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Shopping mall retailing: a bibliometric analysis and systematic assessment of Chebat's contributions
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Shopping malls are unique retail environments offering individual consumption experiences within a holistic retail ecosystem. Drawing on a bibliometric analysis and a systematic review of 31 articles, this research synthetizes Jean-Charles Chebat's contributions to the shopping mall literature. Findings highlight four core clusters of the shopping mall literature, namely spatial wayfinding, atmospherics, consumer differences across shopping mall experiences, and shopping mall consequences. The newly developed Shopping Mall Experience Framework extends Chebat's research proposing additional elements of interest for current mall retailing research.

Managerial implications offer practical guidance on successfully designing and maneuvering shopping malls of the future.

Introduction

Retail environments and consumption experiences have evolved over the last 30 years along with consumer demands and Internet-based technologies [START_REF] Helm | Navigating the 'retail apocalypse': a framework of consumer evaluations of the new retail landscape[END_REF]). Yet, physical stores still remain an essential shopping venue as part of customer journeys [START_REF] Babin | As the wheel turns toward the future of retailing[END_REF][START_REF] Treadgold | Navigating the New Retail Landscape: A Guide for Business Leaders[END_REF]. In the physical retail landscape, shopping malls remain a critical format of in-store shopping [START_REF] Elmashhara | Entertain me, I'll stay longer! The influence of types of entertainment on mall shoppers' emotions and behavior[END_REF]. Characterized by a large enclosed, designated area, shopping malls offer a mix of retail stores, restaurants, hospitality, and entertainment facilities [START_REF] Gilboa | Mall experiences are not universal: the moderating roles of national culture and mall industry age[END_REF], while acting as a "a premier habitat for consumers" (Bloch et al., 1994: p. 24). Consistent with other retail outlets, consumer motivations to frequent malls have shifted since the mid-1950s from purely shopping towards seeking additional experiences [START_REF] Sanburn | The death and life of the shopping mall[END_REF]; therefore, a satisfactory holistic consumption experience across various mall components is essential [START_REF] Elmashhara | Entertain me, I'll stay longer! The influence of types of entertainment on mall shoppers' emotions and behavior[END_REF][START_REF] Haytko | all at the mall: exploring adolescent girls' experiences[END_REF].

Since their first introduction into the consumer retail market, shopping malls have increased in size and assortment variety [START_REF] Sanburn | The death and life of the shopping mall[END_REF]. However, while shopping malls played a central role in the North American retail landscape until the early 2000s and enjoyed continuous growth, in recent years these retail environments have struggled both to maintain their status as an integral component of consumers social life and their role in the retail ecosystem [START_REF] Elmashhara | Entertain me, I'll stay longer! The influence of types of entertainment on mall shoppers' emotions and behavior[END_REF][START_REF] Helm | Navigating the 'retail apocalypse': a framework of consumer evaluations of the new retail landscape[END_REF].

In the USA, mall closures are on the rise with an increasing number of malls being identified as "dead malls" or declining malls [START_REF] Calvo-Porral | Profiling shopping mall customers during hard times[END_REF]. Furthermore, vacancy rates and consumer traffic seem to have dropped over the last decade [START_REF] Harmon | The rise and fall of the American mall[END_REF]. These trends point towards several issues that shopping malls are dealing with including changing consumer behaviors and increased competition from different retail formats [START_REF] Elmashhara | Entertain me, I'll stay longer! The influence of types of entertainment on mall shoppers' emotions and behavior[END_REF]. One of the biggest contributory factors is online shopping, a popular and readily available consumption alternative [START_REF] Helm | Navigating the 'retail apocalypse': a framework of consumer evaluations of the new retail landscape[END_REF]. With 24hour availability, quick delivery, and endless variety, this new online solution matches the busy lifestyle of the modern consumer looking for convenient solutions [START_REF] Calvo-Porral | Profiling shopping mall customers during hard times[END_REF]. The current COVID-19 pandemic has further accelerated these developments and also posed new challenges to shopping malls along with other traditional stores featuring an indoor environment and being associated with crowding [START_REF] Pantano | Competing during a pandemic? Retailers' ups and downs during the COVID-19 outbreak[END_REF]. Moreover, closures of non-essential businesses for a prolonged period of time has intensified the urgency for shopping malls to reinvent themselves to remain relevant [START_REF] Pantano | Competing during a pandemic? Retailers' ups and downs during the COVID-19 outbreak[END_REF].

Considering this increasingly complex and challenging retail environment plus the uncertain future of shopping malls, a key question for mall managers is how to negate these negative developments and impacts. Research can help advance retail practices and assist mall managers, especially in the current demanding new technology era [START_REF] Gauri | Navigating the retailing frontier through academic and practitioner collaboration[END_REF]. As such, an assessment of prior research and the current state appears timely and appropriate to assist in the advancement of the future of mall retailing [START_REF] Babin | As the wheel turns toward the future of retailing[END_REF]. One key contributor to this field was Jean-Charles (J.-C.) Chebat, who explored various angles, perspectives, and constructs around customer shopping mall experiences. His research efforts accumulated into an extensive collection of articles exploring the vast array of mall elements. To synthesize this collection of knowledge into a source for future retailing and specifically shopping mall research, the identification of communalities and areas of inadequacies is necessary (Babin et al., 2020).

In line with this special issue paying tribute to Chebat's tremendous contributions to the marketing, retailing, and atmospherics literatures, this study examines 31 research articles related to shopping malls co-authored by Chebat. Specifically, a bibliometric analysis offers insights into the most prevailing authors, journals, and keywords associated with the research.

Additionally, important themes are identified that are confirmed via a systematic review. The contributions of this research hinge on two main considerations. First, it integrates a rich and diverse literature in a comprehensive Shopping Mall Experience Framework driven by the findings of the two different, yet complementary analytical approaches. To facilitate the development of research, the study also outlines a measurement tool box summarizing commonly administered constructs and scales. Second and following the tradition of Chebat, managerial insights provide guidance for shopping mall managers to identify suitable tools and achieve a desirable strategic position in the long-run as well as consumer outcomes in the shortrun.

Shopping mall retailing

Understanding how a specific retail environment shapes consumer attitudes, emotions, and behaviors is central to advancing both consumer and retailing research [START_REF] Pizam | Experienscape: expanding the concept of servicescape with a multi-stakeholder and multi-disciplinary approach[END_REF]. Here, shopping malls constitute a unique retail environment in numerous ways grouping a mix of service and retail businesses under one roof that are managed as a single unit at the shopping mall level. From a macro perspective, these malls might seem like one large homogeneous retail entity, housing retailers in one central location for a one-stop shopping proposition. Yet, "shopping malls are classified as either regional (…) or super regional (…)

[with] more anchors, specialty stores, and recreational opportunities and draw(ing) from a larger geographic area. They often are considered tourist attractions." (Levy and Weitz, 2007: p. 192).

Furthermore, these shopping destinations do not only represent retail outlets but also serve as social and community centers as an integral part of consumers' social life [START_REF] Bloch | The shopping mall as consumer habitat[END_REF][START_REF] Elmashhara | Entertain me, I'll stay longer! The influence of types of entertainment on mall shoppers' emotions and behavior[END_REF]. So, the uniqueness of shopping malls as a retail environment arises from its heterogeneous mix of consumption, social, recreational, and entertainment activities [START_REF] Gomes | Shopping mall image: systematic review of 40 years of research[END_REF]. Additionally, it stems from the potential multipurpose shopping trip and the fulfillment of various customer experiences in a single location.

Customer experiences, i.e. customers' non-deliberate, spontaneous responses and reactions to offering-related stimuli along the customer journey [START_REF] Becker | Customer experience: fundamental premises and implications for research[END_REF], are inevitably impacted by the unique retail environment of shopping malls [START_REF] Haytko | all at the mall: exploring adolescent girls' experiences[END_REF]. Considering the aforementioned multiplicity of consumption, recreational, and social activities taking place in a shopping mall, a mall experience develops in an extremely complex set of physical, social, and physiological stimuli [START_REF] Gilboa | Mall experiences are not universal: the moderating roles of national culture and mall industry age[END_REF]. Indeed, a mall consumer experience results from the experiences provided by each store or activity individually, combined with the experiences offered by the shopping mall itself (Chebat et al., 2010).

Shopping mall managers have the challenging task to design mall environments that can create positive consumer shopping experiences among these complex stimuli. Moreover, shopping malls offer simultaneous touchpoints, i.e. moments of customer interaction and contact with a firm, across channels [START_REF] Lemon | Understanding customer experience throughout the customer journey[END_REF], by many different retailers, brands, and services within one location [START_REF] Ameen | Going with the flow: smart shopping malls and omnichannel retailing[END_REF]. But, as shopping malls represent more than just consumption space [START_REF] Bloch | The shopping mall as consumer habitat[END_REF], their role in the customer journey also varies. A mall can function as a self-contained customer journey offering various touchpoints along the mall experience including different stores, entertainment, services, or digital channel. In contrast, a mall can also merely represent an individual touchpoint among other retail environments within a customer journey across multiple channels and as part of a larger retail ecosystem (Picot-Coupey et al., 2020).

Finally, not only do shopping mall managers have to create a physical environment favorable to creating memorable experiences in-store [START_REF] Flacandji | Remembering shopping experiences: the shopping experience memory scale[END_REF], but they also have to respond to consumer omnichannel expectations [START_REF] Lopes | A citation and co-citation bibliometric analysis of omnichannel marketing research[END_REF]. Subsequently, synergistically managing the physical mall environment along the virtual environments has become a key task [START_REF] Ameen | Going with the flow: smart shopping malls and omnichannel retailing[END_REF]. While shopping malls still remain essential shopping venues, the marketplace keeps transforming into a collection of various locations, microexperiences, and shopping means that constitute overall consumption experiences [START_REF] Treadgold | Navigating the New Retail Landscape: A Guide for Business Leaders[END_REF]. One notable example is the fragmentation of today's shopping behaviors that increasingly incorporate online experiences across channels such as websites and mobile applications (Picot-Coupey et al., 2020). As a result, seamless and comprehensive shopping journeys consisting of multiple experiences or touchpoints, rather than single shopping journeys, is becoming the norm [START_REF] Becker | Customer experience: fundamental premises and implications for research[END_REF][START_REF] Lemon | Understanding customer experience throughout the customer journey[END_REF]. Regarding shopping mall retailing, this leads to the current emergence of smart malls that integrate advanced technologies for a seamless combination of the physical mall environment with the virtual and augmented environments (Van Kerrebroeck et al., 2017). Those advanced technologies -such as smart sensors improving navigation in the parking lot, connected stores sharing personalized notifications with consumers, or virtual reality experiences as an entertainment option -can contribute to optimize the environment and to improve customers' experience in a mall [START_REF] Ameen | Going with the flow: smart shopping malls and omnichannel retailing[END_REF]Van Kerrebroeck et al., 2017).

These numerous evolutions and challenges call for an examination of the foundational knowledge of shopping mall research. Results will provide a holistic understanding of the different variables influencing consumer behaviors and experiences to further advance scholarly research as well as offer new insights to shopping mall managers. Considering Figure 1, Chebat remains indeed a seminal author in the field of shopping mall research. As of July 7 th 2021, out of 235 peer-reviewed articles in business published since 1995 featuring the keyword "shopping mall(s)" in the Web of Science Core Data collection, Chebat is the most cited author with 926 citations followed by El Hedhli with 152 citations. This further warrants the focus on Chebat's contributions in this research field.

[Insert Figure 1 about here]

Methodology

Mall environments and mall atmospherics within the scope of Chebat's research contributions were comprehensively examined utilizing two distinct yet complementary review methods: a bibliometric analysis and a systematic literature review [START_REF] Donthu | How to conduct a bibliometric analysis: an overview and guidelines[END_REF]. First, a bibliometric analysis examined the social and structural relationships related to Chebat's shopping mall research to identify the most influential articles, authors, and sources [START_REF] Donthu | How to conduct a bibliometric analysis: an overview and guidelines[END_REF]. Specifically, various metrics related to performance analysis and science mapping, such as number of publications, co-citation analysis, and co-word analysis, offered imperative insights to map the underlying structure, dynamic, and paradigm developments [START_REF] Lopes | A citation and co-citation bibliometric analysis of omnichannel marketing research[END_REF] of shopping mall research according to Chebat.

Second, a systematic domain-based literature review was completed to arrange and synthetize this shopping mall literature. In contrast to the bibliometric analysis, the systematic review relied on a qualitative evaluation and interpretation of the sample articles to synthesize the findings [START_REF] Donthu | How to conduct a bibliometric analysis: an overview and guidelines[END_REF]. The integration of quantitative and qualitative assessment provided a deeper understanding of the literature by utilizing the unique advantages of both methodologies to extract meaning [START_REF] Donthu | How to conduct a bibliometric analysis: an overview and guidelines[END_REF].

Data collection

To identify suitable research within the scope of the particular literature stream, a systematic search incorporated common business databases including Academic Search Complete, Business Source Elite, ProQuest Central, Science Direct. Findings were crossvalidated using Google Scholar and Web of Science Core Collection. To optimize each search, implementation of keywords and field tags facilitated search efforts: author (Chebat; Chebat, JC; Chebat, J.C.; Chebat Jean Charles; Chebat Jean-Charles), title and abstract (mall), language (French; English) and document type (journal). A second search included mall as a general search term with Chebat as an author to further expand the potential reach. Inclusion criteria focused on 1) published journal articles, 2) authored by Jean-Charles Chebat, 3) featuring a mall context either in a conceptual article or a mall sample in an empirical study, and 4) limited to English or French language publications. The initial search produced 34 articles. Upon reviewing the articles and eliminating three papers that did not meet the inclusion criteria, the final sample retained 31 papers. These 31 articles represent more than 1/4 of Chebat's total journal publications, thus demonstrating his dedication to mall research as well as his position as an eminent scholar in the area.

Data analysis

The bibliometric analysis first focused on performance metrics to determine the contributions of each of the 31 articles. Analysis included number of publications per journal, citations per year, total citations per article, and number of publications per author, with citation being a proxy for impact and influence and publication considered as a measure of productivity.

A co-citation relationship was established between two papers when these co-occurred in a third paper 's reference list [START_REF] Donthu | How to conduct a bibliometric analysis: an overview and guidelines[END_REF]. The more co-citations two documents reflected, the higher the co-citation strength [START_REF] Mustak | Artificial intelligence in marketing: topic modeling, scientometric analysis, and research agenda[END_REF]. Co-citation analysis used the network analysis method to divide these literatures into clusters, thus reflecting the underlying intellectual structure of the studied domain. The depicted nodes in the co-citation map represent research papers and authors that were closely associated i.e. founding pillars to shopping mall research Chebat co-authored; the larger the node or the more nodes, the stronger the association [START_REF] Van Eck | VOSviewer Manual[END_REF]. Finally, co-word analysis applied keyword occurrence to map the conceptual structure of the shopping mall research domain inherited from Chebat [START_REF] Mustak | Artificial intelligence in marketing: topic modeling, scientometric analysis, and research agenda[END_REF]. As suggested, this technique represented the cumulative knowledge of studies and provided insights into the trajectory of the research field [START_REF] Donthu | How to conduct a bibliometric analysis: an overview and guidelines[END_REF][START_REF] Gomes | Shopping mall image: systematic review of 40 years of research[END_REF]. VOSviewer (version 2020) was used to complete science mapping [START_REF] Van Eck | VOSviewer Manual[END_REF].

The systematic literature review included a manual content analysis conducted independently by three researchers to synthesize, identify, and develop common themes across the articles [START_REF] Donthu | How to conduct a bibliometric analysis: an overview and guidelines[END_REF]. Following [START_REF] Gaur | A systematic approach to conducting review studies: an assessment of content analysis in 25 years of IB research[END_REF], the assessment included a vertical analysis per paper and a horizontal analysis along a coding structure with nine categories. These suggested coding categories for the systematic literature review centering on both research theme and research methods with narrow scope include: (i) theory(ies) employed, (ii) considered constructs and corresponding definitions, (iii) scales and items used, (iv) number of studies conducted, (v) analysis and methods performed, (vi) primarily variables (dependent and independent variables; moderator or mediator variables), (vii) type of data and data collection methods used, (viii) sampling technique and characteristics (size, country, characteristics), and (ix) key findings. The findings of this assessment were organized into the Shopping Mall Experience Framework focusing on guiding future research efforts and aiding retailer's application of mall elements in strategic positioning.

Results

Bibliometric analysis results

Descriptive overview of publications

The time frame represented by the 31 papers spanned from 1999 to 2016, with a publication rate of one to five papers per year. This steady trend reflected the continuous interest in shopping malls over these 27 years. Based on the included articles, 2005 was the most productive year with five publications on shopping malls followed by 2008 with four publications (see Figure 2).

[Insert Figure 2 about here]

The publications also included a wide range of journals as depicted in Table 1. By far, the

Journal of Business Research represented the most popular choice for mall research authored by

Chebat with 12 publications. The Journal of Retailing and Consumer Services followed with seven articles while the remaining twelve publications equally distributed across various other journals outlets. Therefore, the Journal of Business Research and the Journal of Retailing and Consumer Services remained key outlets among the mall research community. In terms of citations, the Journal of Business Research once again outranked all other journals with 3,190 total citations, followed by the Journal of Retailing of Consumer Services with 1,006 total citations. However, when evaluating the average citations per publication, the Journal of Marketing Management ranked highest with 437 citations (see Table 1).

[Insert Table 1 about here]

To determine the most influential article across the 31 publications, Table 2 lists all articles by total number of citations. Chebat and Michon (2003) article focused on ambient odors in shopping malls had the highest impact with 1,104 total citations. Despite being published in 2003, the average number of citations per year was 61.33, reflecting the continuous impact of this article. The next article was Michon et al.'s (2005) article about mall atmospherics and shopping behaviors, with a total citation count of 628 and an average citation count per year of 39.25. Overall, 61% of the articles had over 100 citations.

[Insert Table 2 about here] 

Co-citation results

While the descriptive performance metrics provided a first overview of the shopping mall research co-authored by Chebat, the co-citation analysis uncovered the structure and interrelations of journals and references within this studied topic [START_REF] Mustak | Artificial intelligence in marketing: topic modeling, scientometric analysis, and research agenda[END_REF]. Cocitation refers to the number of citations by different research within the same set of articles [START_REF] Donthu | How to conduct a bibliometric analysis: an overview and guidelines[END_REF]. For the current analysis, the established minimum citation threshold was three citations of a cited reference following the usual standards [START_REF] Van Eck | VOSviewer Manual[END_REF].

Based on this criterion, the set comprised 58 articles.

With regards to the journals, Table 3 shows [Insert Table 3 about here] Reference co-citation analysis is an important mean to detect the structure and evolution path of a specific domain. Two publications are co-cited if a third publication cites them both [START_REF] Donthu | How to conduct a bibliometric analysis: an overview and guidelines[END_REF]. Figure 3 Additional information on these co-cited references was provided by the density visualization map in Figure 4. While the co-citation network diagram identifies key references, the density visualization maps allows for an assessment of the interconnections between these references; therefore, how these important references are interrelated can be answered with this second map. Specifically, the density visualization depicted each point in a specific color based on the density of items ranging from blue to yellow (blue = low density; yellow = high density).

The larger the number of items surrounding a point and the greater the weight of neighboring items, the more intense yellow shading of the area. Density views are especially useful for understanding the overall structure of a map and drawing attention to its most important areas.

The large number of yellow areas on the map showed multiple influences of co-cited references in Chebat's research on shopping mall. The yellow areas occupied a substantial surface, reflecting the tight density of studies that have influenced and impacted Chebat's research. A total of five main areas are evident based on high density as indicated by yellow shading.

Describing them from left to right, the first cluster covered customer responses, both in terms of value and emotions. The second cluster related to olfactory cues, while the third was about colors, both studied at the store level. The fourth cluster included background music and ambient scent while the last one uncovered works on store patronage and store personality. Thus, the findings determined that Chebat leveraged different research areas on specific environmental characteristics and their impact on consumer responses at the store level, yet investigated these across the holistic shopping mall experience.

[Insert Figures 3 and4 about here]

Keyword analysis results

Keyword co-occurrence analysis aims to highlight the mutual interconnections of a pair of concepts within the literature base [START_REF] Mustak | Artificial intelligence in marketing: topic modeling, scientometric analysis, and research agenda[END_REF], thus reflecting the research hotspots in the domain. Figure 5 depicts the keyword co-occurrence network for shopping malls in Chebat's research with a minimum threshold of occurrences in the literature base set at three. Four clusters of keyword co-occurrences totalizing 39 items emerged: 1) blue -spatial wayfinding, 2) green -atmospherics, 3) yellow -individual differences across shopping mall experiences, and 4) red -shopping mall consequences.

The red cluster related to the shopping mall in itself and its characteristics in terms of image, personality, and environment. In addition, its impact on key consequences such as mall patronage, mall loyalty, and mall quality remained another focus within this domain. The yellow cluster displayed keywords associated with shopping mall experiences and consumer difference measures including shopping value, self-congruity, and shopping well-being. These themes tended to be studied in conjunction with gender issues. Mall atmospherics represented the green cluster. Specifically, music, color, and scent and their connections with behaviors, emotions, and memories were summarized in this part of the keyword co-occurrence analysis. Lastly, the blue cluster showed a strong presence of studies related to spatial information and wayfinding. Topics focused on customer strategies to overcome difficulties to find their way in shopping malls as well as sex-differences and determinants related to information processing or orientation.

[Insert Figure 5 about here]

A temporal mapping of central keywords allows to investigate the progression of Chebat's central focus about shopping malls over time, as illustrated in Figure 6. It concentrated first on investigating specific issues in shopping malls, relating to atmospheric effects on consumer behavior and spatial considerations. For example, a strong cluster formed around ambient cues such as scent, music, and color and their influence on memory, emotions, and behaviors. A second cluster focused on strategic topics including orientation, wayfinding, and sex-differences. The dynamic evolution of keywords then shifted toward the experience in shopping malls including mall environment, experience, quality, and shopping valued. The final and most recent stage of the research examined the influence of mall elements on various outcomes such as loyalty, image, gender differences, or shopping well-being. Interestingly, value now predominantly examined utilitarian value and fun individually. These findings can be used to provide some assessment of emerging topics in shopping mall research discussed in combination with the proposed framework in section 4.3.1.

[Insert Figure 6 about here]

Systematic literature review results

Assessment shifted to the systematic examination of the shopping mall literature produced by Chebat. As previously discussed, horizontal and vertical assessment included nine categories suggested for literature reviews with narrow scopes of research theme and research methods [START_REF] Gaur | A systematic approach to conducting review studies: an assessment of content analysis in 25 years of IB research[END_REF].

Theoretical foundations of shopping mall research

Upon reviewing the sampled research for theoretical foundations, frameworks, or premises, only 32% out of the articles presented a theoretical background discussion. Therefore, only one out of three articles explicitly positioned their research within an existing theory. With regard to the type of referenced theories, most of these were consistent with environmental psychology and retailing literature such as cognition-emotion-behavior paradigm (e.g., Laroche et al., 2005), person-place congruency framework (e.g., Morrin and Chebat, 2005), schema congruity model (e.g., Eroglu et al., 2005), and self-congruity theory (e.g., Chebat et al., 2006).

While not every article included a theoretical discussion, the study design and constructs still echoed the stimulus-organism-response (S-O-R) model by [START_REF] Mehrabian | An Approach to Environmental Psychology[END_REF].

The central focus remained the relation between the stimulus (S) in the environment that the organism (O) was exposed to and the subsequent responses (R) in form of behaviors, attitudes, or emotions. Hence, the interaction between the consumer and the shopping mall environment leading to various outcomes relevant to this specific context [START_REF] Pizam | Experienscape: expanding the concept of servicescape with a multi-stakeholder and multi-disciplinary approach[END_REF].

Study design and procedure

Next, the review explored research design, samples, methodology, and other details of each individual study included in the 31 articles (see Table 4). The geographic scope primarily reflected North America (87%), while only three papers focused on multiple countries [START_REF] Sirgy | Australia-120[END_REF], Italy (Petruzzellis et al., 2014), or Israel (Gilboa et al., 2016). As a consequence, seminal research on shopping mall was North-America oriented. While only half of the studies explicitly stated the language that was used for the research, all of these 16 studies utilized perceptions, mall image, or actual behaviors such as total purchases, money spent, or store visits.

As further elaborated in the next section, some of the most studied constructs overlapped with other retail or atmospherics research: hedonic value, utilitarian value, pleasure, arousal, and satisfaction. Lastly, atmospheric cues were captured primarily via scent, music, color, and décor.

In addition, overall mall atmospherics and physical design were also popular constructs.

[Insert Table 4 about here]

Constructs, measurement scales, and items in shopping mall research

The next step of this systematic review focused on synthetizing constructs and conceptualizations as well as respective measurement scales administered in shopping mall studies (Table 5). Constructs and scales were selected on the basis of frequency of consideration and administration in the sampled articles. Moreover, the two constructs and corresponding measures developed by Chebat and co-authors namely "Shopper Based Mall Equity (SBME)" (El Hedhli and Chebat, 2009) and "Mall Environment" (El Hedhli et al., 2013) completed the collection.

The top three constructs assessed across all studies were hedonic value (42%), utilitarian value (42%), and product perception or quality (42%). Consistent with the previously discussed S-O-R model, pleasure (32%), arousal (29%), and approach/avoidance (16%) also appeared frequently in these articles. The most commonly assessed ambient cue was scent in 16% of all articles. Constructs positioned as outcome variables focused on mall perception (32%), spending behaviors (19%), mall loyalty (16%), and mall attitude (16%). For most of the frequently incorporated constructs, consistent labels and conceptualizations were evident. For example, hedonic and utilitarian value consistently represented gratification and self-expression or task accomplishment respectively. However, other constructs such as mall atmosphere were approached from two related yet different conceptualizations depending on the focus of the study (i.e., overall mall atmosphere vs. individual atmospheric cues). Table 5 highlights these different conceptualizations.

The two most frequent type of scales were Likert scales or semantic differential.

Furthermore, most studies administered 7-point scales. Yet, not all studies disclosed what specific scales were utilized or did not state the specific items that were administered. Regarding scale items, shorter versions of original scales were often implemented. For example, hedonic value was commonly captured with five items compared to the original eleven items developed by [START_REF] Babin | Work and/or fun: measuring hedonic and utilitarian shopping value[END_REF]. Moreover, wording of individual items was adjusted to match the shopping mall context; for example, approach/avoidance behavior and self-congruity. While a common technique, these adjustments lead to new scales requiring common scale development and refinement procedures [START_REF] Ortinau | Writing and publishing important scientific articles: a reviewer's perspective[END_REF]; a step not evident in the explored articles. Table 5 summarizes the most frequently studied constructs and corresponding scales in shopping mall research. This overview can act as a starting point for future empirical research on shopping mall experiences facilitating the identification of relevant constructs, operationalizations, and scales.

Especially the constructs developed by Chebat -SBME and mall atmosphere -are as relevant today as they were ten years ago.

[Insert Table 5 about here]

Shopping mall research key findings

The previous bibliometric keyword analysis identified four main clusters of research hotspots across the 31 articles: 1) spatial wayfinding, 2) mall atmospherics, 3) individual differences across shopping mall experiences, and 4) shopping mall consequences. Each focus area is further explored below. 

ACCEPTED MANUSCRIPT -CLEAN COPY

Spatial wayfinding

Maneuvering the shopping mall and all of its spatial elements encompassed the first set of studies. Specifically, areas of interest ranged from wayfinding, orientation, density, to sexdifferences, and information processing. Chebat et al. (2005) raised the concern that consumers potentially faced difficulties finding retail store(s) within the mall or identifying opportunities of interest, all of which was indicative of wayfinding. They observed that men rely more on maps as an information source while women seek out assistance from other people. Chebat et al. (2008) further showed that female shoppers asked more for assistance and information when in need while simultaneously expressing higher levels of hedonistic shopping motivations; therefore, wayfinding and enjoyment were not mutually exclusive. One influential factor of wayfinding was density defined as the number of people and objects within a limited space (Eroglu et al., 2005). High retail density negatively impacted various emotions, attitudes, and behaviors including affect, satisfaction, wayfinding, and patronage (Eroglu et al., 2005;Michon et al., 2005;Michon et al, 2008). In general, density appeared to be difficult to capture as it was perceived differently by consumers; hence, perceived crowding was often measured (Eroglu et al., 2005).

Mall atmospherics

Throughout all shopping mall articles, ambient cues remained a focal explanatory element in predicting consumer responses in mall environments. Specifically, scent (16%), music (10%), and colors (6%) were the most frequently examined cues in mall retailing. With regard to music, [START_REF] Chebat | Environmental background music and instore selling[END_REF] discussed how cognitive processes moderated music influence. Moreover, Petruzzellis et al. (2014) studied music notoriety and confirmed that famous music reinforced patronage. However, famous music also reduced cognitive activity and distracted consumers from hearing promotional messages in stores.

With regard to scent, Chebat and Michon's (2003) in-mall experiment showed that ambient scent directly influenced customers' perceptions and impacted moods while indirectly influencing mall environment perceptions. Therefore, they concluded that "the shopping mall plays the role of a global packaging for the products sold" (p. 537). In addition, young shoppers spent more money at a mall when a pleasant ambience (citrus) scent prevailed (Chebat et al., 2008). Moreover, Michon et al. (2005) determined that scent only positively influenced shoppers' perceptions when retail density was at a medium level. Across all 31 articles, only a small number assessed individual atmospherics cues.

Instead, cross-modal correspondence administering multiple senses simultaneously, and implicitly adopting a multisensory perspective, was more common [START_REF] Spence | Store atmospherics: a multisensory perspective[END_REF]. For example, Eroglu et al. (2005) considered music and retail density to support moderate incongruity among cues as a trigger of more elaborate information processing. Comparing the effects of both scent and music, Morrin and Chebat (2005) determined that scent influenced contemplative shoppers whereas music positively affected impulsive shoppers. Ruiz et al. (2004) also studied music and scent but added a third cue, store decoration, to segment mall clientele. In later years, a holistic approach to atmospherics replaced individual or multiple cue assessment by incorporating mall atmospherics into studies. Chebat noted multiple times in his research that isolating effects of a single cue can be challenging. Consequently, Chebat increasingly administered "mall atmosphere;" a construct and scale he developed. Mall atmosphere captured the entire mall environment including environmental cues (odors, music, decoration) and was shown to impact cognitive, emotional, and physiological responses (Gilboa et al., 2016;Massicotte et al., 2011). When managed correctly, mall atmosphere remained an essential communication tool, influencing self-congruity (Massicotte et al., 2011) and enhancing product quality and price perceptions (Haj-Salem et al., 2016).

Individual differences across shopping mall experiences

In addition to investigating the different facets of shopping mall atmospherics, the consumer perspective and corresponding individual differences based on various key constructs were also examined. Ruiz et al. (2004) showed that consumers differed by the mall activities they performed and profiled four activity-based groups: recreational shoppers, full experience shoppers, browsers, and mission shoppers. The four groups differed in terms of approach/avoidance reactions and shopping value. Individual differences also appeared related to consumer's self-concept as a leader or a follower: studying fashion shoppers, Michon et al. (2007) observed that fashion leaders utilized cognitive processing in creating hedonic shopping experiences compared to fashion followers who relied on mood. Consequently, the shopping mall appeared as "a fun place" for those fashion followers or "a serious matter" for the fashion leaders (Michon et al., 2007: p. 497).

Individual differences were also apprised via the concept of environmental appropriateness, namely the perceptual appropriateness in terms of décor, music, and scent of a shopping mall by a consumer (Babin et al., 2004). Findings showed that appropriate mall décor, music, and scent elements increased product quality perceptions and hedonic shopping value. In addition, higher product quality perceptions strengthened the relationship between appropriateness and utilitarian value as well as affect. Good matching between the environment elements appeared essential in creating shopping value. The research of Chebat and co-authors also focused on how shopping in malls could contribute to perceived quality of life, i.e. feelings of well-being. El Hedhli et al. ( 2013) determined six retailing mix factors influencing shoppers' well-being: functionality, convenience, safety, leisure, atmospherics, and self-identification. El Hedhli et al. (2016) further confirmed full mediating effects of shopping well-being between hedonic value -but not utilitarian value -and mall attitude as well as word-of-mouth.

Shopping mall consequences

Shopping mall outcomes echoed commonly examined consequences in retailing studies, such as perceived quality (Laroche et al., 2005), mall loyalty (Haj-Salem et al., 2016), mall patronage (Chebat et al., 2010;Raajpoot et al., 2008), mall attachment (Chebat et al., 2014a), and word-of-mouth (Chebat et al., 2010). Laroche et al. (2005) showed that consumers' moods induced by their perceptions of shopping mall environment and of product quality impacted their purchase intentions through their perceptions of service quality. Furthermore, Haj-Salem et al.

(2016) investigated the drivers of mall loyalty and gender. While mall atmosphere was a common driver of mall loyalty for both genders, male shoppers' loyalty was further influenced by price and identification with the mall yet female shoppers' loyalty was further impacted by mall physical design and perceived quality of products and services.

Another mall outcome of interest was mall attachment investigated by Chebat et al. (2014a). Specifically, the emotional link between an individual and a setting indicative of how well a consumer identified with a particular shopping center. Results showed that mall attachment depended on the shoppers' companion during the shopping trip. Raajpoot et al. (2008) concentrated on better understanding mall patronage decision and showed how employee behavior, mall design, customer compatibility, product assortment, and access to the mall all influenced customers' emotional responses to the mall. In addition, Chebat et al. (2010) determined that mall patronage was impacted by mall image just like word-of-mouth communication. With regard to mall image, Chebat et al. (2006;2010) observed that mall image influenced stores' image, and inferred that consumer experience should be managed locally at the store level as well as globally at the shopping mall level.

Beyond those traditional retail outcomes, one substantial contribution regarding mall outcomes remained El Hedhli and [START_REF] Michon | Samples used from previous papers Chebat and Michon[END_REF] conceptualization and measure of Shopper-Based Mall Equity (SBME). SBME included both mall awareness and mall image. Results showed that mall awareness, although rarely considered by mall managers, weighed more heavily in mall equity than mall image. Shoppers' positive awareness of the mall characteristics helped to predict consumers' commitment and mall loyalty [START_REF] Chebat | Does age attenuate the impact of pleasant ambient scent on consumer response?[END_REF].

The in-depth assessment of the four shopping mall research areas provides an extensive overview of the findings associated with spatial wayfinding, mall atmospherics, individual differences, and shopping mall consequences. To facilitate the generation of future research in mall retailing and offer relevant managerial insights addressing current trends and concerns, additional influences, concepts, and constructs are integrated into the Shopping Mall Experience Framework below to enhance its relevancy and generalizability.

Organizing framework and managerial perspectives

4.3.1.Shopping Mall Experience Framework

Synthesizing insights from the bibliometric analysis and the systematic literature review, the proposed Shopping Mall Experience framework offers a comprehensive overview of the shopping mall environment and elements of mall experiences pertinent for future scholarly studies (see Figure 6). This framework articulates seven main components, namely: 1) tangible elements, 2) spatial elements, 3) environmental elements, 4) employee factors, 5) consumer factors, 6) mall perceptions, and 7) mall outcomes.

[Insert Figure 6 about here]

Tangible elements include the different components the mall offers, such as brands, retail mix of different stores, and product assortment variety within stores. The elements that can assist consumers in maneuvering the mall are represented in the spatial elements. Digital signs and information are essential in strategically guiding consumers through their way in the environment. Technological advances including digital signs and augmented reality (AR) maps could facilitate the strategic alignment of these elements as well as manage density. Lastly, environmental elements reflect mall atmospherics and each individual cue for indoor as well as outdoor environments. Especially the integration of multisensory cues across the mall environment is of interest since congruity of cues could be accomplished at different levels, i.e. product, brand, store, and mall [START_REF] Spence | Store atmospherics: a multisensory perspective[END_REF].

Employee and consumer factors follow next in the framework. Considering the retail industry, employees play an integral part of the service delivery (Turley and Chebat, 2002).

Therefore, factors such as employee emotions and self-congruity need to be considered. With an increasing trend to phygital retail spaces [START_REF] Treadgold | Navigating the New Retail Landscape: A Guide for Business Leaders[END_REF] including sales technology e.g., smart mirrors [START_REF] Pantano | Entertainment in retailing: The influences of advanced technologies[END_REF], artificial intelligence (AI) sales assistance [START_REF] Ameen | Going with the flow: smart shopping malls and omnichannel retailing[END_REF], technology readiness and capability is a crucial factor in ensuring a successful consumption experience. For consumers, their shopping experiences can be influenced by shopping motivations, emotions, and self-congruity. Need for touch has emerged as an important individual difference trait in shopping and should be incorporated in shopping mall research [START_REF] Helm | Navigating the 'retail apocalypse': a framework of consumer evaluations of the new retail landscape[END_REF]. Moreover, while tangible, spatial, and environmental mall elements impact consumer-employee interactions, these interactions will subsequently influence mall perceptions.

Mall perceptions represent mall attitude, mall image, intentions, and mall perception.

These consumer perceptions are an essential component of mall experiences since these lead to mall outcomes and behaviors. These outcomes include approach/avoidance behaviors, mall attachment, mall loyalty, total spending, and word-of-mouth. Shopper well-being and shopperbased mall equity are also of interest, especially in current times as the overall customer journey is increasing in importance [START_REF] Becker | Customer experience: fundamental premises and implications for research[END_REF]Sirgy et al., 2008).

A final consideration of the framework is the integration of different channels and touchpoints as part of the overall mall experience in line with the customer journey perspective.

Consumers increasingly rely on multiple touchpoints (e.g., website, mobile application, social media) and expect new tools (e.g., AI, AR, VR) to enrich their consumption experience [START_REF] Becker | Customer experience: fundamental premises and implications for research[END_REF][START_REF] Roggeveen | The DAST framework for retail atmospherics: the impact of in-and out-of-store retail journey touchpoints on the customer experience[END_REF]. For example, VR experiences offered during mall visits have been shown to increase mall loyalty and approach behaviors (Van Kerrebroeck et al., 2017). Therefore, designing a consistent and holistic mall experience across multiple channels and touchpoints beyond the physical environment is essential. The challenge of successfully articulating experiences at both the store and mall levels previously considered by Chebat finds a new extension here at channel and touchpoint levels.

Mall manager perspectives

The current framework provides an overview of major elements of interest for shopping mall research that can offer additional guidance for mall managers. The tangible, spatial, and environmental elements are the three components that mall managers have the highest direct control over. These elements not only include indoor features such as retail mix, brands, and atmospherics but also extend to the outdoor features of the mall such as architectural structure, exterior display windows, parking lot, and signage. Mall managers need to strategically evaluate and actively manage these tangible, spatial, and environmental mall elements as their consistency is essential to create a cohesive mall environment. Importantly, these elements need to be considered across the holistic mall environment as well as individual stores, entertainment offerings, and any other mall components. In addition, these elements influence consumeremployee interactions and subsequent perceptions, so it is in the interest of mall managers to take advantage of mall element mix to maximize interactions and mall perceptions. Therefore, each element's contribution to enhancing interaction or mall perceptions need to be determined and performance strategically evaluated over time.

Understanding and considering the characteristics that differentiate consumer responses to mall environments can further assist in securing a long-term competitive advantage. Preemptively designing mall environments and experiences by considering consumer important factors maximizes success potential by shifting from a reactive to a proactive positioning. Here, hiring qualified employees is crucial to ensure efficient mall experience delivery during consumer-employee interaction. While new sales technologies can facilitate these efforts and can attract new targets like younger consumers who rely on these technologies in daily life, it also requires skilled employees who can easily maneuver these technologies.

Additionally, mall managers need to expand their shopping mall beyond the physical environment and incorporate diverse channels to create a consistent customer mall journey. Indeed, while consumers still patronize physical malls, a large portion of the consumption experience happens outside of the traditional environment. Successful mall managers need to expand their strategic approach by incorporating multiple channels and streamlining their communication efforts. For example, integrating a well-designed mall website, app, or other technology that extends mall experiences to a virtual dimension strengthens positive mall perceptions and ultimately lead to actual mall patronage (Van Kerrebroeck et al., 2017). Such integrations of new channels and touchpoints are also necessary to consider in a phygital perspective. New technologies such as virtual and augmented reality offer additional opportunities for touchpoints to engage with consumers and to offer new services. Finally, capitalizing on new technologies allows mall managers to respond to the repercussions of the COVID-19 pandemic, offering dynamic and engaging experience alternatives that elevate mall image and attachment in a time when in-person shopping is challenging [START_REF] Pantano | Competing during a pandemic? Retailers' ups and downs during the COVID-19 outbreak[END_REF].

Conclusion and future research

In line with the special issue devoted to the evolution and challenges facing retailing in honor of J.-C. Chebat, the current study provides a detailed and exhaustive synthesis of 31 papers co-authored by Chebat about shopping malls. Specifically, this research implements a bibliometric analysis and a systematic review providing a detailed overview of Chebat's heritage on shopping mall research. Results identify co-citation and keyword clusters that are indicative of the prominent themes in shopping mall retailing: 1) spatial wayfinding, 2) mall atmospherics, 3) individual differences across shopping mall experiences, and 4) shopping mall consequences.

Interestingly, findings reflect Chebat's shift towards a holistic conceptualization and assessment of mall atmospherics and environments; a trend still evident in recent retailing literature. Results also organize key constructs, scales, and indices administered across twenty years of shopping mall research. Furthermore, the comprehensive Shopping Mall Experience Framework introduces a new approach to shopping mall experiences across various components, including tangible, spatial, and environmental mall elements, employee and consumer-related factors and consequences in terms of mall perceptions and mall outcomes, while considering newer digital touchpoints and channels. Finally, managerial implications suggest the monitoring of various shopping mall elements to implement a successful strategic positioning.

As such, this research has implications for both mall managers and mall researchers.

From a managerial perspective, findings offer guidance to frame the future of shopping mall retailing during the current challenging times based on declining mall attendance and situational factors. For researchers, findings provide a platform to further develop the literature on shopping malls grounded in the rich but disperse collection of mall research inherited from Chebat. The new framework in conjunction with the conceptualizations and scales offer a starting point for interested researchers to secure the future of shopping mall retailing.

In line with these findings, future research directions emerge. First, future research should continue the assessment of wayfinding and potential gender differences by exploring new technologies as means for maneuvering through a mall. Specifically, replacing static maps with interactive notifications on smartphones or AR apps could negate the previously identified gender differences. Furthermore, positioning shopping malls as a smart shopping environment requires further assessment. The integration of smart mirrors and technology shopping assistance in retail store has been previously explored [START_REF] Pantano | Entertainment in retailing: The influences of advanced technologies[END_REF]. However, since retail stores are part of the larger mall environment, the impact of these technologies on the overall mall shopping experience needs to be considered. Considering the importance of entertainment as part of the shopping mall experience, utilizing AR devices beyond seasonal pop-up stands (Van Kerrebroeck et al., 2017) is an important future research agenda. Shopping mall employees are also confronted with changes in their responsibilities once these new technologies are introduced. Understanding how these new devices and services can improve customer-employee interactions in malls will be a key avenue for future research.

Additionally, future research should also aim at understanding multisensory mall experiences and the importance of congruence at a store as well as mall level. Extending prior research on multisensory atmospherics (e.g., [START_REF] Spence | Store atmospherics: a multisensory perspective[END_REF] into the mall environment will be helpful in designing experiential and satisfactory consumption experiences. The concept and scale of mall atmospheric or mall environment can facilitate the assessment of multisensory experiences at the mall as commonly done by Chebat (e.g., Massicotte et al., 2011). Furthermore, while scent cues have been predominantly studied in mall research, results remain inconsistent warranting additional research. Focusing on other cues such as color or touch could be an additional research area. Finally, future research needs to explore the repercussions of both ecommerce and m-commerce development magnified by the COVID-19 pandemic [START_REF] Pantano | Competing during a pandemic? Retailers' ups and downs during the COVID-19 outbreak[END_REF] on consumers' expectations towards shopping malls. Understanding how consumers' confidence in visiting enclosed malls has been fragilized and the perceived risks to patronize them is a priority. Future research needs to examine a potential change in consumer expectations related to mall offerings including social, recreational, and entertainment activities. Here, considering constructs such as community-based consumer well-being could be especially helpful since factors focusing on the consumer as a person could provide important insights.

As with any research, this study is subject to limitations. The lack of complete information as provided by the original authors of the publications made it challenging to compare elements of interest across certain papers. Consequently, this research cannot follow the complete assessment of study characteristics and designs for some articles. This reflects the importance of providing full information during the publication process and a limitation that unfortunately permeates all levels of journals [START_REF] Babin | Meta-analytic evidence on personal shopping value[END_REF]. Furthermore, the aim of the research -assessing mall research as published by Chebat -led to selection of the search keywords. Despite best efforts and cross-checking search results in different databases, the chosen keywords and databases might not incorporate every single publication. In addition, in accordance with the special issue the focus of this review remains research published by Chebat.

Therefore, other research not published by Chebat was automatically excluded. Despite these limitations, the current research systematically examines shopping mall -as inherited by Chebat -providing a platform for advancing mall retailing by considering the foundations of the past.

Van Kerrebroeck, H., Brengman, M., Willems, K., 2017. Escaping the crowd: an experimental study on the impact of a Virtual Reality experience in a shopping mall. Comput. Hum.

Behav. 77, 437-450. https://doi.org/10.1016/j.chb.2017.07.019. The degree to which an individual feels good, happy or satisfied in a shopping environment.
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Self-Congruity

Self-Congruity: The extent to which shoppers see themselves as being the kind of person that the mall is designed to cater to.

Self-Congruity (7-point)* 1. The typical people who shop at (shopping mall) match how I see yourself.

2. I cannot/can identify myself with the people who shop at this mall.

3. The typical person who comes to this mall does not match/matches how I see. 4. The image of this mall is not at all/is highly consistent with myself image.

El Hedhli et al. (2013Hedhli et al. ( , 2016) ) 6 Spending Total Spending Dollar Expenditure 1. Participants were asked how much they had spent, excluding groceries, during their shopping trip. [START_REF] Chebat | Does age attenuate the impact of pleasant ambient scent on consumer response?[END_REF]; Eroglu et al. (2005) 

  that the top three journals most influential in shaping Chebat's shopping mall research, meaning that these journals were most often cited across all of Chebat's 31 articles, included: Journal of Retailing (104 citations), Journal of Business Research (86 citations), and Journal of Consumer Research (65 citations). As previously mentioned, the Journal of Business Research was also the most popular journal outlet of choice for Chebat's mall research articles. These landmark publications from the Journal of Retailing that contributed to form and grow Chebat's research on shopping malls suggested context-specific considerations. Additionally, the papers published in the Journal of Business Research and the Journal of Consumer Research covered two different yet complementary perspectives, advancing understanding of business situations and consumer behaviors respectively.

  and Figure 4 respectively present the network and density diagrams of this analysis. Regarding the network diagram depicted in Figure 3, the largest set of connected articles was structured around the Babin et al. (1994) paper about personal shopping value (57 links) with the top two co-cited papers being Bitner (1992) (55 links) and Mehrabian and Russell (1974) (54 links). Therefore, the literature on value and on the impact of physical surroundings on customer behavior, employee behaviors, and customer emotions is tied to shopping mall research. The second cluster is structured around Babin and Attaway (2000) (53 links). Here, the top two co-cited papers included Sirgy et al. (2000) (45 links) and Chebat et al. (2006) (44 links), which represented the interconnection of retail atmosphere, retail environment, and retail patronage. The network analysis depicted the key influential nature of these six papers and their respective links in the area of shopping mall experiences associated with Chebat's research. Not only did research by Chebat receive attention, but his studies have also been inspired by other scholars as indicative by the co-citation findings.
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Fig. 1 .

 1 Fig. 1. Network diagram of authors' citations in shopping mall research.

Fig. 2 .

 2 Fig. 2. Number of publications per year.

Fig. 3 .

 3 Fig. 3. Network diagram of co-citation of references.

Fig. 4 .

 4 Fig. 4. Density diagram of co-citation of references.

Fig. 5 .

 5 Fig. 5. Keyword co-occurrences in the shopping mall literature by Chebat.

Fig. 6 .

 6 Fig. 6. Temporal mapping of keywords.

Table 2

 2 Most influential article by citation ranking.

	TC	Title	Authors	Journal Year CPY
	1104 Impact of ambient odors on mall shoppers' emotions, cognition and spending: A		
		test of two competitive causal theories.		

Table 4

 4 Study design and procedure overview.SEM Note: S = scent; M = music; C = color; D = décor; MA = mall atmosphere; ⁂ = mean age not mentioned; ⁜ = age range not mentioned; ♀♂ = gender not mentioned; ± = country not mentioned

	Author	N	Sample

Table 5

 5 Scales and constructs for shopping mall research. This shopping trip was truly a joy. 2. This shopping trip truly felt like an escape. 3. Compared with other things I could have done, the time spent shopping was truly enjoyable. 4. I enjoyed being immersed in exciting new products. 5. While shopping, I felt a sense of adventure. Utilitarian Value (5-point / 7-point Likert) 1. I accomplished just what I wanted to on this shopping trip. 2. I couldn't buy what I really needed today. 3. While shopping, I found just the item(s) I was looking for. Rate the style of the products offered in this shopping center: Outdated/ Up to date 2. The product selection of this shopping center is: Inadequate/Adequate 3. The product quality in this shopping center is: Low/High Most of the products have outdated/fashionable styles. 2. This mall does/does not have stores that carry new style products.3. The quality of the products available in this mall is high/ rather low. 4. This mall has good/does not have brand names. 5. Most of the stores in this mall carry high/low quality products. 6. Most of the products found in this mall are very/are not well-known brands. Assortment of products and services is very wide/limited. 2. Has well/poorly stocked stores. 3. This mall lacks/does not lack variety in specialty stores. 4. This mall needs/does not need more variety of specialty stores. 5. This mall lacks/does not lack department stores.

	#	Construct	Operationalization	Scale Items

English. In addition, 42% were also administered in French. In terms of participants, mallintercept samples ensured the inclusion of actual shoppers in nearly all studies. Consequently, the most frequently applied survey technique was paper-pencil, followed by online surveys. As common in shopping behavior studies, samples reflected a slightly higher percentage of female shoppers. Overall, only one study included complete details of basic sample details such as sample size, gender, age, country, and language; a common issue as previously identified by review papers (e.g.,[START_REF] Babin | Meta-analytic evidence on personal shopping value[END_REF].Concerning research methods, with the exception of one conceptual paper, all remaining 30 papers administered either cross-sectional surveys or experiments. 90% of all articles included one study in their research; only the articles focusing on international samples or on scale development relied on a multi-study approach. The most frequent data analysis techniques included structural equation modeling (SEM) (61%) or variance analysis (29%); only one study administered a qualitative content analysis. Consistent with the theoretical background previously discussed, common dependent variables included approach/avoidance, mall

Ambient ScentAmbient Scent: Involves a mixture of biological responses, psychology, and memory; smell is Scents (7-point Likert)1. The scent is pleasant.[START_REF] Chebat | Does age attenuate the impact of pleasant ambient scent on consumer response?[END_REF] 

Functionality (7-point semantic differential) Store variety 1. This mall lacks/does not lack department stores. 2. This mall lacks/does not lack variety in specialty stores. Product assortment 1. This mall has poorly/well stocked stores. 2. This mall has limited/wide assortment of products/services. Merchandise quality 1. The quality of the products available in this mall is rather low/high. 2. Most of the stores in this mall carry low/high quality products. Merchandise fashion 1. Most of the products have outdated styles/are fashionable. 2. This mall does not have/has stores that carry new style products. Branding

Atmosphere

Mall Atmosphere: Atmosphere in the context of malls refers to aesthetics and ambiance of the mall.

Mall Atmosphere (7-point semantic differential)

1. The atmosphere of this mall is boring/stimulating. 2. The atmosphere of this mall is dull/entertaining. 3. The atmosphere of this mall is depressing/cheerful. 4. The atmosphere of this mall is drab/colorful. Chebat et al. (2010); Massicotte et al. (2011) Atmospheric Mall Variable: Customers were asked about their perception of the atmospheric variables in the mall i.e. odors, music, and decoration. Odors (7-point Likert) 1. The odors make shopping in this shopping centre pleasant at this moment. 2. The odors in this shopping centre bother me at this moment. 3. The odors today are appropriate at this moment. Music (7-point Likert) 1. The background music makes shopping in this shopping centre pleasant at this moment. 2. The background music bothers me at this moment. 3. The background music is appropriate at this moment. Decorations (7-point Likert)

1. The decorations make shopping in this shopping centre pleasant at this moment. 2. The decorations in this shopping centre bother me at this moment. 3. The decorations are appropriate at this moment. Ruiz et al. (2004) 

Mall Environment: Mall retail environment corresponds to the way in which a mall is perceived by shoppers with respect to a set of functional qualities (products, services, parking, facilities, etc.) as well as an aura.

El Hedhli et al. (2013) Functionality: Mall functionality refers to the quality of the mall in the way that the mall has an assortment of quality and quantity stores to meet shoppers' consumption needs.