still try it.
CCO2: Even if I do not know how well a specific foreign brand will perform
beforehand, I try it
CCO3: When grasshopper is promoted as a delicacy in a Mexican restaurant in
the Netherlands, I like to try it.
CCO4: When a foreign friend recommends a product from his/her own culture
that is unknown to me, I am prepared to try it without any prejudice.
consumer world-mindedness: consumer adaptability
CA1: If I move to the U.S. and I have to buy a car, then it is very likely that I
would switch to an American brand
CA2: Even though I (for example) would like French wine very much, I like to
drink wines from other traditional wine countries like Spain and Italy as well
CA3: Although I (may) have a favorite drink, when and for the time that I visit
another country I will drink the local alternative.
CA4: Although I prefer a certain type of food, when and for the time that I am
abroad I adopt the local cuisine
Cognition: (COG1-COG3) while shopping at my store
COG1: I just accomplish what I want to.
COG2: I find just the items I look for.
COG3: I accomplished just what I wanted to on this shopping trip.
Enjoyment (ENJY1-ENJY3) shopping at this store is
ENJY1: Exciting
ENJY2: Interesting
ENJY 3: Pleasant
Store Patronage (PAT1- PAT3)
PAT1: I would be willing to recommend this store.
PAT2: I would be willing to purchase through this store
PAT 3: In the future I would shop at this store
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4. Results
We examined all scale items to reflect the hypothesised direction. We used a combination of Statistical Package
for Social Sciences (SPSS 17), and Analysis of Moment Structure (AMOS 17). Further, we examined the
univariate, skewness and kurtosis of the variables and found them to be within acceptable levels. We used a SEM
using (AMOS) to determine the goodness-of-fit of indexes of the proposed model and to test the proposed
hypotheses in our framework. Tabachnick and Fidell (2007, p. 676), posit that SEM is a “collection of statistical
techniques that allow a set of relationships between one or more independent variables, either continuous or
discrete, and one or more dependent variables, either continuous or discrete, to be examined”. We employed
SEM after the following reasons (Hair et al., 2006; Tabachnick and Fidell, 2007); (i) the simultaneous ability of
the SEM to test several dependent relationships between observable indicators and the latent variable (the
measurement model), and to test the relationships among latent variables (the structural model) by calculating
multiple regression equations are greater than other statistical packages which examine only one single
relationship in a time. (ii) SEM ability to calculate unidimensionality, reliability and validity of each construct
individually. (iii) SEM ability to test the confirmatory factor analysis, rather than exploratory factor analysis. (iv)
SEM ability to calculate measurement error and error variance parameters. (v) SEM ability to calculate the
overall goodness-of-fit of the tested model.
4.1 Measurement Models
The analysis started by examining the structure and dimensionality of the study constructs using exploratory
factor analysis (EFA) and reliability analysis. After examining the pattern matrix of the EFA, all items had
loadings greater than 0.4 and communalities greater than 0.5. We have found no crossed loaded in other factors.
We evaluated measurement properties by running AMOS 17.0. We treated the focal construct of consumer
global-mindedness (CGM) as second-order construct, and its two dimensions (CCO and CA) are first-order
factors measured through their respective indicators. The second-order CFA model fit was deemed to be
acceptable on the basis of a battery of fit indexes (χ2 = 85.792, df = 30; and χ2/df = 2.859) comparative fit index
[CFI] = .901; goodness-of-fit index [GFI] = .925; Tucker–Lewis index [TLI] = .909; incremental fit index [IFI]
= .907; root mean square error of approximation [RMSEA] = .0501) (Table 3). The set of fit indexes reported is
consistent with Hu and Bentler’s (1999) recommendations. The path coefficients between the indicators and their
respective first-order factors were significant at α = .05 level. In addition, all the path coefficients between the
second-order construct (consumer global-mindedness) and its two dimensions (CCO and AC) were significant at
the α = .05 level (Table 3). Furthermore, we conducted CFA for the four latent variables (CGM, COG, ENJY,
and PAT). Results indicated that the fit indexes are consistent with Hu and Bentler’s (1999) recommendations.
(χ2 = 293.639, df = 113; and χ2/df = 2.599) CFI = .924; GFI = .919; TLI = .908; IFI = .925; RMSEA = .052.
Before estimating the path coefficients of the hypothesized structural model, we proceeded to fit a CFA on all the
four latent factors: CGM, COG, ENJY, and PAT. Composite reliability is an indicator of the shared variance
among the set of observed variables used as indicators of a latent construct (Fornell and Larcker 1981; Kandemir,
Yaprak, and Cavusgil 2006). As Table 4 shows, construct reliabilities for all the three latent constructs ranged
from, CGM (.97), COG (.82), ENJY (.81), and PAT (.79) all are acceptable (Hair et al. 1998). In addition, the
coefficient alpha values were well above the threshold value of .7 that Nunnally (1978) recommends. The
standardized factor loadings ranged from .83 to greater than .90 and were statistically significant at the α = .95
level (Table 5). This provided the necessary evidence that all the constructs exhibited convergent validity.
We tested discriminant validity depending on the average variances extracted (AVE) values which should be
within the cut-off point of 50%. The discriminant validity is established by first, the absence of significant cross
loadings that are not represented by the measurement model (i.e. congeneric measures). Second, we compared
the shared variance among the constructs with AVE from each construct (Anderson and Gerbing 1988; Voss,
Spangenberg and Grohmann 2003). The square roots of the average variance extracted by each construct exceed
the correlation between them (Table 6), demonstrating discriminant validity.
4.2 The Structural Model
The structural model used to test the hypotheses consisted of all the three factors tested in the measurement
model. The model fit measures indicated acceptable agreement with the covariance in the data. The results of the
hypothesis testing support all postulated paths for H1–H6. We found that CCO (β = .70, p < .001) and CA (β
= .86, p < .001) have a positive impact on CGM. Furthermore, we found that CGM was positively associated
with ENJY (β = .46, p < .001), COG (β = .45, p < .001), which in return impact PAT (β = .42, p < .001, β = .25, p
< .001). Coefficient of determination; for ENJY = .20, COG = .22, and PAT = .28. However, this research finds
that the direct impact of consumer global-mindedness on store patronage is non-significant, indicating that affect
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and cognition are fully mediating the relationship between consumer global-mindedness and store patronage.
Table 3. Results of the CFA: using a second-order conceptualization of GM
Indicator

Direction

CCO1

CCO2

CCO3

CCO4

CA1

CA2

CA3

CA4

CCOa

CAa

a Second-order indicators.

Construct
CCO
CCO
CCO
CCO
CA
CA
CA
CA
GMb
GMb

Standardized
Loading
.83
.85
.84
.89
.83
.90
.93
.89
.96
.99

Estimate

SE

t-value

P

.962
1.039
1.339
.836
1.017
.983
.777
.670
.872
.459

.059
.064
.130
.064
.204
.197
.185
.170
.051
.052

16.321
16.321
10.260
12.997
4.989
4.989
4.196
3.952
17.139
8.829

***
***
***
***
***
***
***
***
***
***

b Second-order factor.
Notes: The respective indicators of CCO and CA are numbered serially (e.g., CCO 1, CCO 2, …, CA4).
Table 4. Measurement model: a scale properties of the four latent factors
Construct
CGM
COG
ENOY
PAT

Construct Reliability
.97
.82
.81
.79

Coefficient Alpha
.96
.81
.80
.80

AVE
0.95
0.83
0.78
0.74

Table 5. Results of the CFA within the four latent factors
Indicator

Direction

Construct

Estimate

CCO
CA
COG
ENJY
PAT
PAT
CCO1
CCO2
CCO3
CCO4
CA1
CA2
CA3
CA4
COG1
COG2
COG3
ENJY1
ENJY2
ENJY3
PAT1
PAT2
PAT3

























CGM
CGM
CGM
CGM
ENJY
COG
CCO
CCO
CCO
CCO
CA
CA
CA
CA
COG
COG
COG
ENJY
ENJY
ENJY
PAT
PAT
PAT

.607
.573
.181
.319
.417
.440
1.000
1.034
1.275
.832
1.000
1.048
.866
.513
1.000
1.858
1.459
1.000
1.050
1.025
1.000
1.147
1.059

36

Standardised
Estimate
.50
.47
.86
.69
.42
.25
.80
.86
.82
.90
.85
.91
.92
.86
.65
.94
.93
.84
.93
.87
.82
.85
.90

SE

t-value

P

.066
.088
.031
.056
.066
.102

9.183
6.519
5.838
5.725
6.278
4.306

***
***
***
***
***
***

.064
.128
.063

16.070
9.924
13.231

***
***
***

.167
.152
.118

6.283
5.714
4.359

***
***
***

.185
.142

10.040
10.269

***
***

.105
.104

10.015
9.841

***
***

.058
.059

19.633
17.900

***
***
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Table 6. Internal consistency and discriminant validity of constructs
Research Constructs

Correlations
1
2
3
4
1. CGM
.97
2. COG
.25
.91
3. ENJY
.09
.06
.88
4. PAT
.24
.15
.23
.86
The figures under the diagonal are the Pearson (R) correlations between the variables. Diagonal elements are
square roots of average variance extracted.
5. Discussion
This study aims to investigate the impact of consumer global-mindedness on Jordanian consumers’ motivations
to shop (affect and cognition) at global stores, which in return impact store patronage. Our findings, using a
second-order, supported previous research (Nijssen and Douglas, 2008) which asserts that cultural openness and
cultural adaptability are the main determinants of consumer global-mindedness. We found that consumer
global-mindedness is a multi-dimensional construct.
The impact of consumer global-mindedness on store shopping enjoyment and store shopping cognition improved
itself in our study. We found that Jordanian consumers prefer shopping at global stores since theses stores
enhancing their entertainment experiences. This result comes in accordance with previous research which posits
that enjoyment is one of the determinants of consumers’ choice of retailers. The impact of consumer global
mindedness on Jordanian consumers’ cognition experiences also improved itself. We find that Jordanian
consumers believe that global retailers provide them with more assortment, variety and high quality products.
Further, Jordanian consumers believe that global retailers make their shopping experience easier and their task of
buying faster. As we expected, enjoyment and cognition lead to store patronage. This result come in accordance
with previous research (Dawar and Parker, 1994; Dodds, Monroe, and Grewal, 1991) which asserts that store
patronage is a function of cognition processes (e.g., quality of the merchandise sold) and affect (e.g.,
promotions).
5.1 Theoretical Implications
We added, partially, to the literature the importance of focusing on consumer global-mindedness which impact
through motivations store patronage. At the context of Jordan and many developing countries, global retailers
should focus on shopping motivations. Our results show no direct impact of consumer global-mindedness on
store patronage; rather it has an indirect impact on store patronage through shopping motivations. Previous
research on this area (Nijssen and Douglas, 2008; Nijssen and Douglas, 2011) has not focus on the relationships
between shopping motivations, created via consumer global-mindedness, and store patronage. Thus, this
research has added an important aspect to the consumer global-mindedness area which related to shopping
motivations.
5.2 Managerial Implications
The findings of our study have several implications for both global retailers and international marketing
managers. We confirmed the results of previous research (Nijssen and Douglas, 2008) that cultural openness and
adaptability are the main determinants of consumer world-mindedness. Furthermore, we find that enjoyment and
cognition are significantly related to store patronizing. Therefore, the findings have consequences for not only
retailer decisions about merchandise variety and assortment but also about promotional strategy.
International marketing managers should consider launching their brands through global stores when entering
Jordan. In order to draw consumers’ attentions, retailers should stock new foreign brands and demonstrate them
in a separate section. Conducting promotional campaign inside the store, to feature products imported from a
particular country or region using a special display to encourage product trial.
Consumers' intentions to store patronage can be influenced by the global store name in which that merchandise
is sold above and beyond the value which consumers can perceive the global store offers. Thus, consumers often
derive added value from the global store (e.g., I bought this product from a prestigious store; therefore it is a
good value).
6. Limitations
We admit that our study suffers from several limitations. First, the study was conducted in a single country,
37

www.ccsenet.org/ijms

International Journal of Marketing Studies

Vol. 5, No. 4; 2013

Jordan, which was selected because consumers openness to ideas and products from foreign countries. In order
to generalize our results, and to obtain a better understanding of the underlying relationships, further research is
needed in countries with similar levels of environmental and international orientation (e.g., KSA, UAE, Qatar).
Second, our sample was young and well educated, further research is needed on older and less educated
consumers to assess the generalizability of the results. Third, we did not test the impact of social-minded
consumers on store patronizing. Further research could examine stores appealing to socially minded consumers.
Fourth, we used store patronage, the dependent construct, in our study. However, the extent to which store image
affects store choice remains open to question. Further research is needed to assess whether world-mindedness
affect store loyalty.
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