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Abstract

Consumer's patronage intention towards a retail agglomeration is a consequence of
their evaluation of the attributes present in this retail format. This relationship is
affected by the quality of the customer experience or individual’s assessment such as
affective commitment with the shopping experience or experience with the region’s
own brand. An on-site survey of 360 consumers from a Brazilian city shows that the
quality of the customer experience mediates the relationship between neighborhood
retail agglomeration attributes and patronage intention while region’s brand experience
and affective commitment act as moderators, meaning that neighborhood retail offers
are more attractive when they convey a better customer experience or when clients
have lower levels of experience with the region’s brand or affective commitment with
retailers.
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