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ABSTRACT

Thispaperistostudyabouttheattractivenessofshoppingmalltowards

customerssatisfaction.Theattractivenessofshoppingmalltowardscustomers

tovisitshoppingmallsareambiance,accessibility,facilities,brandqualitiesand

entertainment.The attractiveness ofshopping mallhad positive effecton

shopping mallshoppers.The questionnaires given in google form.The

questionnairesdividedintotwosection,sectionAandsectionB.SectionAis

aboutthe demographic background,such as age,gender,maritalstatus,

educationlevel,currentcareer,andmonthlyincome.ForsectionBit’saboutthe

attractivenessoftheshoppingmalltowardscustomerssatisfaction,suchas

ambiance,accessibility,facilities,brands qualities,and entertainment.Data

collected from 384 respondents who leave atKlang Vally.100% of384

respondentshasbeencollected.Thisstudycouldprovidehow toattractmore

customerstocometotheshoppingmallandknowhowtosatisfiedcustomers

needsattheshoppingmall.

Keywords:theattractivenessofshoppingmall,customerssatisfaction,Klang

Vally.
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CHAPTER1

1.1INRODUCTION

Malaysiaisadevelopingcountry.Therearethreetypeofeconomyactivities

inMalaysiathatisprimer,secondary,andterrier.Eacheconomyactivitieshave

varioussectorssuchasretail,industrial,agriculture,mining,logging,fisheries,

tourism,business,transportationandmanymore.

RetailindustrialinMalaysiaisoneofthesectorsthathasahugeimpacton

thenationaleconomy.KUALALUMPUR(July13):TheMalaysianretailindustry

recordedanegativegrowthrateof11.4% inretailsalesforthefirstquarterof

2020,saidRetailGroupMalaysia(RGM).IntheMalaysiaRetailIndustryReport

July2020releasedtoday,RGM saidthislatestquarterlyresultwasbetterthan

theestimateofnegative18.8%madeinApril2020.TheRGM said,year2020is

theworstperiodforretailersinMalaysiasince1987.RGM foundinFebruarythis

year,retailersbegantosufferfrom decliningsalesduetotherapidspreadof

Covid-19andthedrasticdropofforeigntourists.

Itsaidretailersbadlyaffectedwerethosenon-essentialretailers.RGM said

becauseofthefearinfectionviruspandemic,consumers'spendingtheirfirst2

weeksofMarch2020athome.ItsaidtheMovementControlOrder(MCO)which

onMarch18asapreventivemeasurebythegovernmentinresponsetothe

Covid-19pandemicinthecountryledtozerorevenuefornon-essentialretailers

in the whole country.RGM said the Covid-19 pandemic affected the retail

performancesofallretailsub-sectorsduringthefirstquarterof2020.

Itsaid the departmentstore cum supermarketsub-sectorrecorded a

negativegrowthrateof8.5%duringthefirstquarterof2020,ascomparedtothe

sameperiodayearago.However,thefoodbusinessofthissub-sectorcushioned

thenegativeimpactofMovementControlOrder(MCO)inMarch2020.RGM said

poorretailsaleperformanceofdepartmentstoresub-sectorbecauseofthe

Covid-19pandemic,lowertouristarrivalandMCO.

Duringfirst3-monthperiodofthisyear,thebusinessofthissub-sector
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decreasedby17.5%,itsaid.Duringthiscrisis,thesupermarketandhypermarket

sub-sectorwasthe
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leastaffectedretailsub-sector,withbusinessdecliningby3.0% duringthe

firstquarterof2020.

Thiswastheworstperformingretailsub-sectorduringthisperiod.Pharmacy

and personalcare sub-sectorreported a growth rate ofnegative 3.9%,as

comparedtothesamequarterayearago,duringthefirst3monthsofthisyear.

Similartothegroceryretailers,itisoneoftheleastaffectedretailsub-sectors

duringthisquarter.Movingforward,RGM saidtheprojectionmadebyRGM in

April2020atnegative9.3% isbetterthanmembersprojectanaveragegrowth

rateofnegative28.8%duringthesecondquarterof2020.RGM saidbecauseof

thestrictsocialdistancingmeasurescontinuingtobeenforced,retailerswould

notbeabletooperateatfullcapacityaslastyear.

Itsaid,retailsaleisexpected to sufferamoderatedeclineof3.5% as

comparedtolastyearduringthethirdquarterofthisyear.RGM saidintheevent

MCO is lifted fullybefore October,Malaysian retailers should expectretail

businesstobeginitsrecovery.Fortheretailsaleisexpectedtodecreaseslightly

by1.5%,duringthefourthquarterofthisyear.Ascomparedtolastyear,the

annualretailgrowthrateforMalaysiain2020 isprojected byRetailGroup

Malaysiatobenegative8.7%.Ithasbeenreviseddownwardsfrom projection

madeinAprilatnegative5.5%(Article).

Malaysiahasmanyshoppingmallsthatcanattractvisitorsbothfrom within

andoutsidethecountry.TheshoppingmallsthatavailableinMalaysiasuchas

AeonBig,AeonMall,Mitsui,SunwayPyramid,MidValleyandmanymore.Mostof

thefamousshoppingmallsinMalaysiaarelocatedinthecapitalofMalaysia

whichisKualaLumpurandalsointheKlangValleyarea.Thetoptenofshopping

mallsthatlocatedinKualaLumpurandKlangValleyarePavillionKualaLumpur

ShoppingMall,SuriaKLCC,MidValleyMegamall,TheGarden,StarhillGallery

KualaLumpur,BerjayaTimesSquare,SunwayPyramid,OneUtamaShopping

Mall,SungeiWangPlaza,andlastly,LowYatPlazaShoppingMall.
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1.2RESEARCHBACKGROUND

Thisresearchistostudyabouttheattractivenessofshoppingmalltowards

customerssatisfaction.Shoppingmallisaplacetoshopandalsoaplaceto

socialize.Itisbecausenotallcustomerscometo shopping mallto shop,

sometimestheyalsovisittheshoppingmalltohavefunwiththeirfamilyand

friends.Attractivenessofshoppingmallplaysanimportantroleinattracting

visitors to visitthe shopping mall.Ambiance,accessibility,brand qualities,

entertainment.andfacilitiesarefactorsthatattractcustomerstoshopatthe

shoppingmall.

SunwayPyramidisoneofthetop10shoppingmallsinKualaLumpurand

Lembah Klang Valley.SunwayPyramid is an impressively-themed shopping

centreintheKlangValley.LocatedinBandarSunway,SubangJaya,itistheonly

mallinMalaysiawithanice-skatingrink.Openedin1997,thedistinctiveretail

landmarkisoneofthelargestshoppingcentresinthecountry.

DesignandlayoutofSunwayPyramidisquitecomplex,itisspreadacross

1.7 million sq ft.Themall’smain entranceisconnected towardsthefront

entranceofSunwayLagoonThemeParktothenorth.Themallisdividedintotwo

sections,theoriginalwingandthenewwing(alsoknownasPyramid2orP-2).

SunwayPyramidistheonlymainentranceandthestoresintheoldwingthat

boastEgyptiandesign.Themallrevertslacktoneonlights,whitewashedwalls

andstoresthatfeaturetheirownbrandofstyle.

ThemainentranceleadsintothegroundfloorofSunwayPyramid’soldwing.

Atthisfloortherearehigh-endclothingboutiques,StarbucksandCoachare

flankingthemainentrance.Thelowergroundfloorhasaconcourseareathat

hoststemporaryexhibitions,withboutiquesscatteraroundit.

ThefirstfloorofSunwayPyramidisprettymuchaimedatteenagers.This

floorisforteenagersthatlikestohavefunwiththeirfriends.Itissuitablefor

them tosocializewithfriends.ThereisStarsArchery,abowlingalley,andaTGIF

restaurantonthislevel.12-screenTGVSunwayPyramidmovietheatreisabove
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thisfloor.OneofKL,smostpopularnightsclubs,Euphoriaisa10minutewalk

awayfrom SunwayPyramid,accessibleviathegroundfloor.

Pyramid2(P-2),anewerwingwasaddedin2007.Thisareaaremajor

departmentstoressuchasJusco,GiantSupermarket,HarveyNorman,Popular

bookstore,andahostofsmallerretailers.Marrakesh,aMoroccan-inspired

indoor‘bazaar’islocatedonthelowergroundfloor2ofP-2.Thefirstfloorisan

areaiscalledtheAsianAvenue,featuringretroandgothstyle.

OnthelowergroundflooroftheoldwinginSunwayPyramidhasPyramidIce

Rink.Mostrestaurantarealsolocatedonthegroundandfirstfloor.Sunway

ResortHotel&SpaandSunwayPyramidTowerEastisaccessiblefrom Sunway

Pyramidviaalinkbridgeonthegroundfloor.ItiseasytogettoSunwayPyramid

viapublictransports.

1.3PROBLEM STATEMENT

Concurrentwithmovingtowardhighpercapitalincomenationandmodern

lifestyles,theshoppingmalls,haveincreasinglybecomemoreattractivetomost

people.Therefore,thefastmushroomingofshoppingmallshasbecomeanew

phenomenonineverycityinourcountry.

Amongthemainreasonsfortheshoppingmallsamongvisitorsaretheimage

andfactorsofthestore,facilities,comfortandsocialactivities.However,asthe

epidemicknownasCovid-19worsensaroundtheworld,visitorstoshopping

mallshavebeguntodecline.

Besidesthat,therearemanypreviousissuesthatalwaysbeingtheproblem

tothevisitors.Oneoftheissuesisaccessibility.Thisaccessibilityincludes

aspectsofdistancetotheshoppingmall,location,transportationandfacilities

suchasparkingspaceorsignboard.Forexample,whenmallonlyprovides

limitedspacetovisitors,thissituationwillmakeitdifficultforvisitorsandcaused

them donotwanttogotothatmallagain.Withoutgoodaccessibilitywillmake

visitorstodonotwanttocomeagaintotheshoppingmall.

Next,facilitiesarealsooneoftheattractionsofashoppingmall.Forexample,
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ATM machines,toilets,prayerroomsthatareclean,ampleparkingspaceandso

on.Facilitiesforthedisabledarealsooneofthefacilitiesthatneedtobe

emphasized.Comfortableandcleanlinessarealsoafactorforvisitorsvisiting

themall.Forexample,arestaurantthatprovideshealthyandcleanfood,clean

toilet,theconditionofthegoodsarranged,goodenvironmentandalsohighlevel

ofsecurity.Lackofthisfactorwillgiveabadimpressiontotheshoppingmall.

Basedonthestatedproblem statement,thisstudywasconductedwiththe

aim ofidentifyingtheinfluencingfactorsandattractivenessofshoppingmall

towardscustomersaswellasgivingsuggestionsinattractingvisitorstovisitthe

mall.

1.4RESEARCHOBJECTIVE

 To determine the attractiveness factors ofshopping malltowards

customerssatisfaction.

1.5RESEARCHQUESTION

 Whataretheattractivenessfactorsofshoppingmalltowardscustomers

satisfaction?

 Which factors ofattractiveness is the mostinfluencing customers

satisfaction?

1.6SCOPEOFRESEARCH

Thisstudyisconfinedtocustomersthathavevisitedshoppingmall.Thiswill

help researcherto identifytheattractivenessoftheshopping malltowards

customers satisfaction. The results and conclusion will get from the

questionnairethatwillfillbycustomersthathasvisitedSunwayPyramidthrough

googleform.Theresearcherwillbeabletoknowaboutcustomer’ssatisfaction

whenvisitSunwayPyramid.

Malls are attractive locations which facilitate socialinteractions and

entertainment(Holbrook,1982).Bloch etal.(1994)& Geuensetal.(2001)
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identifieddifferentpatternsoftheshoppingmallshabitat.Thesepatternswere

high levelsofpurchasing,enjoymentofthemallaesthetic,physicaldesign,

appearance,arelieffrom boredom,desiresforvariety,exploringnewproductsor

storeswithinthemallandenjoymentofcommunicatingandsocializingwith

others.

1.7SIGNIFICANCEOFTHERESEARCH

Thefindingofthestudiestocontributestofutureresearch,organizational

view,andcustomersview.Theconvictionandassuranceoftheresultallowedto

actasaguidelineforfutureresearchinshoppingmall.

This study helps to encourage better understanding and get more

informationregardingtheattractivenessofshoppingmalltowardscustomers

satisfactionwithnumerousvariablesandknowledgeforbothacademicand

managers.Thisstudyistoimprovequalityandskillonhow toincreaserateof

customers'patronage.Thus,ithelpseverymanagerofshoppingmallstoidentify

therealneedsandwantsofthecustomerstoinfluencingthem togotothe

shoppingmalls.

Besides,this studyhelps the managerofshopping mall’s companyby

providinganeffectiveinformationthroughtheattractivenessofshoppingmall

towardscustomerssatisfaction.

1.8DEFINITIONSOFOPERATIONALTERMS

1.8.1SHOPPINGMALL-Shoppingmallisagroupofretailstoresunderoneroof

ofmanagement.Itperceivedasaplacefortradeatthesametimeservedasa

socialandcommunitycentre(Ng,2003).Shoppingcentresareamajoreconomic

ecosystem inacityandtheydriveeconomicandsocialdevelopment(Cushman
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&Wakefield).

1.8.2 CUSTOMER PATRONAGE-Customerpatronage intention is the direct

responsetoin-storeperceptions.Arousalisthecustomer'seffectiveresponseto

externalstimuli. Customerpatronageinformation,includingsurveysandratings,

canhelpacompanydeterminehow toimproveorchangesitsproductsand

services.

1.8.3RETAIL-Retaildefinedasallactivitiesinvolvedinsellinggoodsorservices

directlytofinalconsumersfortheirpersonalornon-businessuse.Retaileris

businesswhosesalescomeprimarilyfrom retailing(Kotler&Armstrong,2012).

1.9SUMMARY

This chapterwillsummarize aboutthe attractiveness ofshopping mall

towardscustomerssatisfaction.Itdescribestheresearchbackground,problem

statement,researchobjective,researchquestion,scopeofresearch,significance

oftheresearch,andthedefinitionofoperationalterms.Afterthis,chapter2will

continuewithliteraturereviewforeachvariableinthisresearch.
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CHAPTER2

LITERATUREREVIEW

2.1Introduction

Theliteraturereview presentsthecurrentknowledgeincludingsubstantive

findingsaswellastheoreticalandmethodologicalcontributionstoaparticular

topic.Thischapterwilltellaboutthevariablesfoundsinthisresearchsuchas

ambiance,accessibility,facilities,brandqualities,andentertainment.

2.2Thestudyofconsumerpatronagetowardsshoppingmall.

DubihlelaandDubihlela(2014)intheirstudytheyidentifiedvariousfeatures

in shopping mall,such as merchandisers,accessibility,service,amenities,

ambiance,entertainment,securityandmanymore.Onthebasicoftheirmall

cultureresearch,theyalsosuggestedthepromotionalstrategytothemarketer

forbettercustomersatisfaction.

NevinandHouston(1980)analysedimageattributesofshoppingmalland
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notedthreemainbrandqualitiesofshoppingmallswhichareassortment(quality

ofgoods,diversityofstores,rangeofgoods,salespromotion,specialevents);

facilities(layoutofashoppingmall,parkinglot,relaxedrecreationalareas)and

marketposition(overallpricelevel,staffandtheshoppingmall).

2.2.1Theattractivenessofshoppingmall.

2.2.1.1Ambiance

Shoppingmalllightingandambianceshouldbedonedailytomakethestore

appearwithgreatambianceandgiveanexperiencetoallthecustomersthatvisit

theshoppingmall.Storeatmosphereisanattributethataimstointensifythe

storeenvironmentwiththecombinationofdifferentcuessuchaslighting,colour,

musicandscent(Levy&Weitz,2008).Yalch&Spangenberg(2000)statedthat

playing familiarmusicwillcapturecustomer’sattention on theproductsor

servicesinthestore.Lightingisthemainfactorofstoreatmospherethathas

greaterimpactonconsumerbehaviour(JamesandMehrabian,1976).

2.2.1.2Accessibility

Accessibility can be further divided into macro-accessibility and

micro-accessibility.Macro-accessibilityconcernsaccessroadconditionstothe

centre from the customer’s place of work or residence. Contrasting

macro-accessibility,micro-accessibilityrefers to parking facilities within the

centre and ease of navigation within the shopping centre (Finn and

Louviere,1996;Bell,1999;Frasquetetal,2001).Abraham andWee(2001)include

aspectsoftransport,retailandpersonal.Aspectsoftransportincludelocation,

whichisrelatedtoaccessibility,andthedistanceandtraveltimetotheshopping

mall.Itwasarguedthatlocationisthemostimportantelementindetermining

thesuccessofanyparticularshoppingcomplexandawelllocatedandwell

managedmallwillcontinuetoweatherthebusinessstorm (Golden,G.L.And

Zimmerman,A.D,1986;Ibrahim,M.F.AndWee2002).Akinto locationis
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accessibilityandisacriticalfactorthatalsodeterminesthesuccessoffailureof

ashoppingcentreandthisisoftenmeasuredbytheeasewithcustomersand

otherusersmoveinandoutoftheshoppingcentre(Levy,M.,andWeitz,B.1998).

According to Boyce,M.S.(1984)accessibility oflinkage is the costs of

overcomingfrictionintherealestatemarket.

2.2.1.3Facilities

AccordingtoIsmail,El-AdlyM,(2006),tomakeshoppingmallmoreattractive,

themanagementofshoppingmallshouldprovidecomfortandconvenienceto

consumersintermsofparkingspaces,restingplace,securityandmaintaining

cleanlinessinshoppingmall.Davis,P.C.(2001)notedthatparkingspaceis

especiallyacauseforconcernindenselypopulatedarea.Thehighrateofcrime

inmosturbancentresandtheincreasingtreatsofterrorism aroundtheworldhas

madesecurityamajorissueinshoppingmallmanagementanddesign(Coleman

P,2006).

2.2.1.4BrandQualities

Theconceptof“branding”iswellknowsinconsumerproducts,Dennisetal

(2002)demonstratedthattechniquesofbrandimagemeasurementcanbeused

ofmallsandcanhelptowardscustomersatisfactionandcommercialsuccess

forshoppingmalls(Dennisetal,2001).

Brandextensionisdefinedasa“useofestablishedbrandnamestoenter

newproductcategoriesorclasses”(KellerandAaker,1992).

AccordingtotheAmericanmarketingassociation(2008),brandextension

alsomeans“aproductlineextensionmarketedunderthesamegeneralbrandas

apreviousitem oritems”.

2.2.1.5Entertainment

Blochetal,(1994)examinedtheeffectofmallphysicalenvironmenton

consumers‘emotionalstatesfoundthatmallswereviewedbyconsumersasa
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placenotonlyforshopping,butalsoforotheractivities,suchasentertainment.

Inthesameline,Nichollsetal(2002)foundthattoday’smallpatronstendto

bemoreleisuredriventhanshoppersintheearly1990’s.

WakefieldandBaker(1998)foundthatthemallenvironmentinfluencesthe

desiretostayandre-patronageintentionstothemall.

Shoppingcentreentertainmentisastrategicmarketingtoolthatcanextenda

shoppingcentre’stradingareas,lengthenshopperstays,andincreaserevenues

fortenants(Shim &Eastlick,1998).

Thatis,entertainmentsuchasmovietheatres,foodcourtsandfashion

showscanattractmoreconsumerstocometoshoppingmalls.

Consumers are no longerlooking foronly shopping centre thatoffer

shopping,butalsoplacesthatentertainthem,sodevelopersaretryingtocreate

placesthatconsumersenjoy,notjustaplacetobuythings(WhiteR,2008).

2.3SUMMARY

Thischapterwillsummarizeabouteachvariablethathaveinthisresearchin

literaturereviews.Technically,thischaptertellaboutaccessibility,brandqualities,

entertainment,facilities,andambiance.
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CHAPTER3

RESEARCHMETHODOLOGY

3.1INTRODUCTION

Researchmethodologyisthespecificproceduresortechniquesusedto

identify,select,processandanalyzeinformationaboutatopic.Thissection

allowstheresearchertocriticallyevaluateastudy’soverallvalidityandreliability.

Thisresearchwascarriedoutusingquestionnairesthroughgoogleform andby

hand.Thequestionnairesaredistributedtothepeoplethathavebeenvisited

shoppingmallin2020.It’stoidentifytheproblemsthatfacedbycustomers

whenvisitedtheshoppingmallandalsotoidentifythepatronageofcustomer

withtheshoppingmall.

3.2RESEARCHDESIGN
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Theresearchdesignisthesetofmethodsandproceduresusedincollecting

andanalyzingmeasuresofthevariablesspecifiedintheproblem research.This

studyisapproachofquantitativedesignbygettheinformationfrom respondents

throughquestionnaire.

3.2.1POPULATION,SAMPLEANDSAMPLINGMETHOD

Thisstudywillbeconductedusingaquantitativeresearchapproach.

Quantitative research asinvolvementoftheuseofstructuralquestions

wherethechoiceofrespondentshasbeendeterminedandalargenumberof

respondentsareinvolved.Surveyinstrumentsaretailoredtodetermineuser

factorsaffectcustomersatisfactioninonlineshoppingamongKlangValley

population.A sampleof396 residentswasrandomlyselectedfrom the

populationintheaveragecustomerwhousesanonlineshoppingappis7.6

millionresidentsofKlangValley(KualaLumpurPopulation2020).

Thismethodwaschosentocollectdataisbydistributing

questionnairetotheresidentsofKlangValley.Questionnaireareapopular

andmosteffectivemethodforcollectdatausedbyresearchers.

3.3DATACOLLECTIONMETHOD

Datacollectionisamethodicalprocessofgatheringandanalyzingspecific

informationtoproffersolutionstorelevantquestionsandevaluatetheresults.

Datacollectionmethodsisdividedintotwoparts,primarydataandsecondary

data.

3.3.1PRIMARYDATA

Primarydata is data thatcollected bya researcherfrom first-hand

sources.Themethodsusedsuchassurveys,interviews,questionnairesor

experiments.

Thesurveywasconductedwithpeoplethathasbeenvisitedshopping

mallin 2020 by researcher.The questionnaire was distributed to the

customersviagoogleform andbyhandthatincludevariousquestionsthat
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researcherhasmade.

Thequestionincludesdemographicprofile,

3.3.2SECONDARYDATA

Secondarydatacanliterallyidentifyas“second-hand”analysisordata.

Secondarydataisdatathatisgatheredbysomeoneelseotherthantheuser.

Secondarydata analysis can save time thatwould otherwise be spent

collectingdataandparticularlyinthecaseofquantitativedata,canprovide

higher-quality databases that would be unfeasible for any individual

researchertocollectontheirown.

3.4RESEARCHINSTRUMENTS

Researchinstrumentisatoolusedtoobtain,measure,andanalyzedatafrom

subjectsaroundtheresearchtopic.It’stodecidetheinstrumenttousebasedon

the type of study thatare conducting eitherquantitative,qualitative,or

mixed-method.For quantitative study,it may use questionnaire and for

qualitativestudy,itusesascale.Itisanimportantmethodintheresearch.There

aretwosectionsinthequestionnairewhichissectionA,andsectionB.

Section A contains sixquestions aboutthe demographic profile ofthe

respondents.Thequestionsthatusedtoaskinthissectionisage,gender,

maritalstatus,educationallevel,currentcarrierandmonthlyincome.

SectionBcontainedaquestionnaireabouttheattractivenessofshopping

malltowardscustomerswhichisLikertScale(1=stronglydisagreeto5=strongly

agree).

Thequestionareasfollow:

THEATTRACTIVENESSOFSHOPPINGMALLTOWARDSCUSTOMERSSATISFACTION

SECTIONA:DEMOGRAPHICALBACKGROUND

Pleasetickboxeswhereappropriate:
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1)Age:

18-24yearsold( ) 25-29yearsold( ) 30-34yearsold ( )

35-39yearsold( ) 40-44yearsold( ) Above45years( )

2)Gender:

Male( ) Female( )

3)MaritalStatus:

Single( ) Married( ) Other:

4)EducationalLevel:

SPM ( ) Diploma( ) Degree( ) Other:

5)CurrentCareer:

Student( ) PublicSectorEmployee( ) PrivateSectorEmployee( )

BusinessOwner( ) Others( )

6)MonthlyIncome:

LessthanRM1499( ) RM1500-RM2999( )

RM3000-RM4999( ) AboveRM5000( )

Table3.1:Demographicvariableofrespondent

SECTIONB:THEATTRACTIVENESSFACTORSOFSHOPPINGMALL.

Pleasetickboxesindicatingthelevelofyouragreementordisagreementwitheachofthe

followingstatements.

1=Strongly

Disagree

2=Disagree 3=Neutral 4=Agree 5=StronglyAgree
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Ambiance

1. Themusicplayedinthemallmakesshoppingpleasant. 1 2 3 4 5

2. A cool temperature in a mall makes me feel

comfortable.

1 2 3 4 5

3. Themall’slightingisappropriate. 1 2 3 4 5

4. Theinterioroftheshoppingcentrehasanappropriate

colourscheme.

1 2 3 4 5

Accessibility

1. Distanceofthemallfrom myhomedoesnotmakeany

differencetome.

1 2 3 4 5

2. Ivisitthisshoppingcentrebecauseit’seasytoget

therebypublictransport.

1 2 3 4 5

3. Thedistancefrom theparkingtothemallwaspretty

close.

1 2 3 4 5

4. Iprefertohaveescalatorsandelevatorswhichare

easytofind.

1 2 3 4 5

Facilities

1. Itshould be easyto locate utilities like waterand

restroom,withinmall.

1 2 3 4 5

2. Anadvantageoftheshoppingcentreisthatitoffersthe

possibilityofusing theserviceofamedicalcentre,

bank,etc.

1 2 3 4 5

3. Facilitiesfordisablepeople(eg,parking,wheelchair,

restroom,etc).

1 2 3 4 5
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4. Thefoodandbeveragesavailableatfoodcourtare

satisfying.

1 2 3 4 5

BrandQualities

1. Doyouthinkmallsarethebestplacetofindrecent

fashioninclothing?

1 2 3 4 5

2. Areyousatisfiedwiththebrands,whichareavailable

intheshoppingmall?

1 2 3 4 5

3. Mypurchasingdecisionisinfluencedbybrands. 1 2 3 4 5

4. The shopping malls are the best place for all

necessaryhomeitemslikeelectronicsandfurniture.

1 2 3 4 5

5. Salesanddiscountschemesattractsmetocometo

themall.

1 2 3 4 5

Entertainment

1. Doyouvisitmallsmainlyforentertainment(cinema,

games,kidszone,etc)?

1 2 3 4 5

2. Hasagoodvideoand/orgamearcade. 1 2 3 4 5

3. Hasagoodamusementareaforchildren. 1 2 3 4 5

4. Hasagoodmovietheater. 1 2 3 4 5

Table3.2:Theattractivenessofshoppingmalls.

3.5SAMPLINGTECHNIQUE

Samplingtechniquesisoneofthemostimportantfactorswhichdetermines

theaccuracyofresearchresult.Ifanythinggoeswrongwiththesamplethenit
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willaffectthefinalresult.Therearelotoftechniqueswhichhelptogather

sampledependingthesituation.Populationisthecollectionoftheelements

whichhassomeorothercharacteristicsincommon.Sampleisthesubsetof

population.Theprocessofselectingasampleisknownassampling.

Researcherwillfaceproblemsifwanttodoasurveyonthepopulation,

thereforethesampleisusedinresearch.Populationistoobigcomparetothe

sample.Ifsampleisuseintheresearch,it’simportantthattheindividuals

selectedarerepresentativeofthepopulation.Samplinghasvarioustypesof

methodssuchasprobabilitysamplingmethodsandnon-probabilitysampling

methods.

Probabilitysamplingmethodsisanymethodofsamplingthatutilizessome

form ofrandom selection.There are severaltypes ofprobabilitysampling

methods such as simple random sampling,systematic sampling,stratified

sampling and clustered sampling.Non-probability sampling methods is a

samplingtechniquewheretheoddsofanyindividualbeingselectedforasample

cannot be calculated. Types of non-probability sampling methods are

convenience sampling, haphazard sampling, purposive sampling, expert

sampling,heterogeneity,modalinstancesampling,quotasamplingandsnowball

sampling.

Thisresearchusesthetypeofnon-probabilitysamplingmethod.Inthis

research,researcherfocustothetargetedrespondentthatispeoplewhohas

visitedshoppingmall.

3.6DATAANALYSISMETHOD

Dataanalysisistheprocessofcapturingtheusefulinformationbyinspecting,

cleansing,transforming and modelling datausing oneofitstypesthatare

descriptiveanalysis,regressionanalysis,dispersionanalysis,factoranalysisand

timeseries.Afterresearchercollectedallthedata,thedataisprocessedusing

theIBM ‘StatisticalPackageforTheSocialSciences’(SPSS).Ittodeterminethe

attractivenessofshoppingmalltowardscustomerssatisfactionthathasbeen

visitedshoppingmallin2020.
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3.6.1DESCRIPTIVEANALYSIS

Descriptivestatisticsistheanalysisofdatathathelpstodescribe,show,

summarizedatainameaningfulwaysuchthat,forexample,patternsmight

emergefrom thedata.Descriptiveanalysisisanimportantfirststepfor

conductingstatisticalanalysis.Ithelpsresearchertodistributethedatathat

hasbeencollected,detectoutlinesandtypos,andenableresearcherto

identifyassociationsamongvariables,thusmakingresearchertoconduct

furtherstatisticalanalyses.Usually,fordemographicfactors,researcheruse

percentageandfrequencyontherespondents.

3.7SCALEMEASUREMENT

SectionAareaimedtoobtainthegeneralinformationanddemographicdata

of therespective

respondents,nominalscaleisusedtomeasurethemostappropriateanswerfor

therespectiverespondents.Meanwhile,thenominalscaleisthelowestscalefor

allthemeasurement.Furthermore,thecomparisonsformoreandlesscanbe

madebyusingthisscalemeasurement.

InsectionB,theintervalscalewasusedasthemainscaleofmeasurement.

The5pointsofLikertscalewereusedforthequestionsinbothsectionBwhich

allowtherespondentstoidentifyweathertheyare(1)StronglyAgree,(2)Agree,

(3)Neutral,(4)Disagreeand(5)StronglyDisagreewiththestatementsofthe

influencing factorsand attractivenessofshopping malltowardscustomers.

Hence,theLikertscalewasusedtoenablingtheresearcherstotapintothe

cognitiveandaffectingcomponentsoftherespondents’attitudes(McLeod,2008)
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3.7.1PILOTTEST

Pilottestis a small-scale preliminary study conducted in orderto

evaluatefeasibility,duration,cost,adverseevents,andimproveuponthestudy

designpriortoperformanceofafull-scaleresearchproject.Discussionsofthe

conceptualization,reliability,andvalidityofsocialpresencemeasurementarefar

lessfrequent(Witmer&Singer,1998).

Reliabilitytestinresearchreferstotheconsistencyofaresearchstudyor

measuringtest.Ifatestisreliableitshouldshow ahighpositivecorrelation.

ReliabilityanalysisisatestofCronbach’salphatoensurethemeasurementsare

freeforbias,inordertoobtainconsistentresults(Campbel& Cook,1979).

Cronbach’salphavalueisappropriateformulti-scaleditemsandisaperfectly

adequateindexoftheInter-item consistencyreliability(Perretetal.,1996).The

ruleofthumbforCronbach’salphacoefficientvalueshownas:

Table3.3ReliabilityTestfor30Respondents

Variable Construct Items Cronbach’sAlpha

Independent Ambiance

Accessibility

Facilities

4

4

4

.906

.753

.920

BrandQualities 5 .871

Entertainment 4 .811

3.7.2INSTRUMENTVALIDITY

Thevalidityistheaccuracyofthemeasurement,orassessmentofthe

exactnessofthemeasurementabsolutetowhatactuallyisbeingmeasured

(Veeck,Ronald,&Alvin,2016).
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3.7.3INSTRUMENTRELIABILITY

Thereliabilityofameasureshowstheextenttowhichitiswithoutbias

andhenceensuresconsistentmeasurementacrosstimeandacrossvarious

itemsin theinstrument(Uma & Roger,2013).Thepopularmeasurefor

reliabilityto indicate the stabilityand consistencyofinstruments is the

Cronbach’salpha.Accordingto(Zainudin,2010)theCronbach’salphaof0.6

orhigherforacomponentreflectsthemeasuringitem underthatparticular

componentprovideareliablemeasureofinternalconsistency.Accordingto

(Zainudin,2010)usingtheCronbach’salphaasthemeasurementofreliability

willachieveadifferentresultorsometimesgettheequalorsamewiththe

researchbeforethis.Thisstudywillmeasurethereliabilityoftheinstrument

usingCronbach’salphavalueandcompareitwiththeguidelineinTable3.4.

Table3.4AlphaCoefficientRangeStrengthofAssociation

Lessthan0.60 Weak

0.60tolessthan0.70 Medium

0.70tolessthan0.80 Good

0.80tolessthan0.90 VeryGood

0.90andabove Best

Source:(JoeW.Kotrlik&HeatherA.Williams,11)

Table3.4:Cronbach’sAlpha30Respondent(Ambiance)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems

.906 .902 4
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Table3.5:Cronbach’sAlpha30Respondent(Accessibility)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems

.753 .752 4

Table3.6:Cronbach’sAlpha30Respondent(Facilities)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems

.920 .921 4

Table3.7:Cronbach’sAlpha30Respondent(BrandQualities)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems

.871 .873 5

Table3.8:Cronbach’sAlpha30Respondent(Entertainment)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems

.881 .884 4

3.8SUMMARYOFTHECHAPTER
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Thischapterdiscussedaboutsample,methods,populationandprocedures

used to conductthe research.The methodology mustmeetthe research

questionthathasbeenmadeinchapter1.Theanalysisofdatagainbyallthe

resultsandconclusionwillbedescribedmorethoroughlyanddetailinchapter4.
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CHAPTER4

DATAANALYSIS

4.1INTRODUCTION

Inthischapter,theresultsofthequestionnairethathavebeengiventosurvey

respondents’datawouldbeanalyzed.Datathatcollectedfrom 384respondents

wereanalyzedbyusingSPSS.Inaddition,thischapterwillbecoveredabout

demographic profile and descriptive analysis (Factors influencing the

attractivenessofshoppingmallamongcustomers).Theresultswillbepresented

inchartsandtables.Lastly,thischapterincludewithsummaryonthisresearch

finding.

4.2DEMOGRAPHPROFILEOFRESPONDENT

Atotalof387ofresponseswereobtainedfrom theKlangValley

residentsthroughgoogleform thatresearcherhadcreatedtoconductthe

surveyed.From thenumberofquestionnairesanswered,ithadbeen

answeredperfectly.

Thedemographicdatahadbeenanalysedusingstatisticalpackagefor

socialscience(SPSS).Fordemographicdata,thequestionsaskedregarding

respondents’demographicprofilewereincludinggender,age,incomes,how

oftendidyoupurchaseandwhichmalldidyoufrequentlyused.
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Table4.1:Respondents’demography

Respondents’

demography

Frequency(N) Percentage(%)

Age

18-24yearsold

25-29yearsold

30-34yearsold

35-39yearsold

40-44yearsold

45yearsoldandabove

305

32

20

13

15

2

78.6

8.2

5.2

3.4

3.9

0.5

Gender

Male

Female

106

281

27.3

72.4

Maritalstatus

Single

Married

Other

327

59

1

84.3

15.2

0.3

Educationallevel

SPM

Diploma

Degree

Other

52

265

62

8

13.4

68.3

16.0

2.1

Currentcareer

Student

PublicSectorEmployee

PrivateSectorEmployee

BusinessOwner

Others

277

28

50

12

20

71.4

7.2

12.9

3.1

5.2
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Salary

LessthanRM1499

RM1500-RM2999

RM3000-RM4999

AboveRM5000

308

40

28

11

79.4

10.3

7.2

2.9

Therespondents’demographicdataisdescribed inthissection.A detailed

overviewofthedemographicprofilesoftheserespondentsispresentedinTable

4.1.

Basedonthesamplecollectedthroughthedistributionofquestionnaire,the

majorityoftherespondentsarefrom theagegroupof18to24yearswhichis

78.6%.Thesecondhighestare8.2%from age25to29yearsold,thethirdhighest

are5.2%from age30to34yearsold,thefourthhighestare3.9%from age40to

44yearsold,thefifthhighestare3.4% from age35to39yearsold,andthe

lowestpercentageforage45yearsoldandaboveare0.5%.From thegender

group,thefemalerespondentsslightlyoutnumbermalerespondents,accounting

for72.4% against27.3%,respectively.From themaritalstatus,majorityofthe

respondentsaresingle84.3%and15.2%weremarried.

Themajorityoftherespondentshavediplomaastheirhighestqualification

achieved68.3% whereas16.0% fellintothedegreewhereas13.4% fellintothe

SPM andtheremaining2.1% wereother.Outofthetotalsurveyrespondents,

71.4% are students,12.9% are private sectoremployee,7.2% public sector

employee,5.2% others,and3.1% arebusinessowner.Intermsofthemonthly

incomegroupofrespondents,itisinterestedtonotethat79.4%ofthem areless

thanRM1499,whereas10.3%fellintotheRM1500toRM2999,whereas7.2%fell

intoRM3000toRM4999.Theremainingwhichis2.9%wereaboveRM5000.
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4.3.1RELIABILITYTEST

Reliabilitytestinresearchreferstotheconsistencyofaresearchstudyor

measuringtest.Ifatestisreliableitshouldshow ahighpositivecorrelation.

Brown(1996or1997),usuallyexplainthreestrategiesforestimatingreliability,a)

test-retestreliability(i.e.,calculatingareliabilityestimatebyadministeringatest

ontwooccasionsandcalculatingcorrelationbetweenthetwosetsofscores),b)

equivalentorparallelformsreliability(i.e.,calculating reliabilityestimateby

administeringtwoformsofatestandcalculatingthecorrelationbetweenthe

twosetsofscores),andc)internalconsistencyreliability(i.e.,calculatinga

reliabilityestimatebasedonasingleform ofatestadministeredonasingle

occasionusingoneofthemanyavailableinternalconsistencyequations).

Togettheresultfrom thetest,questionnairewasdistributedtopeoplethat

hasbeenvisitedtoanyshoppingmalls.Questionnairesweredistributedamong

peoplethathavebeenvisitedshoppingmalls.387respondentsansweredthe

questionnairethroughgoogleform thathavebeendistributedthroughWhatsApp,

Facebook,Instagram andothermassmedia.Afterallthequestionnaireshave

beenansweredbythetargetedpeople,reliabilitytestwasconductedthrough

StatisticalPackageforSocialScience(SPSS).Thetablebelow showed the

resultsofthereliabilitytest.

Table4.3:Cronbach’sAlpha387Respondent(Ambiance)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems
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.847 .848 4

Table4.3:Cronbach’sAlpha387Respondent(Accessibility)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems

.744 .745 4

Table4.3:Cronbach’sAlpha387Respondent(Facilities)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems

.846 .848 4

Table4.3:Cronbach’sAlpha387Respondent(BrandQualities)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems

.805 .806 5
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Table4.3:Cronbach’sAlpha387Respondent(Entertainment)

ReliabilityStatistics

Cronbach'sAlpha Cronbach'sAlpha

Basedon

Standardized

Items

NofItems

.836 .843 4

Table4.3:ReliabilityTestforTotalRespondent

Construct No.ofitem Cronbach’sAlpha

Ambiance 4 .847

Accessibility 4 .744

Facilities 4 .846

BrandQualities 5 .805

Entertainment 4 .836

4.4RESEARCHFINDING
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4.4.1 DESCRIPTIVEANALYSIS

Statisticalmeasuresorcentraltendenciesidentifyvaluesthatactedas

representative ofthe entire distribution and aims to provide an accurate

descriptionofdatacollected(Gravetter&Forzano,2015). Thus,themeasured

usingthemeanmeansnormalmeasuredthetendencyofthecentrewhilethe

standarddeviationwasusedtodescribethespread(Saunders,Lewis,&Thornhill,

2015).Descriptiveanalysiswillinterpretanalysisbasedontablebelow.Ithas

beendoneinthestudy.Allinterpretandexplanationwillbebasedon(Moidunny,

2009).ThemeanscoreinterpretationisasshowninTable4.2:

Table4.4MeanScoreInterpretation

MEANSCORE INTERPRETATION

1.00-1.80 VeryLow

1.81-2.60 Low

2.61-3.20 Medium

3.21-4.20 High

4.21-5.00 VeryHigh

Source:(Moidunny,2009)

Table4.4.1Ambienceanalysis

NO. ITEM MEAN STANDARDDEVIATION

1 The music played in the mall
makesshoppingpleasant.

4.12 .868

2 A cooltemperature in a mall
makesmefeelcomfortable.

4.28 .834

3 The mall's lighting is
appropriate.

4.11 .845

4 The interior of the shopping
centrehasanappropriatecolour
scheme.

4.06 .802
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BasedonTable4.3,onthefactorofambience,thereisthehighest

meanscorewhichis4.28onitem (Acooltemperatureinamallmakesme

feelcomfortable).ItisshowsthatKlangValleycustomeraresatisfiedwhen

shoppingatshoppingmall.Ontheotherside,theitem ison(Theinteriorof

theshoppingcentrehasanappropriatecolourscheme)showsthelowest

meanscoredwhichis4.06.

Table4.4.2Accessibilityanalysis

NO. ITEM MEAN STANDARDDEVIATION

1 Distance ofthe mallform my
home does not make any
differencetome

3.44 .943

2 .I visit this shopping center
becauseit'seasytogetthereby
publictransport

3.33 .873

3 Thedistancefrom parkingtothe
mallwasprettyclose

3.65 .827

4 .Iprefertohaveescalatorsand
elevatorswhichareeasytofind

4.23 .852

BasedonTable4.3.1,onthefactorofaccessibility,thereisthehighest

meanscorewhichis4.23onitem (Iprefertohaveescalatorsandelevators

whichareeasytofind).ItisshowsthatKlangValleycustomersaresatisfied

whenshoppingatshoppingmall.Ontheotherside,theitem ison(Ivisitthis

shoppingcenterbecauseit'seasytogettherebypublictransport)showsthe

lowestmeanscoredwhichis3.33.

Table4.4.3Facilitiesanalysis
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NO. ITEM MEAN STANDARDDEVIATION

1 It should be easy to locate
utilitieslikewaterandrestroom,
withinmall.

4.31 .950

2 An advantage ofthe shopping
centre is that it offers the
possibilityofusingtheserviceof
amedicalcentre,bank,etc.

4.01 .892

3 Facilitiesfordisablepeople(e.g.,
parking, wheelchair, restroom,
etc).

4.03 .817

4 The food and beverages
available at food court are
satisfying.

3.83 .857

BasedonTable4.3.2,onthefactoroffacilities,thereisthehighest

meanscorewhichis4.31onitem (Itshouldbeeasytolocateutilitieslike

waterandrestroom,withinmall).ItisshowsthatKlangValleycustomersare

satisfiedwhenshoppingatshoppingmall.Ontheotherside,theitem ison

(Thefoodandbeveragesavailableatfoodcourtaresatisfying)showsthe

lowestmeanscoredwhichis3.83.

Table4.4.4BrandQualitiesanalysis

NO. ITEM MEAN STANDARDDEVIATION

1 Doyouthinkmallsarethebest
placeto findrecentfashionin
clothing?

4.13 .920

2 Are you satisfied with the
brands,which are available in
theshoppingmall?

4.06 .873

3 My purchasing decision is
influencedbybrands.

3.62 .838

4 Theshoppingmallsarethebest
place forallnecessary home
items like electronics and
furniture.

3.86 .839

5 Sales and discount schemes
attractmetocometothemall.

3.99 .903
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BasedonTable4.3.3,onthefactorofbrandquality,thereisthe

highestmeanscorewhichis4.13onitem (Doyouthinkmallsarethebest

placetofindrecentfashioninclothing?).ItisshowsthatKlangValley

customersaresatisfiedwhenshoppingatshoppingmall.Ontheotherside,

theitem ison(Mypurchasingdecisionisinfluencedbybrands)showsthe

lowestmeanscoredwhichis3.62.

Table4.4.5Entertainmentanalysis

NO. ITEM MEAN STANDARDDEVIATION

1 Do you visitmalls mainly for
entertainment(cinema,games,
kids’zone,etc)?

3.84 1.010

2 Hasagoodvideoand/orgame
arcade?

3.59 .788

3 Hasagoodamusementareafor
children?

3.54 .785

4 Hasagoodmovietheater? 4.00 .850

BasedonTable4.3.4,onthefactorofentertainment,thereisthe

highestmeanscorewhichis4.00onitem (Hasagoodmovietheater?).Itis

showsthatKlangValleycustomeraresatisfiedwhenshoppingatshopping

mall.Ontheotherside,theitem ison(Hasagoodamusementareafor

children?)showsthelowestmeanscoredwhichis3.54.

DESCRIPTIVEANALYSIS

Table4.4.6:Overallmeanoftheconstruct.
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VARIABLES MEAN STANDARDDEVIATION

Ambiance 4.14 0.693

Accessibility 3.66 0.658

Facilities 4.04 0.732

BrandQuality 3.93 0.656

Entertainment 3.74 0.706

Basedontable4.3.5,ambianceshowsthehighestmeanscorewhich

is4.14comparedtoother.ItshowsthatKlangValleycustomersaresatisfied

whentheygotoshoppingmall.Anotherbenefitthatambiancecanattract

customerthatgotoshoppingmalliswhenshoppingmallstatedthatplaying

familiarmusicwillcapturecustomer’sattentionontheproductsorservices

inthestore.Withthis,customerhavemorefactorthatcanmakethem

satisfiedwhencometoshoppingmall.

4.5CONCLUSION

Fortheconclusion,thischapterisaim tofindtheresultbycollectingdata

usingquestionnairesthatgiventotherespondentsbyGoogleform.Thereliability

testplacedatthischapter.Thischapteralsoshowstheresultofthestudy

accordingtoourresearchobjectives.Thefinalchapterwillsummarizeforthe

wholestudy.
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CHAPTER5

DISCUSSIONANDCONCLUSION

5.1INTRODUCTION

Thischapterisaboutdiscussionoftheresultanalysisinchapter4.Italso

aboutrecapitulatedofthestudyanddiscussabouttherecommendationforthe

researchforfutureuseandrecommendationforshoppingmall.Lastisforthe

conclusion.

5.2RECAPITULATIONOFSTUDY

Thisresearchwasconductedtostudyontheattractivenessofshopping

malltowards customers satisfaction.In orderto substantiate the research

problem,oneindependentvariableswhichweretheattractivenessofshopping

mallasdeterminantsofcustomersatisfaction towardsshopping mall.The

findingsofstudywilleventuallyanswerthefollowingquestions:-

1. Doesambiancefactorsgivesimpacttowardscustomerssatisfaction?

2. Doesaccessibilityfactorsgivesimpacttowardscustomerssatisfaction?

3. Doesfacilitiesfactorsgivesimpacttowardscustomerssatisfaction?

4. Doesbrandqualitiesfactorsgivesimpacttowardscustomerssatisfaction?

5. Doesentertainmentfactorsgivesimpacttowardscustomerssatisfaction?

.Oneofthefactorisambiance.Forexample,

5.3RECOMMENDATIONS

5.3.1RECOMMENDATIONFORFUTURESTUDY.

Forthefuturestudy,werecommendtomakearesearchaboutotherfactor

than ambiance,accessibility,facilities,brand quality,and entertainment.For

example,diversity,aspecificproductorcategorywereforcedshopperstosearch

theiritem atthemall.Todaymalldiversityviewdifferently,notonlyawidevariety



37

ofretailerbutaplannedselectionofretailerorganizedtoprovideconvenient

shopper.

Therearemanymorefactorsthatcandoresearch.Withthisresearch,they

canincreasetheirknowledgeaboutfactorinfluencingtheattractivenessofthe

shoppingmall.Thisresearchwillhelpmanyotherresearcherforthefuture.

5.3.2RECOMMENDATIONFORSHOPPINGMALL.

Ourrecommendationfortheshoppingmalltoattractmoreshoppersisto

addmorefacilitiessuchasparking,ATM machine,benchforshopperstosit

whentheytiredandmanymore.Shoppingmallalsoneedtomakesuretheir

escalatorandelevatorisingoodconditionsothattherearenoproblem.

Shoppingmallneedtomakesurethatshopperssatisfiedwiththeevery

servicesprovidedespeciallyatcustomerservices.Shoppingmallneedtonoted

aboutthefeedbackprovidedbyshoppers,sotheshopperswillcomeagaintothe

mall.Shoppingmallcanusethisfeedbackasawaytoincreasetheattractionfor

shopperstocometotheshoppingmall.

Next,shoppingmallalsoneedtoprovidedmoreentertainmenttoattract

moreshopperssuchaseventthatinviteartist,competitionwithareward,concert,

bowlingcenter,theaterdisplaysaninterestingstory,andmanymore.Withthis

entertainment,webelieveitwillattractmoreshopperstocometotheshopping

mall.

Forthe conclusion,shopping mallneed to make sure every facilities,

entertainment,service,andmanymorecanmakeshopperssatisfied.Soifthey

satisfiedwitheverythingthatprovidedbytheshoppingmalltheywillcomeagain

andshoppingmallcanincreasetheirprofit.

5.4CONCLUSION

From theresearchandfindingsthathavebeenstudied,accessibilityfactor,

entertainmentfactor,brandqualitiesfactor,facilitiesfactorandentertainment

factorhaveimpacttowardscustomer’ssatisfactionwhenvisitedshoppingmall.
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Lastly,wehopeourresearchandfindingswillhelppeopletomore

understandandknowabouttheattractivenessofshoppingmallamong

customerssatisfaction.
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APPENDIXA:QUESTIONNAIRE

THEATTRACTIVENESSOFSHOPPINGMALLTOWARDSCUSTOMERSSATISFACTION

SECTIONA:DEMOGRAPHICALBACKGROUND

Pleasetickboxeswhereappropriate:

1)Age:

18-24yearsold( ) 25-29yearsold( ) 30-34yearsold

( )

35-39yearsold( ) 40-44yearsold( ) Above45years( )

2)Gender:

Male( ) Female( )

3)MaritalStatus:

Single( ) Married( ) Other:

4)EducationalLevel:

SPM ( ) Diploma( ) Degree( ) Other:
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5)CurrentCareer:

Student( ) PublicSectorEmployee( ) PrivateSectorEmployee( )

BusinessOwner( ) Others( )

6)MonthlyIncome:

LessthanRM1499( ) RM1500-RM2999( )

RM3000-RM4999( ) AboveRM5000( )

SECTIONB:THEATTRACTIVENESSFACTORSOFSHOPPINGMALL.

Pleasetickboxesindicatingthelevelofyouragreementordisagreementwith

eachofthefollowingstatements.

1=Strongly

Disagree

2=Disagree 3=Neutral 4=Agree 5=Strongly

Agree

Ambiance

1. Themusicplayedinthemallmakesshopping

pleasant.

1 2 3 4 5

2. Acooltemperatureinamallmakesmefeel

comfortable.

1 2 3 4 5

3. Themall’slightingisappropriate. 1 2 3 4 5

4. Theinterioroftheshopping centrehasan

appropriatecolourscheme.

1 2 3 4 5

Accessibility

1. Distanceofthemallfrom myhomedoesnot

makeanydifferencetome.

1 2 3 4 5

2. Ivisitthisshoppingcentrebecauseit’seasy

togettherebypublictransport.

1 2 3 4 5

3. Thedistancefrom theparkingtothemallwas

prettyclose.

1 2 3 4 5
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4. Ipreferto have escalators and elevators

whichareeasytofind.

1 2 3 4 5

Facilities

1. Itshouldbeeasytolocateutilitieslikewater

andrestroom,withinmall.

1 2 3 4 5

2. Anadvantageoftheshoppingcentreisthatit

offersthepossibilityofusingtheserviceofa

medicalcentre,bank,etc.

1 2 3 4 5

3. Facilities for disable people (eg,parking,

wheelchair,restroom,etc).

1 2 3 4 5

4. The food and beverages available atfood

courtaresatisfying.

1 2 3 4 5

BrandQualities

1. Doyouthinkmallsarethebestplacetofind

recentfashioninclothing?

1 2 3 4 5

2. Areyousatisfiedwiththebrands,whichare

availableintheshoppingmall?

1 2 3 4 5

3. My purchasing decision is influenced by

brands.

1 2 3 4 5

4. Theshoppingmallsarethebestplaceforall

necessaryhomeitemslikeelectronicsand

furniture.

1 2 3 4 5



44

5. Salesanddiscountschemesattractsmeto

cometothemall.

1 2 3 4 5

Entertainment

1. Doyouvisitmallsmainlyforentertainment

(cinema,games,kidszone,etc)?

1 2 3 4 5

2. Hasagoodvideoand/orgamearcade. 1 2 3 4 5

3. Hasagoodamusementareaforchildren. 1 2 3 4 5

4. Hasagoodmovietheater. 1 2 3 4 5

APPENDIXB:RESEARCHANDFINDINGS

DEMOGRAPHICOFTOTALRESPONDENTS

PIECHART
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RELIABILITYTESTFORTOTALRESPONDENT
Ifitem deleted

Ambiance

Item-TotalStatistics

ScaleMeanif

Item Deleted

ScaleVarianceif

Item Deleted

Corrected

Item-Total

Correlation

SquaredMultiple

Correlation

Cronbach's

AlphaifItem

Deleted

Ambiance(Music) 12.45 4.549 .646 .421 .823

Ambiance

(Temperature)
12.29 4.413 .737 .545 .783

Ambiance(Lighting) 12.46 4.513 .687 .481 .805

Ambiance(Colour) 12.51 4.712 .671 .454 .812

Accessibility

Item-TotalStatistics
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ScaleMeanif

Item Deleted

ScaleVariance

ifItem Deleted

Corrected

Item-Total

Correlation

Squared

Multiple

Correlation

Cronbach's

AlphaifItem

Deleted

Accessibility(Distanceof

themallfrom myhome)
11.21 3.965 .551 .313 .679

Accessibility(Easytoget

therebypublictransport)
11.32 4.218 .543 .304 .683

Accessibility(Distancefrom

parkingtothemall)
11.00 4.205 .601 .362 .652

Accessibility(Escolators

andElevators)
10.43 4.525 .463 .219 .726

Facilities

Item-TotalStatistics

ScaleMeanif

Item Deleted

ScaleVariance

ifItem Deleted

Corrected

Item-Total

Correlation

Squared

Multiple

Correlation

Cronbach's

AlphaifItem

Deleted

Facilities(Utilities) 11.87 4.780 .696 .491 .801

Facilities(Services) 12.16 4.959 .710 .536 .793

Facilities(Disablepeople) 12.15 5.141 .746 .566 .781

Facilities(Foodcourt) 12.35 5.398 .593 .361 .843

BrandQualities

Item-TotalStatistics

ScaleMeanif

Item Deleted

ScaleVariance

ifItem Deleted

Corrected

Item-Total

Correlation

Squared

Multiple

Correlation

Cronbach's

AlphaifItem

Deleted

BrandQuality(Recent

fasion)
15.53 6.731 .669 .529 .742



49

BrandQuality(Brands) 15.60 6.754 .717 .567 .728

BrandQuality(Influencedby

brands)
16.04 7.626 .529 .312 .786

BrandQuality(Homeitem) 15.80 7.329 .603 .377 .764

BrandQuality(Saleand

discount)
15.67 7.715 .447 .219 .812

Entertainment

Item-TotalStatistics

ScaleMeanif

Item Deleted

ScaleVariance

ifItem Deleted

Corrected

Item-Total

Correlation

Squared

Multiple

Correlation

Cronbach's

AlphaifItem

Deleted

Entertaiment(Cinema,

game,kidzone,etc)
11.13 4.380 .612 .441 .829

Entertaiment(Goodvideo

andgamearcade)
11.38 4.833 .730 .592 .768

Entertaiment(Amusement

area)
11.43 5.110 .635 .527 .806

Entertaiment(Movie

theater)
10.97 4.624 .721 .529 .768


