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ABSTRACT

This dissertation investigates how residents' perceived well-being mediates the relationship
between the servicescape experience of retail agglomerations and neighborhood attractiveness.
Employing an explanatory sequential mixed methods approach, combining survey
administration with semi-structured interviews of neighborhood retail residents and consumers,
this research reveals that the impact of neighborhood retail agglomeration on attractiveness
does not occur directly. Instead, it operates through two parallel mediated indirect pathways:
consumer well-being via subjective well-being and consumer well-being in conjunction with
agglomeration attractiveness. Additional results indicate that neighborhood daily life, social
interactions, and community identity are important factors in the mediating role of residents’
perception of well-being in the construction of an attractive neighborhood from neighborhood
retail agglomerations. It contributes to a deeper comprehension of local attractiveness within

the context of neighborhood retail in Brazil.

Keywords: Retail agglomeration. Resident’s well-being perceptions. Neighborhood
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1.0 INTRODUCTION

The sustainability of traditional retail formats has become a challenge to be addressed.
The effects of macro environmental events in recent years (e.g., COVID-19, Brexit, War in
Ukraine) have had strong impacts on supply chains, inclusion of new technologies and
consumer behaviour (Ballantyne et al., 2022; Kirk & Rifkin, 2020; Sit et al., 2022), culminating
in changes that benefit the growth of e-retailing and threaten the survival of brick-and-mortar
retailers (Grewal et al., 2021; Roggeveen & Sethuraman, 2020). In addition, the increasing
number of physical shops being closed and declining footfall raises concerns about the
resilience of retail agglomerations (PwC, 2022).

However, data from the International Omnichannel Retail Report indicates that the
average global penetration of offline retail channels is slightly higher than e-commerce (86%
vs. 81%), while this difference is even greater (78% vs. 57%) for essential products such as
food, beverages, personal care and medicines (YouGov, 2021). Hence, the importance of
traditional high street retail is not contained in just one product category or regional market. In
addition, consumers are increasingly demanding about the quality of the shopping experience
and its impact on the local community: 59% of UK consumers want to support their local high
street retailers (RWRC, 2021); American consumers prefer to visit outdoor shopping
destinations more often, given greater proximity to their homes, convenient access and variety
of essential services (Deloitte, 2022); collective cooperation between shops and safety are
strong predictors of the survivability of Brazilian retail conglomerates (Telles et al., 2022).

This data supports the notion that consumers in different countries are increasing their
consideration for non-monetary and well-being factors when choosing their shopping
destination. High street retail environment is seen not only as an option for consumption of
products and services, but also as a revitalized and attractive environment to serve the
community through leisure options, cultural events and a place to socialize (Rosenbaum et al.,
2017a). In addition, these revitalization efforts can be extended from a single shop to the entire
retail agglomeration and entailing an increase in attractiveness as an ideal destination to
patronize (Blut et al., 2018). This strategy becomes even more beneficial when the urban space
in which the shopkeepers are located is also seen as an attractive place, either through public or
private action (Alexander et al., 2020).

Findings from the current literature indicate that consumer’s interaction with the

servicescape interfere with their cognitive and emotional evaluations (Baker et al., 2020), and



elements of a retailer's service mix directly impact on a shopping center’s attractiveness and
consumer well-being (EI Hedhli et al., 2021). Individual satisfaction derived from interaction
with the environment, employees, tenants, or other consumers within a consumption situation
may also culminate in perceived improvement of individual’s Subjective Well-Being (i.e.,
SWB; Diener et al., 2010) through achievement of relational goals (Zheng et al., 2021), personal
growth (Ryff, 2018), sense of belonging (Jung et al., 2021), and purpose in life (Sharma et al.,
2017). In addition, experiencing the daily life of a neighborhood through social, transactional,
and leisure interactions in a retail environment contribute to the development of a sense of love
for the neighborhood in which one resides (Kourtit et al., 2022a; Wilson & Hodges, 2022).

Conversely, public initiative also has an impact on improving the perceived
attractiveness of an urban region (Aydoghmish and Rafieian, 2022), especially with regard to
the development of public policies tailored to local needs (Rodriguez-pose, 2018), local
governance (Pasquinelli and Vuignier, 2020), strategic planning (Lucarelli and Cassell, 2020),
and fundraising (Boisen et al., 2018).

Achieving a high degree of local attractiveness becomes a constant goal for both the
retail agglomeration and public agents (Bonakdar & Audirac, 2020) as a way to foster financial
and human capital towards a specific locality and increasing its influence in a highly
competitive and globalized environment (Hultman et al., 2016). Two research streams are
considered important to understand local attractiveness phenomena: Agglomeration Studies
(AS) and Transformative Service Research (TSR).

AS is a traditional perspective based on urban planning studies and geographical
economics that elucidates the role of the public agent in regional socioeconomic development,
in which the degree of attractiveness of an urban center is a function of its firm’s spatial
distribution patterns (Glaeser and Gottlieb, 2009). It is implied that an appropriate allocation of
services, industries and commercial outlets results in a positive externalities optimization,
generating higher levels of firm’s density and productivity (Glaeser, 2011). Further, AS focuses
on the assessment of key economic variables (e.g., GDP per capita, housing and labor costs,
population density, commuting times and distance to essential facilities) as main predictors of
urban and metropolitan agglomeration areas (Partridge et al., 2010; Rappaport, 2008; Winters,
2014) and quality of life perceptions as a proxy for agglomeration desirability (Dalmazzo and
Blasio, 2011; Nijkamp and Kourtit, 2013; Yang et al., 2019).

TSR seeks to understand how the intricate relationship between service organizations
and consumers in enhancing the overall wellbeing of both individuals and their communities

(Anderson et al.,, 2013; Rosenbaum, 2015). Hence, individuals (e.g. consumers or
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entrepreneurs) adopt a more proactive role in help shaping their communities overall Quality
of Life (QoL) (Anderson and Ostrom, 2015) by implementing prosocial initiatives (i.e., either
through implementing social entrepreneurship or conscious consumption) that do not inhibit
social welfare at the expense of economic growth (Boenigk, Kreimer, et al., 2021) and thus
collectively enabling wider access to services, more options to choose from the service
ecosystem, mitigating suffering from failed service encounters, and improving citizen’s
happiness (Fisk et al., 2018; Nasr and Fisk, 2019).

Studies using the TSR lens have investigated the impact of services in various contexts,
such as healthcare (Anderson et al., 2018; Mulcahy et al., 2021), public policy (Boenigk et al.,
2021b), education (Hurley et al., 2018), electricity service (Russell-Bennett et al., 2020), and
servicescape frontline employee (Nasr et al., 2014). Hence, it is possible to achieve economic
growth and social impact at the same time by applying scalable systemic solutions for
commercial and non-profit service providers (Alkire et al., 2020) and using quality of life and
wellbeing measurements as success metrics (Russell-Bennett et al., 2019).

Interestingly, both research streams converged on the understanding that quality of life
is an important outcome of local attractiveness. However, the logic by which the improvement
of the quality of life within the urban place occurs follows different directions. AS literature
indicates that proper urban planning is one of the factors of higher standard of living
(Rappaport, 2008, 2009) and that better service delivery comes from better public policies
(Rodriguez-Pose, 2018) while TSR focuses on well-designed prosocial services as a tool for
driving social impact, meaning that a good service network is conducive to the development of
better public policies (Alkire et al., 2020; Fisk et al., 2018;Mulcahy et al., 2021). We argue that
this divergence is not mutually exclusive but actually positive and expected, since both
development of retail agglomerations and city strategic management are important factors for
improving local attractiveness (Alexander et al., 2020).

Given the relevance of the phenomenon of local attractiveness and its clear relationship
with urban planning and retail management, there is a low number of studies investigating the
role of retailers in strengthening the urban place brand. In addition, it is argued that residents'
perception of quality of life plays an important role in shaping the perception that a location is
objectively more attractive than its surroundings, going beyond the current notion of quality of
life as a metric for evaluating the success of implementing services or public policies.

This dissertation seeks to broaden the understanding of the impact of neighborhood
retail agglomeration on the development of local attractiveness in shopping districts. This

primary objective arises from the following research problems: "How can the servicescape of
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the retail agglomeration make its local neighborhood more attractive?” and "Is the perception
of resident’s well-being in fact a mechanism that best explains the impact of the retail
agglomeration on the attractiveness of the local neighborhood?".

To answer the research questions described above, this dissertation aims to:

1. Emphasize the mediating effect of well-being dimensions (i.e., consumer well-being
and subjective well-being) on the relationship between retail agglomeration servicescape
experience and neighborhood attractiveness.

2. Underline the mediating effect of consumption consequences (i.e., consumer well-
being and retail agglomeration attractiveness) on the relationship between retail agglomeration
servicescape experience and neighborhood attractiveness.

3. Understand how well-being assessments derived from experiencing the local retail

agglomeration translates into better evaluations of the neighborhood.

This research was carried out through two empirical studies with a sequential
explanatory design. The first study focused on the two initial objectives through the application
of a survey with residents of neighborhoods that have retail agglomerations, while the next two
objectives were investigated through semi-structured interviews with residents, retailers and
consumers of retail agglomerations.

This dissertation unfolds through two empirical investigations employing a sequential
explanatory design. The initial study focuses on the first two objectives via a survey
administered to residents of neighborhoods housing retail agglomerations. Subsequently, the
latter objectives are explored through semi-structured interviews involving residents, retailers,
and consumers of these retail hubs. The manuscript comprises six chapters, each serving a
distinct purpose. Chapter 1 delineates the research lacunae to be addressed, articulates the
research questions, and outlines the objectives. Chapter 2 delves into a comprehensive literature
review on local attractiveness, constructs a theoretical framework, and formulates hypotheses
for examination. Methodological nuances of Studies 1 and 2 are expounded upon in Chapter 3.
Chapter 4 presents the findings delineated by study, while Chapter 5 synthesizes and discusses
these results in tandem. Finally, Chapter 6 furnishes the thesis's conclusions, avenues for future

research, managerial implications, and acknowledges any research limitations.
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2.0 THEORETICAL BACKGROUND

This chapter is divided into three parts. The first consists of a Systematic Literature
Review (SLR) on local attractiveness through a bibliometric survey, since the use of statistical
tools helps to develop a picture of the accumulated knowledge on the subject by identifying
theoretical bases and future research trends within a specific field of knowledge (Paul and
Criado, 2020). In this way, we sought to integrate the analysis from the point of view of different
research streams (e.g., service theory, regional studies, and economic geography). Thus, the
scientific mapping of a sample of 328 representative papers enables both a description (e.g.,
main authors, journals, papers, keywords) and classification (i.e., main research themes, gaps,
and research trends) of the state of the art of the literature on local attractiveness.

The second part refers to the refinement of the basic concepts used in this thesis and the
construction of a theoretical framework. Based on the themes elucidated by the SLR, a series
of theoretical concepts are listed that guide the discussion on the impact of the neighborhood
retail agglomeration on local attractiveness (e.g., retail format, service strategy, quality of life,
well-being, neighborhood attractiveness) and conceptualize them both in isolation and
integrated within a tripartite classification (i.e., geographic influence at the micro, meso and
macro-regional levels; Teller and Elms, 2012; Aydoghmish and Rafieian, 2022). In addition, a
theoretical framework containing the antecedents of local attractiveness is constructed by
arguing that a neighborhood retailer's service mix and residents' perceptions of living standards
are important factors in developing a regional image that is objectively more attractive than its
surroundings (Gilboa and Jeffe, 2021).

The third part relates to the hypothesis development derived directly from the theoretical
framework. It is argued that the frequent interaction of the neighborhood resident with the
servicescape provided by the local retail agglomeration has a positive impact on evaluations of
the degree of attractiveness of the regional retail agglomeration (Teller and Reutterer, 2008),
meaning that the immediate impact of the provision of services is focused on a low geographical
influence (i.e., within the area of influence of the retail agglomeration; Teller, 2008) and on
specific domains of well-being (i.e., consumer well-being; Sirgy, 2021). However, the influence
of the retail service mix of both an individual store and the retail agglomeration as a whole on
the perception of an attractive neighborhood only occurs through mediation of the residents'
perception of well-being (i.e., bottom-up spillover effect between CWB and SWB; Zhao and
Wei, 2019).
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2.1 SYSTEMATIC LITERATURE REVIEW

A systematic literature review is understood as a meticulous process of locating,
synthesizing and generating new knowledge from already published academic articles
(Palmatier et al., 2018; Snyder, 2019). This approach differs from traditional literature reviews
by defining a priori criteria for eligibility, selection and analysis of papers with a focus on
reliability, transparency and replicability of its results (Linnenluecke et al., 2020; Moher et al.,
2015).

The clear and protocolized definition of all the stages (i.e., outlining the research
problem until the results are reported) characteristic of an SLR is useful for dealing with the
exponential growth of scientific knowledge generated in this century (Hiebl, 2023), making it
possible to deal with a large number of scientific articles without losing the rigor and quality
necessary for the development of new theoretical, managerial or policy-oriented knowledge
(Kunisch et al., 2023). Given its methodological relevance, an SLR is seen as an important tool
for generating conceptual contributions through a descriptive mapping of the area of knowledge
in question (e.g., marketing; Maclnnis, 2011).

However, a systematic literature review can go beyond the barrier of an intermediate
tool and reach the level of a publication that generates theoretical contribution in its own right
by using scientometrics combined with inductive reasoning to assess the state of the art of the
literature and indicate the next steps to fill the knowledge gaps (Kraus et al., 2022). As such, a
considerable number of articles containing guidelines for conducting a high-impact SLR have
been published in management journals (Paul et al., 2021).

Tranfield et al. (2003) indicate that a systematic approach (i.e., SLR or meta-analysis)
makes it possible to work with a large volume of information while maintaining a high level of
methodological rigor, quality of evidence and low risk of bias. Thus, it is necessary to precisely
define the research problem to be used as the basis for mapping the discipline, topic, theory or
journal (Paul and Criado, 2020), which search sources and keywords are used to acquire the
initial pool of articles (Davis et al., 2014), criteria for excluding and including new articles
(Hiebl, 2023), the category of analysis to be carried out (Radhakrishnan et al., 2017), how the
results are presented and the theoretical discussion stemming from this data (Marrone and
Linnenluecke, 2020).

The systematic approach considered most consistent with the questions posed by this
research is bibliometrics, since bibliometric tools make it possible to analyze a large amount of

bibliographic information statistically and systematically to map the state of the art in the field
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of research being studied, as well as distinguishing between seminal publications and future
research trends (Vogel and Guttel, 2013; Zupic and Cater, 2015).

It should be noted that the understanding of the concept of local attractiveness is studied
in parallel between different streams of research (i.e., retailing, services, urban planning, and
economic geography), making it necessary to scour the literature to understand the points of
convergence and divergence between the areas and from this generate unified theoretical
insights into how the phenomenon of local attractiveness can be better understood. The protocol
called Scientific Procedures and Rationales for Systematic Literature Reviews (SPAR-4-SLR)
developed by Paul et al. (2021) was adopted as a guide for surveying the state of the art of the
literature and developing a future research agenda based on logical and transparent criteria.

A graphic summary of the SPAR-4-SLR definitions for this research is contained in
Appendix I, while a detailed justification of what was done at each stage of the bibliometric

survey is shown below.

2.1.1 Bibliometric survey: overview

By defining bibliometrics as the use of quantitative techniques to analyze bibliometric
data (e.g., paper citations, authorship, year of publication; Broadus, 1987) and appropriate when
this data is taken from a database too large for manual evaluation and assessed on the basis of
a comprehensive scope (Wallin, 2005), it becomes necessary to outline the structure of this
bibliometric survey based on four stages: defining the scope of analysis, choosing the
bibliometric techniques to be used, collecting the bibliometric data and analyzing the results
(Donthu et al., 2021).

The initial question begins with an inquiry into how the phenomenon of local
attractiveness has been studied in specialized academic literature over the last century,
specifically prompted by the following questions: "What do we know about the impact of local
neighbourhood services on regional attractiveness?" and "Where should the investigation about
the role of neighbourhood retailers be heading?".

The chosen bibliometric techniques are subdivided into two parts. The first consists of
simpler techniques focused on describing the performance of the sample of papers obtained
(e.g., number of citations, number of authors, number of journals, most prolific authors, among
others). The second part consists of the three classic scientific mapping techniques (Zupic and
Cater, 2015): Cocitation (COCIT), bibliographic coupling (BCOUPL) and Cooccurrence
(COOC). COCIT can be defined as the frequency with which two articles are cited

simultaneously by a third document (Small, 1978), a very popular technique, but less complex
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than BCOUPL (Macroberts and Macroberts, 2010) because it considers an overlap of
bibliographies and measures the frequency with which two documents in a sample have at least
one reference in common (Kessler, 1963; Boyack and Klavans, 2010). COOC is defined by
networks that describe the interrelation of words within a specified unit of text (Radhakrishnan
etal., 2017).

Bibliometric data was collected from the Web of Science (WoS) and Scopus platforms
over a twenty-year period (i.e., 2002 to 2022) and filtered using the following search criteria:
Title, authorship, abstract, and keywords. In addition, the Chartered Association of Business
Schools Academic Journal Guide 2021 (CABS AJG 2021) ranking was adopted as a criterion
for the quality of research sources. All bibliometric data using the following research string:
("transformative service™ or "quality of life" or "subjective well-being™ or "consumer well-
being" or consumer welfare) AND (place branding or agglomeration or "retail agglomeratio*").
It is worth noting that the procedure of (Kaputo and Kargina, 2022) was followed as a way of
combining the results between the two databases.

R software was used for data analysis (R core team, 2016), especially the bibliometrix
package (Aria and Cuccurullo, 2017). The first stage of data analysis was called descriptive
analysis and used performance analysis tools (e.g., most cited local and global articles, most
prolific authors, most used keywords) to build an overview of the literature, while the second
stage called science mapping consists of using more advanced techniques (e.g., COCIT, COOC
and BCOUPL) to unravel the intellectual structure (Cuccurullo et al., 2016), thematic analysis
(Cobo et al., 2011) and multidimensioning of the main themes through the co-occurrence of
keywords (Dabic et al., 2020; Clavic et al., 2021).

2.1.2 Bibliometric survey: descriptive analysis

The main collection of extracted articles contains 328 articles from 849 distinct authors
and published in 41 unique journals within a time span of 18 years (i.e., between 2005 and 2022
since no relevant papers were surveyed in the 2002-2004 triennium). There is an relatively high
average citations per document (45.65), number of coauthors per document (3.16), quantity of
cited references (i.e., approximately 19300), related keywords given by the authors (i.e., almost
1200 unique keywords), international co-authorship (i.e., 43.6% of documents derived from a
transnational partnership), and a high annual growth rate (i.e., 19.61%). Conversely, there is a
low number of single-authored published papers (24 papers, approximately 7.31%) and a low

document average age (i.e., majority of citations come within 5.02 years of publication date).
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This overall examination helps to identify a diagnostic of growing relevance of the topic in the
last decades. Table 1 represents a graphical output of the main bibliometric data information.

Table 1 - Main bibliometric data information

Parameter Descriptive values
Timespan 2005-2022
N° sources 41
N° documents 328
Annual growth rate 19.61%
N° authors 849
N° Single-authored documents 24
N° co-authors per document 3.16
International co-authorship 43.60%
N° keywords 1215
N° references 19353
Document average age 5.02 years
Average citations per document 45.65

Source: The author (2024)
A cross-analysis between documents and year of publication makes it possible to assess

the relevance of the topic within academia in a more granular way. Figure 1 shows that although
interest has grown significantly over the last two decades, the frequency of articles published
on this topic was relatively small during the 2000s. Positioning studies that emerged in the
2010s (Teller, 2008; Ostrom et al., 2010; Hanna and Rowley, 2011; Anderson et al., 2013)
further boosted the growth of the topic's scientific development, meaning that efforts to
conceptualize and propose a research agenda on transformative service (Rosenbaum ,2015) and
place branding (Lucarelli and Berg, 2011; Kavaratzis and Hatch, 2013) became highly relevant
articles within this research stream. In addition, works interrelating street retail agglomeration
and urban place branding (Teller and Elms, 2012) strengthen the theoretical development of the
area and serve as base articles for the union of findings between the areas of management,

geographic economics and urban studies.
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Figure 1 — Annual scientific production
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Reference Publication Year Spectroscopy (RSYP) is a relatively recent bibliometric
analysis technique that is useful for carrying out a more in-depth detection of seminal articles
in a research area by investigating citations per year and comparing the variation with the
median of the last 5 years (Marx et al., 2014). When analyzing the last fifty years (i.e., 1972-
2022) of scientific production on the topic based on the references cited in the sample, it can be
seen that there are two relevant moments in the construction of the topic: methodological
advancements on structural equation modeling and surveys during the 1980s (Fornell and
Larcker, 1981), the foundation of the analysis of the impact of services with the emergence of
the discussion on service quality (Parasuraman et al, 1985), as well as comprehensive
formulations on the subjective well-being of the individual (Diener, 1984; Diener et al., 1985);
the theoretical foundation of local attractiveness was published in the six-year period 2008-
2013, since research into retail agglomerations and how they are attractive to local consumers
(Teller, 2008), the notion of geographical competitiveness between locality brands and how this
generates marketing, political and social implications (Lucarelli and Berg, 2011), and the
relationship between residents' perception of quality of life and well-being with economic and
tourism development (Kim et al., 2013) were developed. A graphic representation can be seen

in Figure 2.
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Figure 2 - RSYP
Reference Publication Year Spectroscopy
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Understanding who are the leading experts on a given subject is useful for benchmarking

notorious studies and possible research partnerships. The top ten academics in the bibliometric
sample are shown in Table 2. It is understood that the knowledge produced is dispersed among
different academics, as the most prolific author has 12 articles, an average of 2.09 fractionalized
articles (i.e. calculation of an author's individual contribution based on a uniform contribution
among the authors; Aria and Cuccurullo, 2017), and the ten researchers with the highest volume
of production contribute approximately 20% of the total number of publications in the sample.
In addition, it can be inferred from the curriculum vitae of the individuals that three fronts of
theoretical discussion are considered to be the most in-demand expertise within this sample: the
influence of the high street retail agglomeration on the attractiveness of the region (Teller and
Reutterer, 2008; Teller et al., 2016; Alexander et al., 2020); the potential of the services
provided to generate change through the generation of well-being (Anderson and Ostrom, 2015;
Fisk et al., 2018; Alkire et al., 2020); consumption situations as generators of well-being (Sirgy
etal., 207; Sirgy, 2021).
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Table 2 — Most prolific authors

Author Articles % Articles fractionalized
Christoph Teller 12 3.66% 4.20
Janet McColl-Kennedy 8 2.44% 1.57
Mark Scott Rosenbaum 8 2.44% 2.34
Rebekah Russell-Bennett 7 2.13% 2.45
Amy Ostrom 6 1.83% 0.71
Sebastian Zenker 6 1.83% 2.08
Jorg Finsterwalder 5 1.52% 1.75
Martin Mende 5 1.52% 1.34
Joseph Sirgy 5 1.52% 2.92
Andrew Alexander 4 1.22% 1.50

Source: The author (2024)
Table 3 shows the ten most cited authors among the papers in the sample. All of them

have transformative service research as one of their research interests, while approximately one
third of the articles in the sample cited at least once one of the three highest ranked authors in

terms of local citations.

Table 3 — Most cited local authors

Author Local citations

Amy Ostrom 125
Mark Scott Rosenbaum 107
Martin Mende 100
Raymond Fisk 97
Andrew Gallan 96
Janet McColl-Kennedy 91
Steven Rayburn 85
Laurel Anderson 83
Canan Corus 78
Mario Giraldo 72

Source: The author (2024)
It is reiterated that the theoretical construction between service initiatives in improving

the well-being of different actors in a service network is relevant and useful for the construction
of the local attractiveness narrative as a research agenda. In addition, the relevance of each
author can be measured via their productivity and the impact of their publications, in which the
h-index (Hirsh, 2005) is a classic tool for gauging the impact of a researcher. In this way, the
analysis of local relevance (i.e., the author's impact using only the papers in the sample as a
statistical cut-off) shown in Table 4 corroborates the data in previous tables by pointing out that
academics focused on the study of consumer welfare, transformative service research and retail
agglomerations serve as a theoretical basis for understanding the phenomenon of local

attractiveness.
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Table 4 - Author’s local relevance

Author H index Total citations Publications St;g;llrng
Christoph Teller 10 362 12 2012
Janet McColl-Kennedy 8 1228 8 2012
Mark Scott Rosenbaum 7 875 8 2013
Amy Ostrom 6 1668 6 2010
Sebastian Zenker 6 431 6 2013
Jorg Finsterwalder 5 280 5 2016
Rebekah Russell-Bennett 5 137 7 2019
Joseph Sirgy 5 1103 5 2008
Andrew Alexander 4 95 4 2014
Linda Alkire 4 260 4 2018

Source: The author (2024)
Figure 3 shows productivity by country (i.e., number of papers published based on the

home country of the institution where the author is based) and the proportion of international
partnerships. It shows that the majority of papers published originate from English-speaking
developed countries (i.e., USA, UK, and AUS account for 47.5% of all articles) and that there
are partnership networks between countries (i.e., 42.35% of the papers published in the top ten

countries are the result of international research projects).
Figure 3 — Country productivity
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The list of the most relevant journals is useful for detecting the main sources of studies

on the desired topic, as well as helping to diagnose whether the current discussion of the
phenomenon studied takes place in journals with high or low credibility. Table 5 shows the top
ten journals by the number of articles published, accounting for approximately 68% of all
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published articles and there is a mix of areas of knowledge as a source for better understanding
the phenomenon of local attractiveness: Business, tourism, urban planning, retailing, marketing

and services. This is an indication of the multidisciplinary nature of the state of the art in this

literature.
Table 5 — Most prolific sources
Sources Articles
Journal of Business Research 55
Tourism Management 35
Cities 25
Journal of Service Research 24
Journal of Services Marketing 19
Journal of Retailing and Consumer Services 16
European Planning Studies 14
Journal of Service Management 12
Urban Studies 12

Source: The author (2024)
A cross-analysis between journal and number of references cited can be found in Table

6. The ten best-ranked sources account for approximately a quarter of the total number of
references cited, and are related to the following disciplines: marketing, services, business,
retailing and tourism. It is worth noting that the urban planning journals well ranked in Table 5
(i.e., Urban Studies, Cities, and European Planning Studies) have a combined value of
approximately 500 local citations.

Table 6 — Most local cited sources

Sources Articles
Journal of Business Research 747
Journal of Service Research 629
Tourism Management 539
Journal of Marketing 521
Annals of Tourism Research 443
Journal of Consumer Research 440
Place Branding and Public Diplomacy 390
Journal of the Academy of Marketing Science 380
Journal of Retailing 314
Journal of Services Marketing 295

Source: The author (2024)
Scientific journals can also be measured by impact and productivity metrics, and the

data for the journals in the bibliometric section is shown in Table 7. Each of the five most
impactful journals (i.e., high journal h-index) are from different disciplines (i.e., tourism,
services, business, retailing, and urban studies) but related to the phenomenon of local

attractiveness, an observation that corroborates the argument for the need for a multidisciplinary
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approach and the data presented in Table 5. In addition, eight of the ten most impactful journals
began publishing studies relevant to the topic in the 2010s, a finding that reiterates what is
shown in Figure 1 and corroborates the argument that the knowledge generated in the last
decade is one of the most relevant to the study of local attractiveness. The two exceptions to
this trend are due to the importance of two specific publications: the investigation of the impact
of tourist agglomeration on the community's perception of quality of life by Urtasun and
Gutierrez (2006) and a case study on building the brand identity of an Italian city by Vanolo
(2008).

Table 7 - Source’s local relevance

Sources H index ci:(raqctiglLs Publications St;er::lg
Tourism Management 28 3312 35 2006
Journal of Business Research 24 2493 55 2010
Journal of Service Research 16 2514 24 2010
Cities 14 1040 25 2008
Journal of Retailing and Consumer Services 12 431 16 2016
Journal of Services Marketing 11 427 19 2016
Service Industries Journal 11 431 11 2012
European Planning Studies 10 325 14 2011
Psychology & Marketing 10 231 11 2012
Journal of Service Management 9 481 12 2018

Source: The author (2024)

Focusing on document analysis makes it possible to gauge the content (i.e., central
theoretical argument, variables studied, methods used, contexts, among others) inherent in the
discussion of a research topic and possible future research paths. The ten most cited articles
overall (i.e., total citations regardless of the bibliographic sample) are shown in Table 8,
indicating that the theoretical basis for investigating the phenomenon of local attractiveness
comes from studies in the area of services, quality of life, place brand theory and agglomeration
economies.

Thus, the following themes are seen as baseline topics to comprehend the interaction
between local retailers and service providers into regional attractiveness evaluations: The
ubiquity of the services sector and the need for sustainable growth (Ostrom et al., 2010) through
well-designed services that enables customers to cocreate value (Mccoll-Kennedy et al., 2012;
Sweeney et al., 2015) aiming at improving well-being of target audiences (Anderson et al.,
2013); Spill-over effect from context-specific well-being situations forming an general
assessment of an individual’s overall well-being evaluation (Kim et al., 2013; Uysal et al.,

2016); Social aspects of living in a community as a catalyst for well-being perceptions that
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leads to a better understanding and evaluation of a place (Kavaratzis and Hatch, 2013;
Rasoolimanesh et al., 2017).

Table 8 - Most cited global documents
Paper (global cited documents) Total Citations TC per Year Normalized TC

Ostrom et al. (2010). Moving forward and making a
difference: research priorities for the science of 925.00 66.07 3.63
service. Journal of service research, 13(1), 4-36.

McColl-Kennedy et al. (2012). Health care customer
value cocreation practice styles. Journal of service 610.00 50.83 2.79
research, 15(4), 370-389.

Anderson et al. (2013). Transformative service
research: An agenda for the future. Journal of 550.00 50.00 4.42
Business Research, 66(8), 1203-1210.

Kim et al. (2013). How does tourism in a community
impact the quality of life of community residents?. 473.00 43.00 3.80
Tourism management, 36, 527-540.

Uysal et al. (2016). Quality of life (QOL) and well-
being research in tourism. Tourism Management, 53, 444.00 55.50 6.57
244-261.

Kavaratzis and Hatch (2013). The dynamics of place
brands: An identity-based approach to place 351.00 31.91 2.82
branding theory. Marketing theory, 13(1), 69-86.

Briggen et al. (2017). Financial well-being: A
conceptualization and research agenda. Journal of 265.00 37.86 4.22
business research, 79, 228-237.

Sweeney et al. (2015). Customer effort in value
cocreation activities: Improving quality of life and
behavioral intentions of health care customers.
Journal of Service Research, 18(3), 318-335.

245.00 27.22 4.45

Rasoolimanesh et al. (2017). Urban vs. rural
destinations: Residents’ perceptions, community
participation and support for tourism development.
Tourism management, 60, 147-158.

234.00 33.43 3.72

Kim et al. (2015). Tourism experience and quality of
life among elderly tourists. Tourism management, 46, 227.00 25.22 4.12
465-476.

Source: The author (2024)

Table 9 displays the most locally cited papers (i.e., cocitation of articles contained
within the bibliographic data frame) as well their relative contribution to the overall global
citation metric (i.e., LC/GC ratio), meaning that these indicators help detect evolving or

emerging research trends.
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Table 9 - Most cited local documents

Local Global LC/GC Ratio

Document (local cited documents) Year Citations Citations (%)

Anderson et al. (2013). Transformative service
research: An agenda for the future. Journal of 2013 72.00 550.00 13.09
Business Research, 66(8), 1203-1210.

Ostrom et al. (2010). Moving forward and making a
difference: research priorities for the science of 2010 35.00 925.00 3.78
service. Journal of service research, 13(1), 4-36.

McColl-Kennedy et al. (2012). Health care customer
value cocreation practice styles. Journal of service 2012 30.00 610.00 4,92
research, 15(4), 370-389.

Kavaratzis and Hatch (2013). The dynamics of place
brands: An identity-based approach to place branding 2013 25.00 351.00 7.12
theory. Marketing theory, 13(1), 69-86.

Sweeney et al. (2015). Customer effort in value
cocreation activities: Improving quality of life and
behavioral intentions of health care customers.
Journal of Service Research, 18(3), 318-335.

Kuppelwieser and Finsterwalder (2016).
Transformative service research and service
dominant logic: Quo Vaditis?. Journal of Retailing
and Consumer Services, 28, 91-98.

2015 25.00 245.00 10.20

2016 23.00 86.00 26.74

Zenker et al. (2017). Branding the destination versus
the place: The effects of brand complexity and
identification for residents and visitors. Tourism
management, 58, 15-27.

2017 18.00 156.00 11.54

Black and Gallan (2015). Transformative service
networks: cocreated value as well-being. The Service 2015 17.00 87.00 19.54
Industries Journal, 35(15-16), 826-845.

Mende and van Doorn (2015). Coproduction of

transformative services as a pathway to improved

consumer well-being: Findings from a longitudinal 2015 17.00 97.00 17.53
study on financial counseling. Journal of Service

Research, 18(3), 351-368.

Fisk et al. (2018). Design for service inclusion:
creating inclusive service systems by 2050. Journal 2018 16.00 127.00 12.60
of Service Management, 29(5), 834-858.

Source: The author (2024)

The use of keywords is important for quickly classifying and summarizing articles,
whether by topic, theory, method or context (Chen and Xiao, 2016). The initial database
consists of 1215 author keywords and 1048 keywords-plus, which have been condensed into a
keyword cookbook (Dabic et al., 2020; Vlacic et al., 2021) to carry out advanced statistical
analyses (e.g., Keywords coocurrence network, MCA) without duplicate keywords, irrelevant
keywords or ungrouped synonyms. The initial step is to draw up a Burt matrix (i.e., a

dichotomous variables matrix with cells corresponding to "1" meaning that said keyword is

25



present and "0" if it is absent; Cuccurullo et al., 2016) whose grouping of synonyms was carried
out based on the assessment of 3 senior academics with expertise in the subject. This resizing
process resulted in a total of 44 author keywords and 59 keywords-plus, the most frequent of

which are shown in Table 10.
Table 10 — Most used keywords

Author's keywords Frequency Keywords-plus Frequency
Place branding 83 Branding 88
Transformative service research 80 Service 82
Well-being 66 Well-being 74
Agglomeration 68 City 65
Retail 47 Consumer 65
Value co-creation 44 Agglomeration 57
Place 38 Retail 51
Subjective well-being 37 Service design 48
Consumer well-being 35 Transformative service research 48
Attractiveness 36 Quality of life 47

Source: The author (2024)
It can be seen that the main keywords assigned by the authors are related to place

branding, perceptions of well-being and services, as well as those generated by the journals. In
addition, the ten best-ranked keywords represent approximately 44% of the total keywords used
within the bibliographic sample, while this figure rises to almost 60% when it comes to the
keywords automatically generated by the journals.

The analysis of keyword frequency corroborates the data shown in Table 5,
demonstrating that studies on the attractiveness of a region go beyond marketing-related topics.
Furthermore, it can be inferred that the articles with a high LC/GC ratio (i.e., above 10% for
this sample) shown in Table 9 are key to defining future discussions on the role of service and
the role of retailers in promoting local attractiveness, as the top three keywords correlate with
studies on the life-changing potential of services provided in a region (Rosenbaum, 2015), the
perception of quality of life as an influencer of local economic development (Hu et al, 2022)
and the notion that geographical spaces have their own identities that can be branded
(Kavaratzis and Hatch, 2013).

The descriptive survey is useful for gaining a general understanding of what the content
of the bibliographic sample is about, but a more in-depth investigation into the conceptual and
intellectual structure of the discussions held in the papers is based on more advanced statistical

techniques presented below.
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2.1.3 Bibliometric survey: science mapping

The main function of scientific mapping is to structure how a particular field of
knowledge (e.g., a research topic or a specific discipline) is conceptually, intellectually and
socially developed through graphic representations (Cobo et al., 2011). It is therefore necessary
to understand how scientific discussions on the attractiveness of a location are carried out in the
most different areas of knowledge, the findings that converge in the literature, the divergences
and which research stream(s) go hand in hand. The following statistical analyses were carried
out: knowledge area cooccurrence network; author's keywords cooccurrence network;
bibliographic coupling of references; thematic map; co-citation network; and collaboration
network.

The conceptual structure of an area of knowledge can be understood as the structuring
of keywords with the aim of classifying knowledge into topics, identifying research gaps and
future research trends (Aria and Cuccurullo, 2017). Figure 4 shows the different areas of
knowledge and how they are interconnected within the bibliographic sample. It is worth noting

that this classification was based on the web of science typology.

Figure 4 - Knowledge area cooccurrence network
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The high number of clusters compared to the number of disciplines (i.e., six clusters for

twelve disciplines) is a strong indication of a multidisciplinary approach to investigating the

phenomenon of local attractiveness. In addition, the influence of environmental studies and
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tourism is noticeable as a link between studies developed in parallel areas of knowledge (i.e.,
business and management with urban studies, economics and geography).

Figure 5 shows a co-occurrence network based on the keywords designated by the
authors of all the articles contained in the bibliographic sample, a common technique for
graphically demonstrating how the main concept of a scientific topic is related (Eck and
Waltman, 2009). Thus, three distinct clusters were calculated (i.e., blue, green and red cluster)
based on centrality and ranking measures (i.e., betweenness centrality, closeness centrality, and
pagerank algorithm) as a way of ascertaining the importance of a given keyword in the
construction and speed of distribution of the information contained in the network (Aria and
Cuccurullo, 2017).

Figure 5 - Keyword co-occurrence network
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The green cluster exerts a strong influence on the keyword network as a whole, as it has

the two best keywords in terms of page rank algorithm, as well as well-positioned keywords in
centrality measures (i.e., 2 in the top-5 for betweenness and 3 in the top five for closeness
centrality). The statistical result corroborates a qualitative analysis of the content of each
keyword, given that individuals' perceptions of well-being are closely linked to the design and
provision of services (Anderson et al., 2018), meaning that key managerial outcomes such as
customer value and satisfaction are direct results of Transformative Service Initiatives (i.e.,
TSI; Boenigk et al., 2021). The increase in people's well-being as a result of interaction with
transformative services is one of the premises advocated by scholars involved in TSR

(Rosenbaum et al., 2022), in which this logic of services as a transformative agent of local
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realities can generate positive evaluations of a given urban region (Kuppelwieser and
Finsterwalder, 2016).

The blue cluster has a smaller influence than the green cluster, but its impact is largely
dependent on just one basic keyword (i.e., place branding), as it is ranked in the top 5 in all the
centrality and ranking measures used. Building a positive urban image is imperative for this
place to be objectively well evaluated (Kavaratzis, 2005), demonstrating that the place is indeed
attractive for living, working, investing or even as a source of leisure (Braun, 2012; Braun et
al., 2013; Luccarelli and Cassell, 2020) when what happens in the daily life of the region (e.g.,
social interactions, commercial stabilishments, cultural activities) is properly communicated to
people (Braun et al., 2014; Boisen et al., 2018).

The red cluster has a relevant influence among the three groupings of keywords (i.e.,
the best keyword in betweenness centrality and the two best positioned in the closeness
centrality ranking), a mathematical fact that corroborates the intermediate position of this
cluster in the previous graphical representation. In this way, the concepts of retail agglomeration
and local attractiveness in their broadest definition are an important link to justify the impact
of retailers and service providers in generating well-being in their customers in consumption
situations or even in life evaluations (Gardiazabal et al., 2021; Jung et al., 2021) and how this
can convert into positive evaluations of a space (e.g., shopping center, a neighborhood, or a
city; Teller and Elms, 2012).

The use of a bibliographic coupling of references can be understood as an additional
survey analysis of the conceptual structure of the area of knowledge studied. Figure 6 shows
the network resulting from this coupling with all the references cited in the bibliographic
dataset. Again, the statistical technique results in three major clusters: Place Branding,

Transformative Service Research and Agglomeration.
Figure 6 - Bibliographic coupling
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The premise of the first cluster refers to understanding how brands and locations shape
each other (Kavaratzis and Ashworth, 2008) to understand the agents, processes and discourses
inherent in the development of branding for a specific location (Zenker and Braun, 2010).

This stream of research is often called interchangeably between place branding or city
branding, an indication of the relatively short time of theoretical and empirical development on
the phenomenon (Pasquinelli and Vuignier, 2020). Despite the confusion over the use of
terminology and clear conceptualization among academics and professionals in the field, it is
common sense that the concept of place branding is contained within the theoretical framework
of place marketing (Zenker et al., 2017), meaning that PB is an integral part of the process of
coordinated use of marketing tools focused on the customer and aimed at creating value for the
stakeholders that make up an urban community (Braun, 2012). It is important to recognize what
places mean to the people who live there and how promaoting this recognition can support urban
policies to develop benefits for residents, visitors and businesses (Boisen et al., 2018).

The work of Lucarelli and Berg (2011) demonstrates that practical and academic interest
in how places combine and offer their attributes to diverse audiences is growing, where
discussion starts as a simple promotional marketing strategy to a customizable and participatory
project for developing sustainability and improving the local economy (Green et al., 2016). The
process of building, developing and communicating places as brands is closely linked to the
urban planning and socio-political environment of that place (Aydogmish and Rafieien, 2022;
Lucarelli and Cassell, 2020).

The process of place branding is intrinsically complex because it involves a multiplicity
of different stakeholders (e.g., residents, visitors, businesses) and, consequently, serves several
audiences located in the same region (Zenker and Braun, 2017). As such, the identity of this
place is constructed by the daily interaction between the narratives, discourses and experiences
of its stakeholders with both the material and immaterial space (i.e., local infrastructure, place
reputation, local institutions and norms, social relations, life experiences; Kavaratzis and Hatch,
2013). This combination of complexity and particularity linked to a specific place shapes
individuals' perceptions of their feelings towards the place (Martin and Capelli, 2018),
attitudinal factors such as satisfaction, identification and attachment to the place (Zenker and
Braun, 2017; Schade et al., 2018; Jain et al., 2022), and positive behaviors such as intention to
visit or word-of-mouth (Braun et al., 2014). In this way, it is clear that the proactive stance of
local stakeholders (e.g., business owners, residents, visitors, public officials) has an impact on

the reputation and attractiveness of a region.
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The second cluster refers to the research strand called TSR, a more holistic-oriented
focus in which services are understood as drivers of improved individual and collective well-
being (Anderson et al., 2013; Ostrom et al., 2010). As an emerging research stream situated at
the intersection between Transformative Consumer Research (TCR) and service research (Nasr
& Fisk, 2019), TSR is based on the ubiquity of services and their great transformative potential
to generate impactful changes in the daily lives of all actors in the service network (e.g.,
consumers, employees, companies, communities, cities and nations) (Anderson et al., 2013;
Ostrom et al., 2010). Thus, scholars focus on investigating performance outcomes from both
for-profit and not-for-profit service initiatives across all levels of services systems (Johns,
2020), starting from the improvement of individual well-being throughout all nodes of the
service network to enhanced quality of life and subjective well-being perceptions of service
actors (Rosenbaum, 2015; Russell-Bennett, Fisk, Rosenbaum, & Zainuddin, 2019).

However, the interaction between individuals and services can sometimes yield
experiences that are flawed, exclusionary, or inaccessible to certain populations. So, promoting
the concept of service inclusion becomes imperative to enhance social well-being. This entails
ensuring that service delivery enables individuals who were previously marginalized by the
service network to access a range of choices, alleviates suffering stemming from inadequate
service provision, and fosters happiness (Fisk et al., 2018). Moreover, the construct of well-
being lacks a singular, clear-cut definition, instead presenting a hierarchical and complex
conceptualization (Alkire et al., 2020). This conceptualization spans various dimensions,
encompassing physical well-being (McColl-Kennedy et al., 2017), psychological well-being
(Ryff & Keyes, 1995), financial well-being (Briiggen, Hogreve, Holmlund, Kabadayi, &
Lofgren, 2017), and perceptions of quality of life (Russell-Bennett et al., 2019).

Understanding how each of the facets of well-being interact with each other makes it
possible to better understand the power of services as a driver of social impact, since each aspect
of well-being has a influence on an individual's decision to interact with a service (Anderson &
Ostrom, 2015). Thus, it is entirely possible for individuals to make tradeoffs during service
encounter (i.e., transformative service paradox), in which the temporal cue (i.e., short vs. long
term) and the primary beneficiary of the decision (i.e., self vs. others) act as moderators of the
final well-being decision (Russell-Bennett et al., 2020).

Furthermore, the interaction between various service actors can cause a chain reaction
throughout the service network, causing transformative service initiatives to circulate through
all service levels. Clarke & Hill (2012) denotes that the application of human resources

practices (e.g., employee learning encouragement, leadership support, workplace health and
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safety measures) enhance employee physical and psychological well-being, resulting in better
evaluations by service users (e.g., higher service quality perception and satisfaction). Similarly,
Nasr, Burton, Gruber, & Kitshoff (2014) highlights the positive impact of consumer positive
feedback on successful service encounters, in which frontline employees who received
compliments become happier and more motivated to do a good job, impacting in the
improvement of the service provider overall experience and enhancing not only the firm’s
income but also the subjective well-being of the individuals who use the service.

Interestingly, not only how service actors interact amongst themselves is beneficial to
foster social impact, but where this interaction occur. Rosenbaum et al. (2017a) highlight the
importance of locality for building social well-being, changing the conceptualization of place
from a physical or virtual space created to connect sellers to their potential consumers to place
seen as both a location of utilitarian transactions and emotional attachment through social and
restorative properties. In addition, Rosenbaum, Otalora, & Ramirez (2016) investigate these
restorative properties of servicescapes within a retail setting, demonstrating that environmental
stimuli interfere with consumer’s individual and collective well-being perceptions, shopping
satisfaction, patronage intention and willingness to recommend to others. Hence, service
networks are important factors to consider when evaluating a place degree of attractiveness.

The third cluster is related to a multidisciplinary approach called agglomeration studies,
in which its premise lies in understanding the impact of the spatial distribution of firms (e.g.,
industries, commerce, and services) and capital (e.g., financial, human, and social) on
improving the attractiveness of a particular region (Glaeser, 2011; Teller, 2008).

Drawing from central place theory (Mulligan, 1984), spatial interaction theory (Reilly,
1931), and the principle of minimum differentiation (Hotelling, 1929), scholars elucidated the
role of agglomeration effects (i.e., a large number of diverse firms within close proximity) as
an important predictor for the growth of a region's productivity level, meaning that the improved
standard of living brought about by agglomeration economies tends to increase the perception
of quality of life in urban centers (Rappaport, 2009). Thus, the attractiveness of a city is directly
related to the complex relationship between firm’s spatial density and the desire of the
individual to reside or work in that particular urban area (Glaeser, 2011), in which both the
negative and positive spillover effects of urban growth can be mitigated or enhanced through
amenities (i.e., region specific goods or services that affect regional attractiveness perceptions)
(Zhang, Partridge, & Song, 2020).

The work of Rappaport (2008) elucidated the influence of consumption amenities on

the relationship between economic opportunities and local quality of life, in which leisure
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options and other related activities are considered strong predictors of urban agglomeration and
real estate speculation in the United States. Partridge, Rickman, Ali, & Olfert (2009)
demonstrate that the effect of distance from the center business district (CBD) is more onerous
on average income and housing costs than the market potential bonus generated by
agglomeration economies, whereas urban externalities accessibility and wage growth are more
prevalent in metropolitan areas (Partridge et al., 2010), meaning that technology-intensive
regions with a high concentration of industry and services enable more consumption amenities,
increasing the perceived quality of life and attracting more individuals to work and live there
(Rappaport, 2009).

Nonetheless, the New Zealand context studied by Morrison (2011) demonstrates that
encouraging increased urban agglomeration can in fact decrease the subjective well-being of its
residents. There is no surplus of quality of life with the increase in urban density alone, since
although several contexts show that local economic development is stimulated by the increase
in the number of firms (Engelen, Froud, Johal, Salento, & Williams, 2017; Granger &
Blomquist, 1999; Wong, 2001), the negative effects arising from this phenomenon (i.e., traffic,
air pollution, criminality, and urban construction) contribute to a lower happiness and perceived
satisfaction with life of individuals (Liang, Wang, & Li, 2019; Morrison, 2011).

However, the formation and growth of agglomerations peripheral to the CBD (i.e.,
employment sub-centers) can be beneficial to some business because of the development of
specific production externalities that generate more advantages to their specific sectors, making
local consumption amenities more prevalent in the choice of where to live than commuting
costs (Yang et al., 2019). Thus, the relationship between local economic development and
education becomes even more desirable, since individuals with more education constitute a
more qualified labor force, who seek a better quality of life by living near their workplace and
demand greater access to local amenities (Dalmazzo & Blasio, 2011; Song, Zhang, & Wang,
2016; Winters, 2014).

In addition, Engelen et al. (2017) elucidates the need to rethink urban planning not as
focused on competitiveness but rather on the development of public policies aimed at shared
social welfare, considering the individual's sense of belonging to the region and socioeconomic
particularities (Morris, 2019), culminating in higher quality public policies based on the real
needs of local residents (Rodriguez-Pose, 2018). Hence, good public services derived from
proper public policies are major drivers of improving the liveability of cities (Storper & Scott,
2009).
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Once the conceptual structure has been mapped both via keywords and references, a
third form of analysis to understand the research area is carried out via a thematic map,
constructed using a two-dimensional diagram based on the degree of density and centrality of
the themes (i.e., the level of development of the theme and its relative importance to the research
area; Callon et al., 1991). This is a tool known for providing a simple visual representation of
the main concepts on a given subject, in particular the distinction between basic, emerging or
declining themes (Massimo and Cuccurullo, 2017).

The analysis of this graph requires the related keywords to be grouped into thematic
networks (i.e., the circles present within the map) and the values of the horizontal axis (i.e.,
Callon's centrality) and vertical axis (i.e., Callon's density) to be divided into four quadrants:
niche themes, driving themes, basic themes and emerging or declining themes (Cobo et al.,
2011).

According to the typology of Cobo et al. (2011), topics with a high degree of centrality
and density are positioned in the top right-hand corner of the map and are called driving topics,
meaning that the theoretical discussion generated within this quadrant is conceptually close to
the others to the point of exerting influence. Niche themes are located in the top left-hand corner
because they have a low level of centrality combined with a high density, indicating that the
internal discussion of the theme is close to each other, but there is no spillover to the other
themes contained in the specific area of knowledge. Placing a thematic network in the bottom
left corner (i.e., low density and centrality) denotes that these discussions are marginal to the
theoretical basis of the discipline and can be considered declining topics because they are out
of step with the evolution of the main discussion or an emerging topic that has recently become
attractive. The fourth and final quadrant is called basic topics because it has a high degree of
centrality and a low level of density, indicating that it is made up of initial concepts that are
necessary for understanding the research area, but are not discussed or elaborated in depth.

Figure 7 shows the thematic map of the bibliographic dataset containing all 328 papers
and their thematic networks grouped based on the authors' keywords, resulting in three clusters:

Place branding, Transformative Service Research, and Agglomeration.
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Figure 7 — Thematic map
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The blue cluster is called an agglomeration and has the largest thematic network within

the research area (i.e., circle with the largest diameter), as well as having a high level of
centrality associated with a medium level of density. The thematic network in question lies at
the intersection between basic themes and drivers, corroborating the inferences made from the
blue cluster in Figure 6. Understanding the reasons that make a place attractive to various
stakeholders is not a research interest exclusive to just one discipline (e.g., marketing or urban
geography), meaning that there is theoretical development focusing on the location and
distribution pattern of firms within an urban area, as well as understanding why a group of
retailers are located in close proximity and how this can be managed in a way that is beneficial
to the multiplicity of stakeholders involved (de Cosmo et al., 2022).

This cluster is considered a driver of the general discussion on the attractiveness of a
region because economic discussions stemming from agglomeration economies reinforce the
macro role of urban planning and public policies (Bonakdar and Audirac, 2020) in the general
positive evaluation by individuals, while investigating the impact of retail agglomerations
elucidates how the integration of individual stores improves performance and generates

consequences for the urban location in which they are inserted (e.g., the surroundings of the
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shopping center, a neighborhood or even the city itself; Alexander et al., 2016). The two
research fronts are complementary because there is a two-way influence between the
performance of the retail agglomeration and the economic and financial performance of a city
(Alexander et al., 2020), meaning that both a top-down (i.e., city to minor agglomeration) and
bottom-up (i.e., agglomeration to city) approach are interesting for the area of knowledge.

The green cluster is called transformative service research and has the second largest
thematic network (i.e., circle with a medium diameter), as well as low density and centrality
values. The configuration of this thematic network places it in the lower left quadrant and it can
be classified as an emerging or declining theme. The classification as an emerging theme is
justified on the basis of two factors: time of existence and relevance of the theme.

The work of Anderson et al. (2013) is considered to be the initial proponent of TSR as
an area of research, advancing the propositions of Ostrom et al. (2010) on the ubiquity of
services and their impact on everyday life by pointing out that these are not necessarily fair and
accessible to all, pushing forward a research agenda focused on service provision aimed at
improving the well-being of individuals. Ten years have passed since the seminal publication
on the subject, and new updates on the field's research priorities remain in vogue (Rosenbaum
etal., 2022). However, some discussions remain seen as important within the thematic network:
the use of the dominant logic of services as a theoretical basis (Vargo and Lusch, 2004); the
recognition of the existence of vulnerable individuals who should be the target of transformative
services (Rosenbaum et al., 2017b); service design as a tactic for building good service
provision (Teixeira et al., 2019); value co-creation as an imperative in generating good services
(Finsterwalder and Kuppelwieser, 2020); the well-being of all the actors involved in the service
as the main objective of SRT (Anderson et al., 2013).

In this way, it is possible to detect the importance of this thematic network within the
phenomenon of local attractiveness from a bottom-up perspective of influence on the city's
image. A service strategy based on a value constellation leads to good service encounters from
the customer's point of view (Patricio et al., 2011), meaning that the provision of services has a
direct impact on the evaluation of a company or professional service provider, a shopkeeper or
retail cluster, a tourist destination and even a region as a whole (Alexander et al., 2020). The
frequency and intensity of interaction with the service provided is a factor that influences the
degree of attractiveness of a physical commercial space (e.g., single store, shopping center,
shopping mall) and that affects the evaluation of the image of the geographical region (e.g.,

neighborhood, city, country) in which the services were provided.
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The red cluster is called place branding and has the smallest thematic network within
the research area (i.e., circle with the smallest diameter), as well as having a high level of density
associated with a medium level of centrality. The thematic network in question lies at the
intersection between motor and niche themes, a finding in line with the co-occurrence of
keywords shown in Figure 6. The understanding that different geographical regions compete
for scarce resources drives agents (e.g., policymakers, marketing professionals, government
employees) to use marketing tools to build a competitive edge for their locality (Ashworth and
Karavatzis, 2009), since the construction and management of a city's image as a consequence
of geographical competition (Zenker, 2011) is seen as the basic discussion of this thematic
network.

The discussions contained in this thematic network are focused on a few distinct
concepts (i.e., focus on a few keywords, as also seen in Figure 6), which explains its high
density. However, its medium centrality value is due to its conceptual interaction with the other
clusters, as the performance of high street retail agglomerations has a direct impact on a city's
image (Alexander et al., 2020) and this commercial performance is closely linked to the quality
of the services provided (Finsterwalder and Kuppelwieser, 2020).

The second stage of scientific mapping consists of mapping the intellectual structure of
the research area, or identifying the most influential authors, documents or research sources
(Khare and Jain, 2022). Figure 8 shows the co-citation network using all the references cited in
the bibliographic sample. In line with the thematic map, the same three clusters were identified:

Place branding, Transformative Service Research and Agglomeration.

Figure 8 - Cited references co-citation network

Source: The author (2024)
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The green cluster is on the left of the map and its main internal discussions focus on
place branding. Thus, notable works within this subject aim to develop processes for building
a region’s sustainable competitive advantage (i.e., usually at the city or country level; Braun et
al., 2018), understanding the constraints that mitigate or enhance the impact of the promotional
tool in achieving the brand's ideals (Zenker and Braun, 2017), and the influence of local
discourses and narratives on the region's degree of attractiveness (Kavaratzis and Hatch, 2013).

The basic theoretical argument derives from the concept of brand knowledge (Keller,
1993) to demonstrate the multidimensionality of places as brands and associate place branding
as a constituent of the place marketing "toolkit" (Hanna et al., 2021). However, the degree of
complexity of the phenomenon entails conceptual association with various other disciplines
(e.g., urban studies, psychology, geography; Lucarelli and Berg, 2011), such as: cultural
geography (Agnew, 1987); environmental psychology (Altman and Low, 1992); organizational
identity (Hatch and Schultz, 2002); social identity theory (Hogg, 2016). In addition, there is a
diversity of methodologies employed, as conceptualization efforts continue to generate
literature reviews (Green et al., 2016; Aydogmish and Rafieian, 2022), while there are also
empirical investigations of a qualitative (Lucarelli and Cassell, 2020), correlational (Zenker et
al., 2017) and experimental (Bauer et al., 2018) nature.

The blue cluster is located in the central region of the map and its main internal
discussions focus on understanding agglomeration economies, especially commercial
agglomerations (i.e., high street retail centers or shopping malls; Teller, 2008).

One aspect of this cluster is that cities are composed of patterns of allocation and
concentration of firms to improve economic productivity (Glaeser et al., 2001), directly
influencing patterns of movement of skilled labor (Dalmazzo and Blasio, 2011; Winters, 2014),
transport networks (Carlino and Saiz, 2019; Cortés and Iturra, 2019), wages and real estate
speculation (Partridge et al., 2009, 2010). Perceived quality of life is a direct result of
agglomeration effects (Rappaport, 2009) and can be measured via secondary data such as: GDP
per capita; housing and labor costs; population density; commuting times; and distance to
essential facilities (Glaeser and Gottlieb, 2009).

A second strand of this cluster argues that physical retail is still relevant because its
concentration in commercial hubs brings benefits to shopkeepers, consumers and the region in
which they are located (Teller and Reutterer, 2008). In this way, the spatial configuration of the
retail agglomeration and its consequent catchment area are decisive for the survival and
economic performance of tenants and service providers (Dolega et al., 2016), as well as

influencing consumers' subjective evaluations (Gardiazabal et al., 2021). Many of these
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investigations are based on primary data (e.g., consumer surveys) and analyzed using structural
equation modeling (Fornell and Larcker, 1981; Podsakoff et al., 2003). In addition, location
models from the discipline of urban geography (i.e., central place theory, spatial interaction
theory, and the principle of minimum differentiation) are classic theories used in studies of this
cluster (see Reigadinha et al. (2017) for a comparative discussion between the three theories),
while the stimulus-organism-response paradigm (i.e., S-O-R) is also used as a theoretical basis
for understanding the impact of retail cluster stimuli on consumer behavior (Teller and
Thomson, 2012; Blut et al., 2018).

The red cluster is located to the right of the map and its main internal discussions focus
on the construction of a service journey and the transformative power of services. Recognizing
the massive presence of services in our daily lives, it becomes possible to infer that they have
an impact on our perception of well-being (Anderson and Ostrom, 2015) from the individual
level to macro levels such as a community or neighborhood (Previte and Robertson, 2019).

The planning of the service offer is crucial for an offer that is consistent with the
company's value proposition, to the point that the customer wants to participate in this process
in an interactive way (Anderson et al., 2018), meaning that the transformative potential of the
services provided derives from the intention to go beyond economic performance and enhance
the well-being of the people involved with the service via enabling opportunity, offering choice,
relieving suffering and fostering happiness (Fisk et al., 2018). The dominant logic of service
(Vargo and Lursch, 2004) acts as an important theoretical basis in the development of studies
within this cluster, while there is a multiplicity of methods employed, ranging from qualitative
(Nasr et al., 2014), correlational (Mulcahy et al., 2018) and experimental (Russell-Bennett et
al., 2020) approaches.

Cluster isolation, wherein a cluster lacks connections to any other, is absent in this
analysis, with each cluster linked to the others. This suggests a shared conceptual framework
among the three research streams, potentially leading to converging discussions despite their
typically parallel nature. For instance, while one cluster emphasizes the pivotal role of service
provision in enhancing the well-being of target consumers (Troebs, 2018; Fisk et al., 2018),
another delves into the design and implementation of public policies to elevate individuals'
standard of living (Glaeser, 2011; Rodriguez-pose, 2018). Nevertheless, it's recognized that
bolstering a place's brand image is a bidirectional and concurrent process (Alexander et al.,
2020). Thus, both avenues for improving quality of life—through targeted service initiatives or
locally tailored public policies—contribute to fostering a sense of belonging (Morris, 2019) and

subsequently enhancing the place's image positively (Boisen et al., 2018).
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In addition, the individual's interaction with local commerce has a significant
contribution to build a place brand (Teller and Elms, 2012), especially in tourist destinations
(Uysal et al., 2016). A service strategy that aims to deliver consistent value (Zomerdijk and
Voss, 2010) boosts the economic performance and image not only of a single shopkeeper, but
also of those who indirectly benefit from the union of retailers and service providers in the same
geographical space (Wei et al., 2021). Nevertheless, commercial regions that are objectively
more attractive than their surroundings influence the entire distribution of capital (e.g., social,
financial and human; Glaeser, 2011), while also impacting on political relations between cities
(Pasquinelli and Vuignier, 2020).

In this way, concepts from service theory are important for understanding phenomena
related to geographical competition (e.g., agglomeration economies, local attractiveness, and
place branding), while theory-building related to location factors and the clustering of firms,
the construction of regional brand identities, and public policies are interesting for conditioning
or contextualizing service situations.

Mapping the literature based on data on authorship, co-authorship, educational institutions and
host country is called social structure and serves to examine the main existing scientific
collaboration networks (Massimo and Cuccurullo, 2017). Figure 9 shows the relationship

between the authors contained in the bibliographic dataset.

Figure 9 - Author’s collaboration network

9 @
teller c

russelifbennettn

enbatsmrms

Edl=! 12N as

<"
- Y Q%F y b’;glsonl

mccoll-kennedy jr

Source: The author (2024)

40




The data indicates that networking between academics takes place in parallel groups.
Despite the multidisciplinary nature of the topic in question, multi-author papers are only
developed between experts with the same research interests (e.g., agglomeration, TSR and place
branding). In addition, many of the strongest links between academics are with professionals
from native English-speaking institutions (US, UK, and Australia).

The most cohesive group in terms of quantity and variety of publications is that of
researchers with an interest in transformative service research. There is a prevalence of
editorials or position papers with a high number of participants (Anderson et al, 2013; Fisk et
al, 2018; Russell-Bennett et al, 2019; Rosenbaum et al, 2022), the use of the medical services
context as a background for service theorizing (Mccoll-Kennedy et al., 2012; Sweeney et al.,
2015; Mccoll-Kennedy et al., 2017; Anderson et al., 2018), and the interaction between services
and technology (Rosenbaum and Russell-Bennett, 2021; Parkinson et al., 2022). A high average
number of co-authors per publication within this theme corroborates the performance metrics
demonstrated in the previous section (i.e., high LC/GC ratio, high local citations and h index).

A second collaborative network of authors is focused on the study of retail
agglomerations, with Professor Cristoph Teller at the center of this collaborative network.
Studies on the determining attributes of retail agglomerations (Teller and Thomson, 2012; Blut
et al., 2018; Murray et al., 2019), the role of the retail agglomeration manager (Teller and
Alexander, 2014; Alexander et al., 2016), retail agglomeration performance as a function of the
interaction between its tenants (Teller et al., 2016b) are relevant topics for the theme led by
these authors.

The third collaborative network focuses on place branding studies, with researchers
Sebastian Zenker, Erik Braun, Massimo Giovanardi and Andrea Lucarelli as exponents of the
subject. Thus, topics such as the interaction between residents and place brand (Zenker et al.,
2017), place brand communication effectiveness (Braun et al., 2014), city branding
repositioning (Giovanardi et al., 2013; Belabas, 2020), and the relationship between public
policy and place branding (Lucarelli, 2018; Lucarelli and Cassel, 2020) are seen as prominent
discussions within this theme.

The descriptive analysis and scientific mapping allowed for a detailed diagnosis of how
the phenomenon of local attractiveness has been studied over the last twenty years, with a
special focus on detecting the commonalities and divergent points between the different
disciplines contained in the bibliographic sample. The next step consists of explaining the basic

concepts and how they interrelate within the general discussion, meaning that moving towards
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an alignment of the perspective of services, retail agglomerations and place branding into a

single theoretical framework.

2.2 CONCEPT REFINEMENT AND THEORETICAL FRAMEWORK

SLR has proved necessary to elucidate the importance of local attractiveness as an

interesting object of research within a wide range of disciplines (i.e., service theory, spatial

economic models, marketing). However, it is necessary to understand a series of concepts from

these areas of research. The list of concepts, their definition and notorious papers is shown in

Table 11.
Table 11 — Main concepts
Concept Definition Aliases Related papers
_ ” outside th store tht . Baker etl. (2002)
Store attributes Store stimuli Bloch et al. (2018)

constitute the retailer's
general offers

Li et al. (2023)

Servicescape

Service encounter
physical surroundings
that enable customer-
employee interactions

Service environment
Service setting

Bitner (1992)
Turley and Milliman
(2000)
Rosenbaum and Massiah
(2011)

Servicescape experience

Consumer's evaluations
derived from long-term
interaction with the
stimuli and stakeholders
present in the
servicescape of a store or
retail agglomeration

Servicescape knowledge

Pareigis et al. (2012)

Service design

A human-centered,
creative, and iterative
approach to service
innovation

Service blueprinting
Service systems

Zomerdijk and Voss
(2010)
Patricio et al. (2011)
Teixeira et al. (2019)

Service strategies

Design, planning and
management of
customized service
processes

Service management

Wieland et al. (2017)

Retail agglomeration

A group of retailers
concentrated in the same
geographical area

Retail format

Teller (2008)
Teller et al. (2016)
Alexander et al. (2020)

Consumer well-being

Consumer satisfaction
with varied marketplace
experiences

Consumer life satisfaction

Sirgy et al. (2007)
Sirgy (2021)
Eshaghi et al. (2023)

Subjective well-being

Individual's evaluations
about their position in
life

Overall life satisfaction

Diener (1984)
Diener et al. (2010)

Quality of life

Subjective weighted
evaluation about several
life domains and cu