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Abstract

:

The literature has highlighted that international students abroad exhibit a strong preference for products from their country compared with foreign products and services, thus suggesting that the cultural disposition of consumers influences their purchasing decisions. Therefore, this current research aimed to determine how the feeling of groundedness could affect international students’ purchasing behavior in Malaysia through cultural products and services. To this end, quantitative data were collected from international students at the University of Malaya and the University Utara Malaysia and then analyzed using a structural equation model (SEM). The findings of this research highlighted that consumer behavior was influenced by a “feeling of groundedness”. This suggested that cultural services and products are valued by international students in foreign universities because of their ability to evoke a feeling of groundedness. The theoretical contributions of this study, particularly to the consumer behavior literature, are extensive, including how it highlights the influence of the feeling of groundedness on international consumers’ purchasing behavior. The marketing implications of this research are also valuable for businesses targeting international students.
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1. Introduction


In modern marketing, the understanding of consumers’ behavior has become a crucial agenda for companies [1]. In earlier studies, the knowledge of consumer behavior was discussed in terms of four major dimensions, namely complex buying behavior [2], dissonance-reducing buying behavior [3], variety-seeking behavior [4] and habitual buying behavior [5]. Kutaula and Gillani [6] highlighted that consumers in different countries and social settings react differently to the advertisement of products and services. It is important to understand the nostalgic behavior of consumers from different dimensions to enhance their experience of purchasing products and services [7]. The small amount of attention paid to the far side of nostalgic consumer behavior has led different scholars to consider consumers’ behavior as secondary and nostalgic consumers’ purchasing power and marketing as the primary factor for the successful delivery of products and services [8]. The existing studies on nostalgic consumer behavior offer useful suggestions related to the attitude and behavior of consumers that promote the purchase and consumption of products and services [9].



In the existing body of knowledge and research, scholars have extensively discussed consumer behavior in relation to the income and savings of consumers [7]. Similarly, the relevance of cognitive dissonance and socialization theories to consumer behavior has been highlighted in the extant studies [10,11]. Other studies have also focused on the effect of economics and information on sustainable consumer behavior [12]. However, as highlighted by Eichinger and Schreier [13], there is still a gap in the body of knowledge and literature on the association of cultural services and products with consumer behavior [13]. Likewise, the cultural aspect of the consumption behavior of foreigners or tourists has not been widely explored in the existing literature [1,4,14]. Therefore, this study aimed to enhance the literature on consumer behavior by exploring other factors affecting consumers’ purchase of products and services.



The proposed research model of this study was designed to enhance the literature on consumer behavior by exploring the influence of the feeling of groundedness, as recommended by Eichinger and Schreier [13]. The concept of being grounded refers to a feeling of being stable, at ease and consciously present. When people feel grounded, they are able to accept and let go of the momentary tough moments throughout the day and are not easily influenced by others’ ideas or feelings. The research model adopted in this study also bridged the significant research gaps identified by Schiessl and Korelo [15]. Specifically, it created a new relationship path between consumer behavior and the attractiveness of products and service by introducing new variables such as cultural services, cultural products, “moving home” and a feeling of groundedness. Moving home is “the process of leaving one’s dwelling and settling in another” [13].



The proposed research model will enrich the consumer behavior literature through significant contributions, such as the development of relationships that were not considered in earlier studies. As suggested by Eichinger and Schreier [13], moving home and feelings of groundedness are important factors that need to be investigated in terms of the attractiveness of products and services in international market. This would add value to the field of business by highlighting the drivers of international students’ consumption. Apart from the theoretical contribution, this study has some practical implications, which can benefit business owners and marketers. The outcomes of this research are expected to guide marketers in designing and benefiting from quality cultural products and services supplied to foreign students abroad. This study also highlights significant research gaps, which may be considered for future studies [15].



The rest of the article is organized as follows. The literature review and development of the hypotheses are discussed in Section 2, followed by the materials and methods used in the study, which are presented in Section 3. Section 4 presents the study’s results and findings, while Section 5 discusses the discussion. The theoretical and practical implications of the study are discussed in Section 6. The direction for future studies and the conclusion of the study are presented in Section 7.




2. Literature Review and Development of Hypotheses


2.1. Cultural Services, Cultural Products, and Moving Home


Cultural services refer to the provision of services in a way that represents the culture of a particular community [16]. Cultural services may be exemplified in a restaurant by providing food to consumers in a culturally representative manner [17]. To illustrate, in American culture, takeout or fast-food services are the most preferred [16], and the delivery of similar food services to American tourists in other countries would be considered a cultural service. Similarly, cultural products are products that are merchandised in accordance with specific cultural values [18], and these can be perishable or nonperishable [19]. According to Schwarz and Liebl [20], sushi is a cultural food of Japan, which is available to consumers all over the globe. When Japanese consumers purchase sushi from other countries, they feel more satisfied [21]. In the same way, products with cultural identification and symbolic representation are more attractive to consumers who are concerned about their culture [22]. In European countries, consumers are concerned about purchasing products and services that are related to their culture. Different surveys have also disclosed that people with cultural associations are more interested in purchasing products and services that represent their cultural identity [21,23]. According to Morling and Lamoreaux [24], highlighting the cultural importance of products and services can significantly influence the purchasing decisions of consumers. In modern times, in which an effective logistics system is available, consumers from all over the world can be provided with products that resonate with their culture [25]. The representation of cultural products can also improve the post-purchase decision-making of different consumers [16]. Furthermore, Santamaria and Escobar-Tello [26] demonstrated that consumers who have not been at home for a long time are always interested in purchasing products and services that represent their culture. For instance, students from the United Arab Emirates (UAE) and Abu Dhabi in Malaysia were observed to show more interest in purchasing products manufactured and imported from their countries [17]. This cultural association with the products and services provides international consumers with a sense of belonging [27]. On the basis of this literature review, the following hypotheses were developed:



Hypothesis 1.

Cultural services have an impact on moving home.





Hypothesis 2.

Cultural products have an impact on moving home.






2.2. Cultural Services, Cultural Products and Feelings of Groundedness


In the current era of globalization, students, mostly from developing countries, travel to advanced countries to secure an education [28,29]. International students are careful when purchasing products and services in international markets [30]. They are concerned about purchasing a product that represents their culture [31]. American consumers in Europe tend to purchase American foods and clothes [32], while European travelers in America also prefer European foods in the American market [33]. Culture plays a significant role in the international market, as it influences the selection and purchase of the products and services for daily consumption [34]. Nostalgic consumers are more motivated to purchase cultural products and services [35] to retrieve their memorable experiences. In Malaysia, Indian consumers show a preference for products and services that are a true representation of their culture [36]. According to different surveys on consumer behavior, the concept of culture influences the selection of products and services [37]. In Denmark, Pechlaner and Raich [16] stated that students from Pakistan and India were more interested in purchasing products and services that represent Indian culture or are imported from India. People who considered culture as a long-established way of life are more interested in purchasing products and services that promote their culture [38]. Culture is one of the fundamental determinants of consumer behavior. Every individual has a set of cultural values [37], which influence their decision to purchase [39]. In Norway, students from China and Hong Kong were found to be more interested in purchasing Chinese-manufactured products because of beliefs in the quality and sustainability of Chinese products [40]. Cultural norms and values are also considered by international students in their career and educational pursuits [7]. In light of this literature review, we proposed the following hypotheses:



Hypothesis 3.

Cultural services have an impact on the feeling of groundedness.





Hypothesis 4.

Cultural products have an impact on the feeling of groundedness.






2.3. Moving Home and the Attractiveness of Products and Services


The attractiveness of products and services refers to the attention paid to the products and services by the consumers [5]. Because attractiveness is a subjective phenomenon [41], international students place little emphasis on products that do not meet the same specifications as those available in their home country [42]. Consumers buy products with the hope of deriving satisfaction in their daily routine use. However, in the decision-making process regarding a product or service purchase, the model and variant of the product also play a crucial role [19]. Emekci [40] stated that American consumers are mature and are consistently interested in purchasing products and services that are sustainable. Waller and Fam [23] highlighted that sustainability and durability are fundamental concerns for American consumers because of their aversion to the early destruction of a product during consumption. The design and logo of the product play a limited role in product branding [33]. Santos and Gonçalves [43] pointed out that mature consumers are not attracted to the branding but are more concerned with the usability of the product. Similarly, American consumers favor products that are highly usable and durable [44]. Consumers have various values and attitudes, which influence their purchasing decisions [15]. Interestingly, international students in developed countries were found to show a keen interest in products and services that came with greater attractiveness [3]. This attractiveness is subjective and may be related to the cultural value [45]. It was observed that Indonesian students in Denmark and Norway showed more interest in the purchase of products that were good-looking and usable [15]. Similarly, Taghikhah and Voinov [3] indicated that students from South Asia in Malaysian universities tended to prefer products with sensitive decision-making capability. The decision-making of the consumers is based on different sets of values and consumer behavior [46]. Most consumers in advanced countries are interested in purchasing products and using services with better quality and durability [4]. Moreover, 87% of the consumers from Abu Dhabi and the UAE residing in Malaysia prefer to purchase products and services manufactured in or that have cultural associations with Gulf countries [47]. When consumers encounter a product that is relevant to their culture, they may undertake an impulsive purchase of the product, as discussed by Salamat and Farahani [48]. Indian students in American universities have also been observed to demonstrate their cultural values by preferring the purchase of products originating from India to products made in the USA [15]. However, in the absence of a substitute for a product that projects their cultural values [46], these students tend to consider the available products [7], despite their cultural irrelevance [16]. On the basis of this literature review, the following hypotheses were proposed and Figure 1 indicates the conceptual framework of study:



Hypothesis 5.

Moving home has an impact on the feeling of groundedness.





Hypothesis 6.

The feeling of groundedness has an impact on the attractiveness of products and services.





Hypothesis 7.

Moving home mediates the relationship between cultural services and the feeling of groundedness.





Hypothesis 8.

Moving home mediates the relationship between cultural products and the feeling of groundedness.





Hypothesis 9.

Moving home moderates the relationship between the feeling of groundedness and the attractiveness of products and services.







3. Methodology


3.1. Measurement Scale


Most studies conducted in the field of social sciences rely on quantitative data collected through a survey for reliable and satisfactory results. Survey questions based on the Likert scale can reduce the time and cost of data collection. For this study, scale items were developed from past literature and then reviewed by 5 Australian experts from the Australian National University (ANU) and 3 Malaysian experts from the University of Malaya (UM) to ascertain the validity of the measurement scale. Following the experts’ validation of the scale items, they were deployed for a pilot study to check their reliability and validity. For the pilot study, 110 international PhD students (49 participants from Bangladesh, 31 from the United Arab Emirates, 31 from Pakistan and 9 from Indonesia) at UM were recruited. The participants of the pilot study comprised 79 men and 31 women. According to the results of a confirmatory factor analysis, Cronbach’s alpha for each variable was greater than 0.80, and the factor loadings for each scale item were greater than 0.60. Therefore, the developed scale items for this study had clear reliability and validity, and were thus considered in the final questionnaire. Table 1 shows the developed measurement scale and the results of the confirmatory factor analysis.




3.2. Data Collection Process


For this study, the data were collected on a five-point Likert scale questionnaire. The literature suggests that the five-point scale appears to be less confusing and to increase the response rate [49]. Moreover, most of the current studies have used five-point Likert scales for data collection [50,51]. To collect the data from international students in Malaysia, the assistance of two research scholars from Malaysia was sought. They were provided with questionnaires and a document highlighting the purpose of the research, which were distributed among the students from two universities: University Utara Malaysia and the University of Malaya. Specifically, non-Malaysian students were approached in different research labs and classes for collection of the data without discriminating between the genders. Consequently, of the 990 questionnaires distributed, only 617 valid questionnaires were retrieved. The respondents were assured of the confidentiality of their information. It is also worth noting that the subjects of the pilot study were excluded from the final data collection.





4. Findings


The findings of this study are divided into two different sections. First, an assessment of the measurement model was conducted to examine the reliability, consistency, convergent validity and discriminant validity of the individual items. Second, an assessment of the structural model was performed to assess the significance of the path coefficients, variance explained, effect size and predictive relevance. Figure 2 depicts a graphic description of the steps of assessing the measurement model and the structural model.



In this research, the skewness and kurtosis values were determined to check the normality of the data for validating the findings and for data analysis. In this regard, when the skewness value is greater +1.0, the distribution is right-skewed, but when the value is lower than −1.0, the distribution is said to be left-skewed [52,53]. On the other hand, kurtosis values greater than +1.0 and less than −1.0 indicate leptokurtic and platykurtic distributions, respectively [54]. As indicated in Table 2, the kurtosis and skewness of this study were normal.



4.1. Assessment of the Measurement Model


4.1.1. Convergent Validity


The PLS Algorithm calculator was used to determine the convergent validity of the study. Smart PLS is used in advanced and modern social science studies to determine the reliability and validity of a study’s model and measurement scale [55]. The reliability and validity were tested to check the usefulness of data in this research in terms of accuracy and significance. For this study, the PLS Algorithm calculator was used to identify the value of Cronbach’s alpha, the factor loadings, the average variance extracted (AVE) and the composite reliability (CR), consistent with prior research [53]. To ensure the reliability and validity of the measurement scale, the value of Cronbach’s alpha must be above 0.80 [56], the value of the factor loadings for each measurement scale must be greater than 0.60, the value of CR must be greater than 0.80 and the value of AVE must not be below 0.50 [55]. According to the findings of this study (see Table 3), all the aforementioned criteria were fulfilled, highlighting the reliability and validity of the measurement scale and the study’s model. Figure 3 presents a visual description of the factor loadings on the measurement scale of this study.




4.1.2. Discriminant Validity, Cross-Loadings and HTMT


In this research, the discriminant validity of the study was checked by the cross-loadings and heterotrait–monotrait (HTMT) analysis. The discriminant validity was tested via cross-loading to check the ability to discriminate between the data for each variable of the study. Discriminant validity at the item level establishes the existence of a high correlation between items from the same construct and a very weak correlation between items from different constructs. For the cross-loading test, Smart PLS was used, and the findings showed that the results of cross-loading were significant, indicating the presence of a weak correlation in this study between the items representing different measurement scales (see Table 4).



In the modern social science research, HTMT is used widely for discriminant validity tests. HTMT is a measure of the similarity between latent variables. In this study, the PLS Algorithm calculator was utilized to determine the HTMT. According to Gold and Malhotra [57], for the HTMT discriminant validity test, no value should be greater than 0.90. The findings of this research confirmed the discriminant validity of the measurement scales, since the values of HTMT were not above 0.90 (see Table 5).





4.2. Assessment of the Structural Model


4.2.1. Partial Least Squares Analysis of the Direct Hypotheses: Results


The direct relationships hypothesized in this study were investigated using Smart PLS 3.0 bootstrapping calculations. This test was used to determine the outcomes of each path, and the t-value must be greater than 1.90 for a significant direct impact [58]. The findings showed that the path coefficients of all direct impact hypotheses were significant. In other words, the results for the path coefficients support H1 of a direct relationship between CS and MH (β = 0.780, T = 22.738 and p = 0.000), H2 of a direct relationship between CP and MH (β = 0.179, T = 4.350 and p = 0.000), H3 of a direct association between CS and FG (β = 0.587, T = 10.215 and p = 0.000), H4 of a relationship between CP and FG (β = 0.075, T = 3.308 and p = 0.001), H5 of a relationship between MH and FG (β = 0.303, T = 5.271 and p = 0.000) and H6 of a relationship between FG and PSA (β = 0.586, T = 25.891, and p = 0.000). The results of the direct impacts are displayed in Table 6 and Figure 4.




4.2.2. Results of the Mediation Hypotheses


The results of the test of the mediating effects were examined using Smart PLS 3 bootstrapping calculations. A t-value of more than 1.90 is recommended for a significant mediation effect [58]. The findings support H7 of a significant mediation by MH in the relationship between CS and FG (β = 0.237, T = 5.415 and p = 0.000) and H8 of a significant mediation by MH in the relationship between CP and FG (β = 0.054, T = 3.033 and p = 0.003). The findings of the mediating effects are presented in Table 7.




4.2.3. Results of the Moderating Hypotheses


A test of the moderating impacts was also performed using Smart PLS bootstrapping calculations. A t-value greater than 1.90 is recommended for a significant moderating effect [58]. According to the findings of H9 in Table 8, there is a significant positive moderation by MH in the relationship between FG and PSA (β = 0.055, T = 6.258 and p = 0.000). In other words, MH strengthens the relationship between FG and PSA (see Figure 5).




4.2.4. Coefficient of Determination


To test the coefficient of determination of the research model, PLS Algorithm calculations via Smart PLS 3.0 were used. R2 values of 0.67, 0.33 and 0.19 are considered substantial, moderate and weak, respectively [55]. Based on the results in Table 9, the variation in the study’s framework variable was 97%, given the substantial R2 value of 0.974.




4.2.5. Assessment of the Effect Size


The effect size of the study model was determined by PLS Algorithm calculations, in which f2 values of 0.02, 0.15 and 0.35 are considered small, medium and large, respectively [55,59]. The results of the f2 values (see Table 10) indicate that CP, CS, FG and MH have small, large, large and small effects on PSA, respectively.




4.2.6. Assessment of the Predictive Relevance


In this research, PLS blindfolding values were utilized to determine the predictive relevance of the study’s framework. According to Hair and Sarstedt [59,60], the value of Q2 should be greater than 0. The results of Q2 in Table 11 and Figure 6 reveal the strong predictive relevance of the study’s framework, since the Q2 value is greater than 0.






5. Discussion


Although a large number of studies have been published in the area of consumer behavior, none of these studies have considered the role of the feeling of groundedness in consumer behavior. As a result, significant hypotheses have been developed in the proposed framework of the study, with significant theoretical and practical implications for practitioners. The results of all direct relationships examined in this study were significant, thus validating the hypothesized significant relationships between cultural services and moving home, cultural products and moving home, cultural services and a feeling of groundedness, cultural products and a feeling of groundedness, moving home and a feeling of groundedness, and between a feeling of groundedness and the attractiveness of products and services. The results of this research are consistent with those of earlier studies related to consumer behavior [2,7,11,61,62]. However, the variable of “feeling of groundedness” is still relatively new in the customer behavior literature, thus representing a novel contribution of this study [15]. Studies have shown that consumers are inclined toward the purchase of products from their home country, which is logical [6]. Even in advanced and developed countries, consumers were found to show a preference for products from their countries [3,4,14,15,63]. Therefore, marketers and retailers are recommended to emphasize culture-centric products and services to their international student customers, since they tend to be nostalgic about their own culture [47]. This phenomenon has been observed across various cultures. For example, Indian students in Hong Kong were found to prefer the consumption of Indian products because of their strong association with their culture [64]. In addition, South Asian international students and tourists in Europe are inclined to purchase South Asian mangoes [16,20]. The cultural aspects of products and services cannot be overlooked in the purchasing behavior of consumers [65]. The behavior of consumers is subjective and can be influenced by the agreement of products with their cultural values [66]. Indeed, the results of the direct relationships examined in this research are supported by earlier studies. Some of the hypotheses developed in this research are an addition to the existing literature, thus bridging the research gaps found in the existing literature. The results of the indirect relationships examined in this study were also significant, thereby validating the hypothesized mediating roles of moving home in the relationship between cultural services and a feeling of groundedness, as well as the relationship between cultural products and a feeling of groundedness. This study also indicated the significant moderating role of moving home in the relationship between the feeling of groundedness and the attractiveness of products and services. This observation is in agreement with earlier studies on the attractiveness of products and services. In general, this study highlights the important role of culture in the consumption of products and services [67,68]. This salient point was illustrated by Morling and Lamoreaux [24] who they observed that Indian customers of McDonald’s abroad are averse to the consumption of beef because of their strong bond with their culture, which prohibits the consumption of beef. Furthermore, consumers are filled with nostalgia when they encounter products and services that properly represent their culture [69]. In line with Khraim [69], this study pointed out the significance of culture in the purchasing of products and services. Marketers are therefore advised to focus more on the development of culture-centric products and services to evoke consumers’ nostalgic feelings of groundedness and, in turn, stimulate their purchasing decisions. This, ultimately, will improve the performance and sustainability of businesses. Although the moderating and mediating relationships explored by this study have rarely been discussed in the previous literature, they are backed by the findings of similar research.




6. Implications


6.1. Theoretical Implications


Existing research on the role of consumer behavior has largely ignored the role of cultural products and services in improving consumer behavior. This study contributes to the existing research by highlighting the critical role and importance of cultural products and services in the purchasing decisions of international consumers. This research also extended the theoretical knowledge of consumer behavior by adding the new factor of “feelings of groundedness” and by explaining how cultural products and services provide a feeling of groundedness to international consumers. This significant contribution would enhance the experience and understanding of future researchers on consumer behavior. Based on the outputs of this research, future scholars can also investigate more critical factors of consumer behavior. Theoretically, this research enriches the literature with information related to the relationships among cultural products, cultural services, moving home and a feeling of groundedness. The study also addressed the theoretical outlook that is critical to understanding consumer behavior for the development of products and services for international consumers. In summary, this study’s implications would be beneficial for future researchers in the development of a framework for future studies on consumer behavior. Research emphasizing cultural products, cultural services and feelings of groundedness is still required to improve the sales of products and services to international consumers.




6.2. Marketing Implications


The marketing implications of this research are extensive, as the entire pathway for changing consumer behavior has been explored in this study. First, this study demonstrated that the alignment of products and services with the cultural values of people can influence their decision to purchase products and services. This study highlights that marketers should focus on the products’ relevance to cultural identity because most international and local consumers are willing to purchase products and services that represent their culture. In this way, this study highlights that a sense of association can be provided to international students and travelers in the form of products and services representing their culture. Therefore, packaging the products and services in a way that reflects the cultural context of purchasers can positively influence their purchasing decisions. Similarly, this study shows that the feeling of groundedness could affect international consumers’ behavior or purchases in Malaysia through cultural products and services, and the introduction of cultural variety into the color and taste of product packaging could enhance the users’ experience and provide a cultural touch that would influence consumer purchasing behavior. Similarly, for consumers to associate products with the past, marketers should create products and services that represent their culture and memories. The majority of consumers in international institutions spend a significant amount of time away from home, which could intensify their thirst for products and services that recreate their cultural values. Therefore, marketers’ emphasis on the cultural context of products and services may encourage nostalgic consumers towards the impulsive purchase of products and services. Multinational marketing firms must associate their products and services with cultural contexts to improve the perceptions of their products and services by international consumers. By focusing on the cultural and personal needs of international consumers, brands and other companies can enhance the experience of international travelers. In general, this research points out that culture plays a critical role in the consumption of products and services, and marketers are required to put more focus on the cultural development of products and services to grow the market potential of international students and tourists.





7. Conclusions and Future Directions


This research concludes that the cultural projection of products and services is critical for improving the consumption behavior of international students. This is highlighted in the observed preference of international students and tourists for products and services that are associated with their culture. This research significantly addressed the gaps identified in the literature and enriched the literature on consumer behavior by providing related information on the feeling of groundedness. The marketing implications of this research are also weighty, as they suggest ways to improve consumer behavior with the help of the variable of a feeling of groundedness. This study is a fine contribution to the knowledge and practice associated with consumer behavior.



This study discussed the impact of feelings of groundedness on the purchasing decisions of nostalgic international customers in Malaysia, thereby contributing to the existing body of knowledge on consumer behavior. Notwithstanding, the study has some limitations, which may be addressed in future studies. First, the findings of this study are limited to the Malaysian context. Future research would be needed to ensure the findings of the present study would hold for other cultures and other demographics. Secondly, future research may explore the effect of a feeling of groundedness on business performance. Lastly, scholars may focus on the role of a feeling of groundedness in preventing consumers from leapfrogging.







Author Contributions


Conceptualization, L.H.; methodology, A.J.K.; formal analysis, L.H. and M.A.A.A.; investigation, Z.R., M.A.A.A. and N.H.; writing—original draft, L.H. and Z.R.; visualization, W.U.H.; supervision, A.J.K.; funding acquisition, L.H. All authors have read and agreed to the published version of the manuscript.




Funding


This study was funded by the University Talent Stable Development project (grant No. rc362001), the School of Prosperity and Development Philosophy and Social Science Foundation Project (grant No. 2020zs13zd), and the research project of the Humanities and Social Sciences in Colleges and Universities of Anhui Provincial Department of Education (grant No. SK2020A0121).




Institutional Review Board Statement


Not applicable.




Informed Consent Statement


Oral consent was obtained from all individuals involved in this study.




Data Availability Statement


The data supporting the findings of this study are available from the corresponding authors upon reasonable request.




Acknowledgments


The researchers would like to express their gratitude to the anonymous reviewers for their efforts to improve the quality of this article.




Conflicts of Interest


There is no conflict of interest.




References


	



Yaqub, R.M.S.; Azhar, M.S.; Hameed, W.U.; Murad, M. Role of Web Design, E-Payment and E-Traceability with Mediating Role of Consumer Behavior to Develop Customer Satisfaction for Emerging Bricks and Clicks Business Model Trends in South Punjab. Rev. Educ. Adm. Law 2022, 5, 123–135. [Google Scholar] [CrossRef]

	



Lim, L.C.; Fakhrorazi, A.; Ikhsan, R.B.; Silitonga, K.A.A.; Omar, R.; Loke, W.K.; Lim, F.W. Applying Five-Factor Model (FFM) in Prediciting Impulse Buying Behavior of Boba Tea: An Empirical Study among Consumers in Malaysia. J. Xi’an Univ. Architect. Technol. 2020, XII, 3420–3427. [Google Scholar]

	



Taghikhah, F.; Voinov, A.; Shukla, N.; Filatova, T. Shifts in consumer behavior towards organic products: Theory-driven data analytics. J. Retail. Consum. Serv. 2021, 61, 102516. [Google Scholar] [CrossRef]

	



Yalley, A.A. Effect of Consumer Economic Nationalism on Consumer Attitudinal and Behavioral Response to the Marketing of Locally Produced Foods. GNOSI Interdiscip. J. Hum. Theory Prax. 2021, 4, 199–218. [Google Scholar]

	



Huh, J.; Kim, H.-Y. Showrooming versus webrooming: Examining motivational differences in omnichannel exploratory behaviors. Int. Rev. Retail Distrib. Consum. Res. 2022, 32, 532–548. [Google Scholar] [CrossRef]

	



Kutaula, S.; Gillani, A.; Leonidou, L.C.; Christodoulides, P. Integrating fair trade with circular economy: Personality traits, consumer engagement, and ethically-minded behavior. J. Bus. Res. 2022, 144, 1087–1102. [Google Scholar] [CrossRef]

	



Arora, S.; Sahney, S. Consumer’s webrooming conduct: An explanation using the theory of planned behavior. Asia Pac. J. Mark. Logist. 2018, 30, 1040–1063. [Google Scholar] [CrossRef]

	



Di Crosta, A.; Ceccato, I.; Marchetti, D.; La Malva, P.; Maiella, R.; Cannito, L.; Cipi, M.; Mammarella, N.; Palumbo, R.; Verrocchio, M.C.; et al. Psychological factors and consumer behavior during the COVID-19 pandemic. PLoS ONE 2021, 16, e0256095. [Google Scholar] [CrossRef]

	



López-Sanz, J.M.; Penelas-Leguía, A.; Gutiérrez-Rodríguez, P.; Cuesta-Valiño, P. Sustainable Development and Consumer Behavior in Rural Tourism—The Importance of Image and Loyalty for Host Communities. Sustainability 2021, 13, 4763. [Google Scholar] [CrossRef]

	



Khatri, J.; Marín-Morales, J.; Moghaddasi, M.; Guixeres, J.; Giglioli, I.A.C.; Alcañiz, M. Recognizing Personality Traits Using Consumer Behavior Patterns in a Virtual Retail Store. Front. Psychol. 2022, 13, 752073. [Google Scholar] [CrossRef] [PubMed]

	



Nassani, A.M.; Khader, J.; Ali, I. Consumer environmental activism, sustainable consumption behavior and satisfaction with life. Life Sci. J. 2013, 10, 1000–1006. [Google Scholar]

	



Jang, Y.-T.; Hsieh, P.-S. Understanding consumer behavior in the multimedia context: Incorporating gamification in VR-enhanced web system for tourism e-commerce. Multimed. Tools Appl. 2021, 80, 29339–29365. [Google Scholar] [CrossRef] [PubMed]

	



Eichinger, I.; Schreier, M.; van Osselaer, S. Connecting to place, people, and past: How products make us feel grounded. J. Mark. 2022, 86, 1–16. [Google Scholar] [CrossRef]

	



Sun, Y.; Wang, Z.; Yan, S.; Han, X. Digital showroom strategies for dual-channel supply chains in the presence of consumer webrooming behavior. Ann. Oper. Res. 2022, 1–40. [Google Scholar] [CrossRef]

	



Schiessl, D.; Korelo, J.; Dias, H. How online shopping experiences shape consumer webrooming behavior. Mark. Intell. Plan. 2023, 41, 16–30. [Google Scholar] [CrossRef]

	



Pechlaner, H.; Raich, M. The role of information technology in the information process for cultural products and services in tourism destinations. Inf. Technol. Tour. 2001, 4, 91–106. [Google Scholar] [CrossRef]

	



Voon, T. Cultural Products and the World Trade Organization; Cambridge University Press: Cambridge, UK, 2007; Volume 54. [Google Scholar]

	



Rau, P.-L.P.; Plocher, T.; Choong, Y.-Y. Cross-Cultural Design for IT Products and Services; CRC Press: Boca Raton, FL, USA, 2012. [Google Scholar]

	



Torrico, H.; Frank, B. Consumer desire for personalisation of products and services: Cultural antecedents and consequences for customer evaluations. Total Qual. Manag. Bus. Excell. 2019, 30, 355–369. [Google Scholar] [CrossRef]

	



Schwarz, J.O.; Liebl, F. Cultural products and their implications for business models: Why science fiction needs socio-cultural fiction. Futures 2013, 50, 66–73. [Google Scholar] [CrossRef]

	



Clarke, D. Theorising the role of cultural products in cultural diplomacy from a cultural studies perspective. Int. J. Cult. Policy 2016, 22, 147–163. [Google Scholar] [CrossRef]

	



Bathelt, H. The Rise of a New Cultural Products Industry Cluster in Germany: The Case of the Leipzig Media Industry; Goethe-Universität Frankfurt am Main: Frankfurt, Germany, 2001. [Google Scholar]

	



Waller, D.S.; Fam, K.; Erdogan, B. Advertising of controversial products: A cross-cultural study. J. Consum. Mark. 2005, 22, 6–13. [Google Scholar] [CrossRef]

	



Morling, B.; Lamoreaux, M. Measuring culture outside the head: A meta-analysis of individualism—Collectivism in cultural products. Personal. Soc. Psychol. Rev. 2008, 12, 199–221. [Google Scholar] [CrossRef] [PubMed]

	



Dayton-Johnson, J. What’s Different about Cultural Products? An Economic Framework; Strategic Research and Analysis; Department of Canadian Heritage Hull: Gatineau, QC, Canada, 2000.

	



Santamaria, L.; Escobar-Tello, C.; Ross, T. Switch the channel: Using cultural codes for designing and positioning sustainable products and services for mainstream audiences. J. Clean. Prod. 2016, 123, 16–27. [Google Scholar] [CrossRef]

	



Camarero, L.; Garrido, M. Fostering innovation in cultural contexts: Market orientation, service orientation, and innovations in museums. J. Serv. Res. 2012, 15, 39–58. [Google Scholar] [CrossRef]

	



Azer, I.; Mohamad, S.A. Exploring financial management practices and problems among students. Int. J. Acad. Res. Bus. Soc. Sci. 2018, 8, 2472–2477. [Google Scholar] [CrossRef] [PubMed]

	



Dong, X.; Liu, S.; Li, H.; Yang, Z.; Liang, S.; Deng, N. Love of nature as a mediator between connectedness to nature and sustainable consumption behavior. J. Clean. Prod. 2020, 242, 118451. [Google Scholar] [CrossRef]

	



Gunkel, M.; Schlägel, C.; Langella, I.M.; Peluchette, J.V.; Reshetnyak, E. The influence of national culture on business students’ career attitudes–an analysis of eight countries. Ger. J. Hum. Resour. Manag. 2013, 27, 47–68. [Google Scholar] [CrossRef]

	



Khan, A.; Rashid, H.A.; Yaqub, R.M.S.; Abbas, S. Determinants of Customer Perception about adoption of Islamic Insurance (Takaful) in Pakistan. J. Bus. Soc. Rev. Emerg. Econ. 2020, 6, 1505–1516. [Google Scholar]

	



Pratt, A.C. The cultural economy: A call for spatialized ‘production of culture’perspectives. Int. J. Cult. Stud. 2004, 7, 117–128. [Google Scholar] [CrossRef]

	



Munar, A.M.; Gyimóthy, S.; Cai, L. Tourism Social Media: Transformations in Identity, Community and Culture; Emerald Group Publishing: Bingley, UK, 2013. [Google Scholar]

	



Huang, H.; Parnphumeesup, P.; Lakkanawanit, P. An Analysis of College Students’ E-book Consumption Behavior: A sample of Students from 3 Universities of Guangxi, China. Sci. Technol. Soc. Sci. Procedia 2022, 2022, CiM12. [Google Scholar]

	



Gip, H.; Khoa, D.T.; Guchait, P.; Garcia, R.F.; Pasamehmetoglu, A. Employee mindfulness and creativity: When emotions and national culture matter. Serv. Ind. J. 2022, 42, 383–411. [Google Scholar] [CrossRef]

	



Ellmeier, A. Cultural entrepreneurialism: On the changing relationship between the arts, culture and employment1. Int. J. Cult. Policy 2003, 9, 3–16. [Google Scholar] [CrossRef]

	



Mortimer, K.; Grierson, S. The relationship between culture and advertising appeals for services. J. Mark. Commun. 2010, 16, 149–162. [Google Scholar] [CrossRef]

	



Currid, E.; Connolly, J. Patterns of knowledge: The geography of advanced services and the case of art and culture. Ann. Assoc. Am. Geogr. 2008, 98, 414–434. [Google Scholar] [CrossRef]

	



Nawaz, S.; Jiang, Y.; Alam, F.; Nawaz, M.Z. Role of Brand Love and Consumers’ Demographics in Building Consumer–Brand Relationship. SAGE Open 2020, 10, 2158244020983005. [Google Scholar] [CrossRef]

	



Emekci, S. Green consumption behaviours of consumers within the scope of TPB. J. Consum. Mark. 2019, 36, 410–417. [Google Scholar] [CrossRef]

	



Manss, R.; Kurze, K.; Bornschein, R. What drives competitive webrooming? The roles of channel and retailer aspects. Int. Rev. Retail Distrib. Consum. Res. 2020, 30, 233–265. [Google Scholar]

	



Fetscherin, M. The five types of brand hate: How they affect consumer behavior. J. Bus. Res. 2019, 101, 116–127. [Google Scholar] [CrossRef]

	



Santos, S.; Gonçalves, H.M. Multichannel consumer behaviors in the mobile environment: Using fsQCA and discriminant analysis to understand webrooming motivations. J. Bus. Res. 2019, 101, 757–766. [Google Scholar] [CrossRef]

	



Miao, M.; Jalees, T.; Qabool, S.; Zaman, S.I. The effects of personality, culture and store stimuli on impulsive buying behavior: Evidence from emerging market of Pakistan. Asia Pac. J. Mark. Logist. 2019, 32, 188–204. [Google Scholar] [CrossRef]

	



Arora, S.; Sahney, S. Examining consumers’ webrooming behavior: An integrated approach. Mark. Intell. Plan. 2019, 37, 339–354. [Google Scholar] [CrossRef]

	



Gutter, M.S.; Garrison, S.; Copur, Z. Social learning opportunities and the financial behaviors of college students. Fam. Consum. Sci. Res. J. 2010, 38, 387–404. [Google Scholar] [CrossRef]

	



Hoe, L.C.; Mansori, S. The effects of product quality on customer satisfaction and loyalty: Evidence from Malaysian engineering industry. Int. J. Ind. Mark. 2018, 3, 20. [Google Scholar] [CrossRef]

	



Salamat, N.; Farahani, A.; Salamat, F. Customer satisfaction in private and public fitness clubs in north of Iran. Afr. J. Bus. Manag. 2013, 7, 1826–1832. [Google Scholar]

	



Devlin, S.J.; Dong, H.K.; Brown, M. Selecting a scale for measuring quality. Mark. Res. 1993, 5, 12–17. [Google Scholar]

	



Khan, A.J.; Ul Hameed, W.; Iqbal, J.; Shah, A.A.; Tariq, M.A.U.R.; Ahmed, S. Adoption of Sustainability Innovations and Environmental Opinion Leadership: A Way to Foster Environmental Sustainability through Diffusion of Innovation Theory. Sustainability 2022, 14, 14547. [Google Scholar] [CrossRef]

	



Khan, A.J.; Ul Hameed, W.; Iqbal, J.; Shah, A.A.; Tariq, M.A.U.R.; Bashir, F. Green HRM and employee efficiency: The mediating role of employee motivation in emerging small businesses. Front. Environ. Sci. 2022, 10, 1044629. [Google Scholar] [CrossRef]

	



Hair, J.F., Jr.; Howard, M.C.; Nitzl, C. Assessing measurement model quality in PLS-SEM using confirmatory composite analysis. J. Bus. Res. 2020, 109, 101–110. [Google Scholar] [CrossRef]

	



Babbie, E.; Wagner, W.E.; Zaino, J., III. Adventures in Social Research: Data Analysis Using IBM SPSS Statistics; Sage Publications: Sauzendeoaks, CA, USA, 2022. [Google Scholar]

	



Ramayah, T.J.F.H.; Cheah, J.; Chuah, F.; Ting, H.; Memon, M.A. Partial Least Squares Structural Equation Modeling (PLS-SEM) Using SmartPLS 3.0; Kuala Lumpur Pearson: Kuala Lumpur, Malaysia, 2018. [Google Scholar]

	



Henseler, J.; Dijkstra, T.K.; Sarstedt, M.; Ringle, C.M.; Diamantopoulos, A.; Straub, D.W.; Ketchen, D.W.; Hair, J.F.; Hult, G.T.; Calantone, R.J.; et al. Common beliefs and reality about PLS: Comments on Rönkkö and Evermann. Organ. Res. Methods 2014, 17, 182–209. [Google Scholar] [CrossRef]

	



Gold, A.H.; Malhotra, A.; Segars, A. Knowledge management: An organizational capabilities perspective. J. Manag. Inf. Syst. 2001, 18, 185–214. [Google Scholar] [CrossRef]

	



Ringle, C.; Da Silva, D.; Bido, D. Structural equation modeling with the SmartPLS. Braz. J. Mark. 2015, 13, 56–73. [Google Scholar] [CrossRef]

	



Henseler, J.; Fassott, G. Testing Moderating Effects in PLS Path Models: An Illustration of Available Procedures; Springer: Berlin/Heidelberg, Germany, 2010; pp. 713–735. [Google Scholar]

	



Hair Jr, J.F.; Sarstedt, M.; Hopkins, L.; Kuppelwieser, V.G. Partial Least Squares Structural Equation Modeling (PLS-SEM): An Emerging Tool in Business Research; European Business Review; Emerald Group Publishing Limited: Bingley, UK, 2014. [Google Scholar]

	



Trimurti, C.P.; Utama, I. Bali Tourism Destination Structural Loyalty Model from Consumer Behavior Perspective. Turk. J. Comput. Math. Educ. (TURCOMAT) 2021, 12, 494–505. [Google Scholar]

	



Han, H. Consumer behavior and environmental sustainability in tourism and hospitality: A review of theories, concepts, and latest research. J. Sustain. Tour. 2021, 29, 1021–1042. [Google Scholar] [CrossRef]

	



Farzin, A. Effect of green marketing instruments and behavior processes of consumers on purchase and use of e-books. Webology 2020, 17, 202–215. [Google Scholar] [CrossRef]

	



Rita, M.; Payangan, O.R.; Rante, Y.; Tuhumena, R.; Erari, A. Moderating effect of organizational citizenship behavior on the effect of organizational commitment, transformational leadership and work motivation on employee performance. Int. J. Law Manag. 2018, 60, 953–964. [Google Scholar] [CrossRef]

	



Scott, A.J. Cultural-products industries and urban economic development: Prospects for growth and market contestation in global context. Urban Aff. Rev. 2004, 39, 461–490. [Google Scholar] [CrossRef]

	



Sekaran, U.; Lai, L.; Ussiri, D.A.; Kumar, S.; Clay, S. Role of integrated crop-livestock systems in improving agriculture production and addressing food security—A review. J. Agric. Food Res. 2021, 5, 100190. [Google Scholar] [CrossRef]

	



Aacharya, R.; Chhipa, H. Nanocarbon Fertilizers: Implications of Carbon Nanomaterials in Sustainable Agriculture Production; Elsevier: Amsterdam, The Netherlands, 2020; pp. 297–321. [Google Scholar]

	



Jung, J.; Maeda, M.; Chang, A.; Bhandari, M.; Ashapure, A.; Landivar-Bowles, J. The potential of remote sensing and artificial intelligence as tools to improve the resilience of agriculture production systems. Curr. Opin. Biotechnol. 2021, 70, 15–22. [Google Scholar] [CrossRef]

	



Scott, A.J. French cinema: Economy, policy and place in the making of a cultural-products industry. Theory Cult. Soc. 2000, 17, 1–38. [Google Scholar] [CrossRef]

	



Khraim, H.S. The influence of brand loyalty on cosmetics buying behavior of UAE female consumers. Int. J. Mark. Stud. 2011, 3, 123. [Google Scholar] [CrossRef]








[image: Sustainability 15 02888 g001 550] 





Figure 1. Proposed research model. 






Figure 1. Proposed research model.
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Figure 2. Two-step process of assessment of the PLS path model. 
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Figure 3. Measurement model, PLS 3.0. Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services. 
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Figure 4. Findings of the PLS 3.0 structural path model. Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services. 






Figure 4. Findings of the PLS 3.0 structural path model. Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services.



[image: Sustainability 15 02888 g004]







[image: Sustainability 15 02888 g005 550] 





Figure 5. Moderating effect of moving home. Note: MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services. 
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Figure 6. Q2 Effects on PSA. Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services. 
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Table 1. Developed measurement scale.






Table 1. Developed measurement scale.





	
Variables

	
Measurement Scale

	
Cronbach’s Alpha






	
Moving home

	
I am happy to change my residence.

	
0.832




	

	
I accept my new residence.

	




	

	
I accept the culture of my new residence.




	

	
I find my cultural products and services at my new residence.




	
Cultural products

	
I purchase products that represent my culture.

	
0.871




	

	
I purchase products associated with my culture.




	

	
I use products that project my cultural values.




	

	
Cultural products attract me.

	




	
Cultural services

	
Cultural services are satisfactory.

	
0.864




	

	
Every culture has a specific service.




	

	
Cultural services satisfy my needs every time.




	

	
Culture influences my purchasing choice.




	
Feeling of groundedness

	
Purchasing products influences my values.

	
0.811




	

	
I feel at home purchasing cultural products.




	

	
I always feel at home using cultural services.




	

	
Behavior influences my purchase decision.




	
Attractiveness of products and services

	
I engage in impulsive purchasing of cultural products.

	
0.896




	

	
I request services that attract.




	

	
I purchase products that attract.




	

	
I avoid purchasing products from other cultures.




	

	
I feel happy with good products.
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Table 2. Kurtosis and Skewness for Normality of Data.
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	No.
	Constructs
	Missing
	Mean
	Standard Deviation
	Excess Kurtosis
	Skewness





	1
	CS1
	0
	3.540
	1.252
	−0.791
	−0.480



	2
	CS2
	0
	3.247
	1.319
	−1.436
	0.151



	3
	CS3
	0
	3.757
	0.965
	−0.806
	−0.369



	4
	CS4
	0
	3.473
	1.162
	−0.883
	−0.493



	5
	CS5
	0
	4.093
	0.795
	−1.401
	−0.169



	6
	CP1
	0
	4.130
	0.973
	−1.103
	−0.569



	7
	CP2
	0
	4.363
	0.886
	0.321
	−1.186



	8
	CP3
	0
	4.277
	0.812
	−1.277
	−0.548



	9
	CP4
	0
	3.730
	0.961
	−0.813
	−0.342



	10
	MH1
	0
	3.493
	1.159
	−0.836
	−0.526



	11
	MH2
	0
	3.717
	0.957
	−0.857
	−0.277



	12
	MH3
	0
	3.820
	0.984
	−1.127
	−0.202



	13
	MH4
	0
	3.463
	1.337
	−1.139
	−0.312



	14
	MH5
	0
	3.490
	1.162
	−0.854
	−0.520



	15
	FG1
	0
	3.330
	1.291
	−1.130
	−0.241



	16
	FG2
	0
	3.487
	1.274
	−0.837
	−0.456



	17
	FG3
	0
	3.730
	0.961
	−0.813
	−0.342



	18
	FG4
	0
	3.550
	1.114
	−0.603
	−0.395



	19
	PSA1
	0
	3.757
	0.975
	−0.845
	−0.363



	20
	PSA2
	0
	3.490
	1.162
	−0.854
	−0.520



	21
	PSA3
	0
	3.330
	1.291
	−1.130
	−0.241



	22
	PSA4
	0
	3.487
	1.274
	−0.837
	−0.456



	23
	PSA5
	0
	3.730
	0.961
	−0.813
	−0.342







Note: CS, cultural Services; CP, cultural products; MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services.
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Table 3. Factor loadings, Cronbach’s alpha, composite reliability, and average variance extracted for reliability and validity.
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	Variables
	Measurement Items
	Factor Loadings
	Cronbach’s Alpha
	rho_A
	CR
	AVE





	Cultural products
	CP1
	0.872
	0.855
	0.939
	0.895
	0.682



	
	CP2
	0.789
	
	
	
	



	
	CP3
	0.795
	
	
	
	



	
	CP4
	0.844
	
	
	
	



	Cultural services
	CS1
	0.863
	0.828
	0.866
	0.888
	0.669



	
	CS2
	0.607
	
	
	
	



	
	CS3
	0.901
	
	
	
	



	
	CS4
	0.866
	
	
	
	



	Feeling of groundedness
	FG1
	0.800
	0.868
	0.884
	0.910
	0.717



	
	FG2
	0.821
	
	
	
	



	
	FG3
	0.929
	
	
	
	



	
	FG4
	0.830
	
	
	
	



	Moving home
	MH1
	0.880
	0.868
	0.896
	0.905
	0.659



	
	MH2
	0.884
	
	
	
	



	
	MH3
	0.759
	
	
	
	



	
	MH4
	0.622
	
	
	
	



	
	MH5
	0.880
	
	
	
	



	Attractiveness of products and services
	PSA1
	0.933
	0.920
	0.926
	0.940
	0.761



	
	PSA2
	0.857
	
	
	
	



	
	PSA3
	0.759
	
	
	
	



	
	PSA4
	0.853
	
	
	
	



	
	PSA5
	0.945
	
	
	
	







Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services.
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Table 4. Cross-loadings for discriminant validity.
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	CP
	CS
	FG
	MH
	PSA





	CP1
	0.872
	0.623
	0.610
	0.662
	0.615



	CP2
	0.789
	0.433
	0.404
	0.448
	0.423



	CP3
	0.795
	0.491
	0.414
	0.432
	0.429



	CP4
	0.844
	0.901
	0.929
	0.897
	0.945



	CS1
	0.676
	0.863
	0.777
	0.740
	0.805



	CS2
	0.498
	0.607
	0.559
	0.467
	0.534



	CS3
	0.820
	0.901
	0.906
	0.868
	0.918



	CS4
	0.609
	0.866
	0.750
	0.874
	0.848



	FG1
	0.465
	0.682
	0.800
	0.709
	0.759



	FG2
	0.734
	0.879
	0.821
	0.786
	0.853



	FG3
	0.844
	0.901
	0.929
	0.897
	0.945



	FG4
	0.585
	0.630
	0.830
	0.638
	0.688



	MH1
	0.608
	0.863
	0.756
	0.880
	0.855



	MH2
	0.809
	0.867
	0.896
	0.884
	0.907



	MH3
	0.699
	0.594
	0.724
	0.759
	0.678



	MH4
	0.547
	0.461
	0.473
	0.622
	0.480



	MH5
	0.611
	0.865
	0.757
	0.880
	0.857



	PSA1
	0.835
	0.879
	0.910
	0.874
	0.933



	PSA2
	0.611
	0.865
	0.757
	0.880
	0.857



	PSA3
	0.465
	0.682
	0.800
	0.709
	0.759



	PSA4
	0.734
	0.879
	0.821
	0.786
	0.853



	PSA5
	0.844
	0.901
	0.929
	0.897
	0.945







Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services.
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Table 5. HTMT for discriminant validity.
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	CP
	CS
	FG
	MH
	PSA





	CP
	
	
	
	
	



	CS
	0.870
	
	
	
	



	FG
	0.800
	0.799
	
	
	



	MH
	0.855
	0.781
	0.762
	
	



	PSA
	0.807
	0.749
	0.735
	0.713
	







Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services.
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Table 6. Results of the hypotheses of direct impacts.
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	Direct Hypotheses
	Beta Value
	Standard Deviation
	T Statistic
	p-Value
	





	H1. CS -> MH
	0.780
	0.034
	22.738
	0.001
	Accepted



	H2. CP -> MH
	0.179
	0.041
	4.350
	0.001
	Accepted



	H3. CS -> FG
	0.587
	0.057
	10.215
	0.001
	Accepted



	H4. CP -> FG
	0.075
	0.023
	3.308
	0.001
	Accepted



	H5. MH -> FG
	0.303
	0.058
	5.271
	0.001
	Accepted



	H6. FG -> PSA
	0.586
	0.023
	25.891
	0.001
	Accepted







Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services.
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Table 7. Results of the mediating effects.
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	Mediating Hypotheses
	Beta Value
	Standard Deviation
	T Statistics
	p-Values
	





	H7. CS -> MH -> FG
	0.237
	0.044
	5.415
	0.000
	Accepted



	H8. CP -> MH -> FG
	0.054
	0.018
	3.033
	0.003
	Accepted







Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness.
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Table 8. Results of the hypotheses of moderating effects.
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	Moderating Hypothesis
	Beta Value
	Standard Deviation
	T Statistics
	p-Values
	





	H9. Moderating effect -> PSA
	0.055
	0.009
	6.258
	0.000
	Accepted







Note: PSA, attractiveness of products and services.
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Table 9. Results of R2.
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	Variables
	R2
	R2 Adjusted





	PSA
	0.974
	0.974







Note: MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services.
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Table 10. Results of F2.
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	Variables
	F2





	CP
	0.015



	CS
	0.384



	FG
	2.365



	MH
	0.102







Note: CS, cultural services; CP, cultural products; MH, moving home; FG, feeling of groundedness.
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Table 11. Q2 results.






Table 11. Q2 results.





	Variables
	SSO
	SSE
	Q2 (=1 − SSE/SSO)





	FG
	1200
	463.903
	0.613



	MH
	1500
	659.438
	0.560



	PSA
	1500
	398.332
	0.734







Note: MH, moving home; FG, feeling of groundedness; PSA, attractiveness of products and services.
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