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Abstract

The main goal of this paper is the discussion of key factors that determine the underlying motivation of certain
kinds of young consumer behavior in terms of selection of shopping malls as places of shopping for goods and
services. The identification was based on an available literature and on a verification of the power of influence
of selected determinants on the underlying motivation of consumer behavior. A theoretical model is proposed,
which has been subjected to a verification process using structural modeling (SEM). The authors observed
significant relationships between principal factors such as personal factors, mall environment, situational fac-
tors, and mall visiting among young consumers. Furthermore, in the opinions expressed by young shoppers,
the mall environment and situational factors were significantly higher rated than personal factors. In addition,
the authors found that the young shoppers’ personal factors section needs improvement.
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Introduction

Shopping malls are an important feature
of urban space and at the same time serious
competition for remaining forms of retail estab-
lishments. They offer a wide range of prod-
ucts and services, promotional campaigns,

taste tests, ample mall parking facilities and
gas stations, as well as a variety of stores
located within the shopping complex. Moreo-
ver, as an effect of the multidirectional influ-
ence of shopping malls (spatial, economic,
social), malls have become a subject of inter-
est in many scientific circles. Malls have
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become a subject of interest primarily to the
technological sciences, social sciences, eco-
nomics, and socioeconomic geography.

The principal goal of this paper is to iden-
tify key determinants influencing decisions
of consumers in terms of selection of shop-
ping malls as places of purchasing and
use of services. The identification is based
on an analysis of research literature on the
subject and on verification of the power
of influence of selected determinants on the
underlying motivation of specific kinds
of consumer behavior.

A theoretical model is proposed in the
paper. Initially, the model consisted of four
exogenous variables, one endogenous latent
variable, and thirty five observable vari-
ables describing them. The model was sub-
sequently verified by testing using structural
modeling (SEM).

Data used in the modeling procedure
were obtained earlier in the process of empir-
ical research performed with the participa-
tion of a group of 550 interviewees. All cal-
culations were performed using the SEPATH
module of STATISTICA13 software.

Shopping malls as research
subjects: Literature review

The first scientific study of shopping malls
was conducted in the 1940s (Lillibridge,
1948). The study was primarily focused
on architectural and urbanistic aspects, pre-
senting projects and descriptions of a new
type of building, which became known as the
mall (Baker & Funaro, 1951; Gruen & Smith,
1952). Questions regarding location were
considered (Feiss, 1940; Gruen, 1943). Other
matters discussed included spatial distri-
bution and type of lessees (Dowling, 1943,
1944) as well as the potential impact of sub-
urban shopping malls on the spatial devel-
opment of cities and transportation solutions
(Kelly, 1956).

Research papers soon appeared treating
the shopping mall as a new trend in retail
(Merts, 1949), describing strategies of retail-
ers and sales staff of these new shopping
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districts regarding how to compete with
shopping centers located on the outskirts
of cities (Fisher, 1950). The purpose of this
type of shopping facility was the develop-
ment of suburban areas and the amorphous
structure of urban agglomeration, as well
as the strengthening of social life of the popu-
lation living in peripheral parts of cities serv-
ing as a meeting place during the process
of consumption (Boeckl, 1995; Hardwick, 2004).

Four main research views emerged in the
second half of the 20th century that focused
on shopping malls: technical view, location-
based view, economic and organizational
view, and a behavioral view (Eppli & Benjamin,
1994; Solal, 1998; Tubridy, 2006). The techni-
cal view encompasses the project and engi-
neering aspects, starting with the prepara-
tion of an architectural design and urbanistic
composition through the construction process
and up to urbanistic detail (Coleman, 2006;
Teller, 2008; Aktas, 2012; Kusumowidagdo
et al, 2015; Haoying et al., 2019).

Issues that are also discussed as part
of the technical approach relate to the devel-
opment of the spaces around shopping malls,
a vital element of which is the local transpor-
tation infrastructure, land development and
landscaping around the shopping mall, and
parking area. Additionally, a shopping mall’s
surroundings should include a set of elements
such as a park, boardwalk, or amphitheater
suitable for consumer needs and simultane-
ously preserving spatial order in the surround-
ing neighborhood (Dawson & Lord, 1985; EI-
-Adly & Eid, 2016; Ptaziak & Szymarniska, 2018).

Shopping malls are criticized in many
research works because of their excessive
physical size and destruction of the historic
structure of cities (Jatowiecki, 2005; Setko-
wicz, 2008), which is a consequence of the
commercialization of architecture and sub-
ordination of urban solutions to marketing
strategies (Chase, 19971; Pedreschi, 2000).
On the other hand, however, shopping malls
in Western countries are the third place
(after home and workplace) in terms of the
length of time spent by people in a particular
environment (Naisbitt, 1997).
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With the inception of the location research
approach at the end of the 1940s, research
was begun that focused on the identification
of variables describing locations of shop-
ping malls. The research was to systema-
tize established location factors and to find
more location factors (Yue-min, 1984; Plaziak
& Szymanska, 2014), and to create spatial
distribution models showing their areas
of influence. To accomplish this, researchers
used existing theories and models includ-
ing location theories by H. Hotelling (1929),
W. Christaller (1933), A. Losh (1940), and
W. Alonso (1964), network theories, spatial
interaction model theories, and eclectic theo-
ry of international production by J.M. Dunning
(Sternquist, 1997).

Two types of locations have been identi-
fied in studies on the development of shop-
ping malls (Cohen, 2002; Séllner, 2009) so far:

« in peripheral zones, outside of built-up are-
as, close to highway intersections or other
major thoroughfare intersections (Gérka
& Trzepacz, 2006; Kuc-Stuszniak, 2008a),
where numerous service facilities also
operate including warehousing and ship-
ping centers, business centers, scientific
centers, recreational facilities, and produc-
tion plants, which create economic activity
zones part of new information economy
cities, exemplifying the so-called edge city
(Garreau, 1991; Lowe, 2000).

« inside the structure of leading urban cent-
ers (Frieden & Sagalyn, 1991; Kuc-Stusz-
niak, 2008b), which contributes to a revital-
ization of central parts of cities and entails
the revitalization of post-industrial areas
and various degraded sites (Tolle, 2007).
An important issue in research is also

the analysis of changes that shopping malls
cause to the structure of the city (Mumford,
1961; Longstreth, 1997). Shopping malls,
by creating new ‘hearts’ of cities, change
the traditional structure of the urban center,
causing decentralization of the greater city
area, taking over public spaces (Staeheli
& Mitchell, 2006; Rochminska, 2016).

The economics and organization perspec-
tive includes research work on the conditions

and relationships occurring in the sphere
of production, distribution, consumption
of goods, and marketing as well as develop-
ment and management of large-area com-
mercial facilities offering multiple services.
Questions that are examined are related
to the processes of concentration and evolu-
tion of trade, effect of shopping malls on the
development of strategy of the competi-
tion and means of competing in the market
of large floor area shopping facilities as well
as planning, implementation, and control
of marketing strategies (Sit et al., 2003).
Relationships between the consumer and
the shopping mall are also examined (Dennis,
2005; Debek, 2015; Szymanska & Ptaziak,
2017; Szymanska, 2018). Such research con-
tributes to the strengthening of the shop-
ping mall by improving its key weak sides,
which translates itself into, for example, inte-
rior decoration improvements, or some forms
of the introduction of cultural and entertain-
ment institutions, which effectively helps
lead to maintaining the existing customer
base and attracting new customers (Arnold
& Reynolds, 2003; Szymanska & Ptaziak,
2018). An important issue is sales on the
internet, conducted through e-stores and
auction platforms, which may now be called
virtual shopping malls (Massagli, 2000; Hen-
dershott, Hendershott & Hendershott, 2001).
The behavioral approach focuses on the
functioning of consumers in the modern era
of consumerism (Aldridge, 2006; Feng & Xiao-
Ting, 2015). What is highly essential is the
development of consumption as an important
aspect of the life of man, for whom shop-
ping has become a key sign of social activity
(Clarke, 2003; Chebat et al., 2014). A shop-
ping mall is portrayed as a permanent ele-
ment of social life having a cultural or even
religious significance (Kramer, 1996), an ele-
ment that has an influence and presence
in human life in the form of a place to spend
spare time, also a tourist facility or some
source of inspiration to artists (Davis, 1991).
This research approach unifies all research
relating to the shopping mall issue. This view
emphasizes the fact that the shopping mall
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was designed by people with the idea that
it is for people, and that it will serve them
as a meeting place that will facilitate the initi-
ating and maintaining of social relationships
while shopping (Hardwick, 2004; Baker &
Wakefield, 2012; Szymariska & Ptaziak, 2021).

Research hypothesis
and theoretical model

The identification of key factors determining
the choice of the shopping mall as a place
of purchasing and use of services was made
based on an analysis of the literature on the
subject. Subsequently, these factors were
arranged into four key groups, namely: per-
sonal factors (PF), emotional factors (EF),
mall environment (ME), and situational fac-
tors (SF). The classification was made based
on research work performed by Liaw (2007),
Hu and Jaspers (2007), Meneely et al. (2009),
Petermans and Van Cleempoel (2010), Walk-
er and Mesnard (2012), Rousseau and Ven-
ter (2014). These authors showed that the
aforementioned groups of factors (PF, EF, ME,
SF) significantly influence the shopping mall
visiting pattern (MV). The specified groups
of factors were selected as characteristic
and independent categories, within which the
research hypotheses were stated.

An argument for the rightness of under-
taking empirical research was the need
to verify whether the factors specified in the
literature also affect the behavior of con-
sumers in Poland. Systemic and economic
changes that took place in Poland after 1989
contributed to the dynamic development
of trade and services. The first shopping cent-
ers were not built here until the early 1990s,
and in the following years there was a sys-
tematic increase in the number of shopping
centers opened.

Personal factors such as perceived needs,
lifestyles, and values may influence consum-
er expectations, key consumer choices, and
consumer behavior at shopping malls.
Hu and Jaspers (2007) have shown that con-
sumers buying health food value its qual-
ity more that quantity and are more likely
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to think practically when buying clothes,
keeping their utilitarian goals in mind, that
is emphasizing product usefulness and
the necessity to satisfy specific needs.

Research work on emotional factors
(Donovan et al., 1994; Sherman et al.,, 1997)
has proven that when consumers making pur-
chases feel happy in the environment where
they are buying, they are willing to stay longer
at the store, buy more and spend more. Simi-
larly, the form and quality of the provided ser-
vices significantly affect the decisions made
by consumers. Customers prefer to be per-
ceived as individuals. This is why helpful and
friendly store personnel who are simply nice
and sensitive to customers’ needs will contrib-
ute to the effect that shopping will be pleas-
ant (Lumpkin, 1985; Hu & Jaspers, 2007).

Goodwin and McElwee (1999) observed
that consumers were more willing to buy
at stores representing higher quality of ser-
vice than at other stores, even if prices were
slightly higher. Liaw (2007) proves that visual
elements of the place of purchasing such
as its design and the way the store employees
are perceived may have a positive influence
on emotions associated with buying, con-
sumer behavior, and consumer satisfaction.
This fact served as the basis for formulating
the following hypotheses:

H1: Personal factors such as needs, life-
styles, and values have a significant influence
on the choice of the shopping mall as a place
of shopping for goods and services.

H2: Emotional factors such as store ser-
vice quality and leisure experiences have
a significant influence on the choice of the
shopping mall as a place of shopping for
goods and services.

Another key determinant from the per-
spective of consumers seems to be the loca-
tion of a shopping mall. Its convenient loca-
tion with respect to the customers’ place
of residence and with respect to other main
shopping and service establishments, interior
store layout, design and ambience (including
‘nice’ colors and interesting lighting) (Moschis
etal,, 1995) as well as a large number of busi-
nesses such as companies and retailers
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operating at a shopping mall may determine
a specific consumer behavior. Petermans and
Van Cleempoel (2010) emphasize that peo-
ple who shop for goods and services offered
at shopping malls also pay attention to imma-
terial aspects, that is a comfortable, friendly
and aesthetic environment, which inspires
shopping and relaxation.

According to Meneely et al.(2009), another
matter that is important to consumers is the
availability of parking space that is both safe
and easy to get to. This fact was the basis
for formulating the next two hypotheses:

H3: Mall environment (location, design,
safety and security) has a significant influence
on the choice of shopping mall as a place
of shopping for goods and services.

H4: Situational factors such as prices
of goods, quality goods, variety of assort-
ment and parking facilities have a significant
influence on the choice of a shopping mall
as a place of shopping for goods and services.

In the process of further investigation,
a theoretical research model was developed
- the structural equation model (SEM) - which
was subsequently used for the verification

Personal factors PF
* needs

« lifestyles

« values

Emotional factors EF
« service quality
« pleasure experiences

Mall environmrnt ME
« location

« design

« safety and security

Situational factors SF
« prices of goods and services
» quality of goods and services
« variety of assortment
¢ parking facilities

of the hypotheses that were set forth in this
study: H1, H2, H3 and H4. The four factors
specified in the model, which were exogenous
latent variables, namely personal factors (PF),
emotional factors (EF), mall environment (ME),
and situational factors (SF) were assigned
an appropriate set of observable variables
(called indicators) that further characterized
them. In addition, the endogenous latent
variable was described using eight observ-
able variables (Fig. 1, Tab. 2). It was assumed
in the SEM model that observable variables
serve as a reflection of corresponding latent
variables (reflective relationships).

Empirical analysis

Samples and research methods

In order to test the research hypotheses used
in the study, a direct market survey was con-
ducted in Poland (Warsaw, Krakéw, Wroctaw,
Poznan), during the period from February
2019 to June 2019 using a questionnaire
as a research tool. The method used in this
research was the PAPI (Paper & Pen Personal
Interview), that is a direct interview with the

Shopping Mall visiting MV
« frequency
« location

* nature

Figure 1. Proposed theoretical research model - factors determining shopping mall visits
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use of a questionnaire. The questionnaire
consisted of 26 questions and included items
that relate to the variables in the conceptual
model. At first the authors tested 35 items
concerned personal factors (PF), emotional
factors (EF), mall environment (ME), situ-
ational factors (SF) and shopping mall visit-
ing (MV) in a pilot study. It involved forty six
students from the Pedagogical University
of Krakow. In order to differentiate the age
of the respondents, there were 23 full-time
students and 23 extramural students. They
had to complete the questionnaire and com-
ment on the clarity of the items. The respond-
ents did not experience any problems with
the clarity of the items.

A total of 550 interviewees participated
in the main research effort. Almost 70%
of the survey participants were women, and
slightly over 30% were men. They were young

Table1. Characteristics of survey participants

Anna Irena Szymariska * Monika Ptaziak

people, 18-39 years of age, out of whom more
than three fourths (75.7%) were people who
were 30 years old or younger. The respond-
ents were primarily students who were also
working professionals (almost 35%) or work-
ing professionals (almost 30%) who were high
school (52.4%) or college (45.5%) graduates
(Tab. 1).

Almost one third of survey participants
declared that they have enough money
to cover all expenses, with no need to count
every penny. A similar share of survey par-
ticipants (25%) spent at least 200 PLN on one
visit to the shopping mall. However, a sub-
stantial share of survey participants, or more
precisely 58.6%, declared they are thrifty
and spend money in a conservative manner.
In spite of that almost 34% of the interviewed
spent about 100 to 200 PLN on one visit
to the mall.

Number Percentage [%]
Attribute (N = 550) of survey of the statistical
participants sample
Gender women 384 69.8
men 166 30.2
Age Group 18-24 342 62.2
25-29 74 13.5
30-34 70 12.7
35-39 64 11.6
Education elementary school, trade school 12 2.2
high school 288 524
college 250 455
Current occupation | working 162 29.5
unemployed 16 2.9
student 190 34.5
How the survey My income suffices for all my expenses with 166 30.2
participant manages | no need to count every penny
his/her income I am thrifty and thanks to that | have enough 188 34.2
money for everything
I'am thrifty and spend conservatively in order 134 24.4
to save for major purchases
I have enough money for current needs only (food, 50 9.1
clothing, rent)
| do not have enough money, even for my current 12 2.2
needs, and | have to borrow or use may savings
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Structural equation model test

For five operationalized latent variables,
a total of 35 observable variables and also
35 DELTA measurement error values were
identified. All the latent variables, observ-
able variables (so-called manifest variables)
describing them, and factor loadings and
DELTA  measurement errors are shown
in Table 2.

The model parameters used in the present
study are significant at the significance level
p=0.0001.The results of estimation of param-
eters of the hypothetical model indicate that
33 out of 35 obtained path coefficients (fac-
tor regression) are statistically significant and

545

confirm all four stated hypotheses. Indicators
that do not describe the proposed model are:
MV_AV_1 and MV_AV_2, which are associ-
ated with the construct ‘MV_Shopping mall
visits”. Since the proposed model was insuf-
ficiently fit, it was modified. Paths associated
with coefficients that were not statistically
significant as well as corresponding vari-
ances of independent (exogenous, predictor)
variables were removed.

Next, an analysis of the measures of relia-
bility of fit of the modified model of structural
equations, and of the measures of goodness
of fit of the structural equation model being
tested, was performed. Reliability statistics
such as Joreskog’s RHO and Cronbach’s

Table 2. Structural parameters of the proposed model of structural equations

Con- Indicators M so | Fector | peita
structs regression
PF_N_1 - I prefer the shopping mall as a place for purchasing. 3.6 0.9 0.306 0.694
PF?N?IZ - The shopping mall is a p_\oce where one can spend 34 19 0.808 0670
» | spare time and shop at the same time.
o .
S PF_LS_3 - Shoppln.g malls are places where people my age )8 1 0.935 0336
<= | spend their spare time.
g PF_LS_4 - My friends spend their spare time at shopping malls| 2.9 1.1 0.890 0.409
3 o . . .
r:?? PF_LS_5 - Spending lt\me at a shopping mcll(ls anew leesty\e. 2.7 12 0.772 0.782
o PF_V_6 - At a shopping mgll \_con see attention-grabbing )8 10 0614 0711
o8- | displays and learn something interesting.
PF7V77 - There is something mt'eresting that is worth seeing 27 10 0622 0576
occurring frequently at a shopping mall.
EF_SQ_1 - I trust the sales people working at shopping malls. 2.9 1.0 0.572 0.652
S EF?SQ?Z} - | am fully satisfied with the quality of service 33 0.9 0.458 0567
g | at shopping malls
—8 EF_PE_3 - | prefer spending my spare time at a shopping mall, 31 11 0814 0.445
S | because I feel comfortable here.
E EF_PE_4 - Nice thoughts come to mind when looking at these 31 10 0783 0.450
=D types of places.
[N, . .
i | EF_PE_5 - Friendly and helpful employees create a nice 33 0.9 0.437 0.644
atmosphere.
+ | ME_L_1 - I like the shopping mall’s location, because | can get
& | here by public transportation without any problems. 40 0.8 0471 0.425
IS . . .
S ME_L_2 - Shopping malls are conveniently located, which 39 0.9 0.583 0.404
£ makes them easy to get to.
& | ME_D_3 - Ilike that shopping malls are nicely decorated. 3.3 1.0 0.679 0.459
20 ME_D_4 - Shopping malls are large and give you the feeling 33 11 0642 0718
| | of ample space and freedom.
(NN}
> | ME_D_5 - | value the fact that at shopping malls there are 30 11 0.414 1037
special areas, where one may rest or work. ' ’ ) ’
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Con- Indicators M so | Fector | peita
structs regression
SF_SS_1 - Security personnel at shopping malls provide a sat- 39 09 0.489 0.529
isfactory level of security.
SF_SS_42 - Security at shopping malls is usually helpful, when 39 09 0465 0.529
| need it.
SF,EG,S - Product§ offered for sale at shopping malls are 34 10 0606 0562

» | available at attractive prices.

2 | SF_PG_4 - I gladly take advantage of the promotions and

§ discounts offered by stores at shopping malls. 38 0.9 0.402 0.741

© | SF_PG_5 - Prices of products at shopping malls are lower than

c

-2 | atother retail establishments. 32 10 0.532 0.706

O . .

g SF_PG_6 - Many establishments offer products or services 36 08 0444 0.478

‘ | can afford.

& | SF_QG_7 - Products offered for sale are of good quality. 3.3 0.9 0.570 0.575
SF_QG_8 - Services provided are of satisfactory quality. 3.4 0.8 0.530 0.383
SF_P9-1 can usz‘aAthe pork|qg lot and | do not have to worry 33 11 0558 0.854
about the availability of parking space.
$F7P71O - Parking facilities have a sufficient number of park- 36 19 0.508 1090
Ing spots.

MV_F_1 - I visit a shopping mall at least once a week. 2.2 1.1 1 1.126
MV_F_2 - I spend at least one hour at a shopping mall. 3.1 1.0 0.378 0.930

? MV?A\_/73 - At a shopping mall | can buy all the products 37 10 9474 0.782

= |l needinone place.

:> MV_AV_4 - T_he broad and dlv.er5|f|ed offering of products for 34 10 9904 0722

E sale at shopping malls fully fulfills my needs.

g} M\(_/—\V_5 - Shoppmg malls offer a broad range of services, 33 10 3915 0732
s which fully fulfills my needs.

© | MV_AV_6 - | like to spend time at shopping malls because

=

< | of a wide choice of entertainment activities offered. 29 10 407 0.506

> . . .

S |MV_NAT_7 -1 I|!<e the food choices offered in restaurants 34 10 3734 0559
located at shopping malls.

MV?NAT78 - Itis a place, where | can spend my spare time 30 11 4363 0604
with pleasure.

Source: Authors” own work, with the use of the SEPATH module of STATISTICA13 software.

Alpha in the case of the considered exoge-
nous latent variables produced a value great-
er than 0.7, which signifies a relatively good
reliability of the scale. The AVE index takes
on values of less than 0.7 only in the case
of two variables (ME, SF). The analyzed index
values show that particular sets of observ-
able variables measure the investigated pat-
tern relatively well, and in the case of the ME,
SF variables require further consideration.
However, the model fit indices, Bentler-Bonett
index (0.551) and Steigern-Lind’s RMSEA
(0.125), indicated the necessity of rejecting
the proposed model.
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In connection with the above findings,
the model was tested again; it was fine-
tuned and restated. Due to the likely occur-
rence of a ‘halo effect’ and ‘mindset effect’,
one of the key constructs as well as select-
ed indicators describing constructs speci-
fied in the studied model were removed.
The model so modified was statistically
tested again.

Table 4 lists the descriptive statistics
for the four factors (latent variables) and
sixteen observable variables that derive
from the literature review and results from
focus groups. The frequency distribution
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Table 3. Reliability of fit measures of the modified model of structural equations

Con- Indicators Factor | et | Alpha | RHO
structs regression
PF_N_2 - The shopping mall is a p\qce, where you can spend 0.805 0675
£ | yourspare time and do some shopping at the same time.
8 PF_LS_3 - Shgpplng malls are places, where people my age 0.945 0318
= |spend spare time.
§ PF__LS_4 - My friends spend spare time at shopping malls 0.928 0.339 0.850 0.897
d‘f‘ PF_LS_5 - Spending time at a shopping mall is a new lifestyle. | 0.729 0.847
o EF_PE_4 - Nice thoughts come to mind when looking at these 0614 0687
types of places.
e ME_L_.Z - Shopping malls are conveniently located, which 0.466 0.542
e makes it easy to get there.
§| S | ME_D_3 - Shopping malls are nicely decorated and | like it. 0.699 0.405 0.690 0.820
w £
s ~ : . .
= g ME_D_4 - Shopping malls are large and give you a feeling 0736 0581
of ample space and freedom.
SF?PGfS - Prgducts offered for sale at shopping malls are 0674 0475
S attractively priced.
c . .
% 2 5572575 - erlces c;)f‘.przoducts at shopping malls are lower than 0507 0703
ER at other retail establishments. 0.744 0.725
9 2 | SF_QG_7 - Products offered for sale are of good quality. 0.576 0.599
« SF_P_9 - I can use the parking lot and | do not have to worry
about the availability of parking space. 0.495 0.920
MV_AV_4 - The broad and diversified offering of products for
= . ) 1 0.789
S sale at shopping malls fully fulfills my needs.
25 MY_AV_5 - Shoppmg malls offer a broad range of services, 1139 0798
3 .E | which fully fulfill my needs.
o= ) ) ) 0.746 0.936
£ MV_AV_6 - | like to spend time at shopping malls, because 1608 0485
S of the broad choice of entertainment activities offered. ’ ’
< o . .
MV_NAT_7 - | I|!<e the food choices offered in restaurants 1437 0578
located at shopping malls.

Source: Authors’ own work, with the use of the SEPATH module of STATISTICA13 software.

shows that for all the factors, most survey
participants provided positive ratings (4-5).
The most positively rated factors were
ME, MV, and SF. This suggests that shop-
ping malls should be sensitive to the needs
of younger customers regarding conveni-
ent location (ME_L_2) and a large trading
floor space, giving a sense of ample breath-
ing room and freedom (ME_D_4). Moreo-
ver, a broad and diversified range of food
offered for sale through mall restaurants
(MV_NAT_7) and the mall product range
that is offered for sale (MV_AV_4) fully
satisfy the needs of younger consumers.
The interviewees also confirmed that prod-
ucts available at shopping malls are offered

for sale at attractive prices (SF_PG_3) and
represent a good level of quality (SF_QG_7).
What is also important to the interviewed
in the survey is the possibility of finding
a parking space without worrying about its
availability (SF_P_9).

Reliability statistics such as Joreskog's
RHO and Cronbach’s Alpha, in the case
of most exogenous latent variables, had val-
ues greater than 0.7 (only in the case of the
‘ME_Mall environment’ construct the index
value was slightly less than 0.7), which signi-
fies a relatively good reliability of the scale.
The analyzed index values show that the stud-
ied sets of observable variables measure the
investigated pattern relatively well.
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Table 4. Frequency distribution for the studied factors (n = 550)

Negative % Neutral % Positive %
PFN_2 132 24.0 84 15.3 334 60.7
PFLS_3 190 34.5 212 38.5 148 26.9
PFLS_4 198 36.0 152 27.6 20.0 364
PFLS_5 238 433 144 26.2 168 30.5
EFPE_4 156 28.4 184 335 210 38.2
PF 182.8 33.2 155.2 28.2 212 38.5
MEL_2 42 07.6 74 13.5 434 78.9
MED_3 90 16.4 212 38.5 248 451
MED_4 122 22.2 156 28.4 272 49.5
ME 84.7 15.4 147.3 26.8 318.0 57.8
SFPG_3 106 19.3 158 28.7 286 52.0
SFPG_5 326 59.3 130 23.6 94 1741
SFQG_7 94 171 182 3341 274 49.8
SFP_9 124 22.5 120 21.8 306 55.6
SF 162.5 29.5 147.5 26.8 240.0 43.6
MV AV_4 102 18.5 144 26.2 304 553
MV AV_5 128 23.3 132 24.0 290 52.7
MV AV_6 208 37.8 176 32.0 166 30.2
MV_ NAT_7 116 211 112 20.4 322 58.5
MV 138.5 25.2 141.0 25.6 270.5 49.2

Source: Authors” own work, with the use of the SEPATH module of STATISTICA13 software.

The fit indices used in the study indicate
a relatively acceptable level of model fit
(Tab. 5). The value of the root mean square
error of approximation (RMSEA = 0.08) is at
its lower bound. The goodness of fit Gamma
index as well as the GFI both indicate that
about 0.88% of actual covariances are

Table 5. Goodness of fit measures of the struc-
tural equation model being tested

Goodness of fit measures
Chi-square / degrees of freedom 324.369 /93
Chi-square p 0.000
Joreskog’s GFI 0.877
Joreskog’s AGFI 0.820
Bentler-Bonett index 0.854
Steigern-Lind RMSEA 0.080
Gamma population index 0.890

Source: Authors’ own work, with the use of the SEPATH
module of STATISTICA13 software.

Geographia Polonica 2021, 94, 4, pp. 539-553

explained by the developed model. The good-
ness of fit indices: the AGFI and the Bentler-
-Bonett index had a slightly lower value.

Discussion

The main goal of this paper was to identify
the key determinants influencing young con-
sumer decisions regarding the choice of shop-
ping malls as places of purchasing and use
of services. A theoretical model was devel-
oped based on the available literature on the
subject. The model comprised indicators
describing main determinants. The model
was tested and subsequently modified using
structural modeling (SEM, path diagram).
Data obtained through empirical research
were then used in the modeling process.
Statistically significant relationships  were
observed between 3 out of 4 isolated factor
groups: personal factors (PF), shopping mall
environment (ME) and situational factors (SF),
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and the unique behavior of the young con-
sumer who feels motivated to visit a shopping
mall (shopping mall visiting MV).

It may be stated, based on the conducted
statistical analyses, that all coefficients in the
modified model of structural equations were
statistically significant. The modified model
may be regarded as relatively satisfactory
in light of the considered indices of fit. This
permitted making a positive verification of 3
out of the 4 initially stated hypotheses, name-
ly hypotheses H1, H3, and H4.

According to the research participants’
responses, personal factors (including con-
sumer perceived needs, lifestyles and values),
mall environment (location, design, safety
and security), and situational factors (prices
of goods, quality of goods, variety of assort-
ment and parking facilities) significantly
influence consumer behavior and consumer
choices at shopping malls.

The authors of this work observed sig-
nificant relationships between factors such
as personal factors, mall environment, situ-
ational factors, and shopping mall visiting
among younger consumers. Furthermore,
in the opinions expressed by young shoppers,
the mall environment and situational factors
were significantly higher rated than personal
factors. In addition, the authors found that
the young shoppers’ personal factors section
needs improvement.

To sum up, the fact that there is no positive
verification of the H2 hypothesis concerning
emotional factors (EF) and the lower impor-
tance of personal factors (PF) in relation to the
other two factors is puzzling. The explanation
here may be that consumers mainly value
convenience, comfort and an attractive and
wide assortment. This is also confirmed by the
research of other authors (Borusiok et al.,
2018; Bawa et al., 2019; Klapilovd Krbovg,
2016; Kunc et al, 2012). On the other hand,
the surveyed consumers are not emotionally
attached to the shopping center they visit, per-
ceiving it only as a place to perform neces-
sary duties, not a pleasure. They do not asso-
ciate the fact of being in a shopping center
with a feeling of pleasure, spending free time

and meeting friends (or they do not admit it).
A similar phenomenon was also observed
in relation to mature shoppers (Walker
& Mesnard, 2012). However, the respondents
relatively often use the available services
in the field of entertainment, sports and rec-
reation. This is also confirmed by the authors’
previous research conducted among custom-
ers of Krakéw shopping centers (Szymariska
& Ptaziak, 2017).

In the opinion of the authors, it is justified
to undertake further research on the impact
of emotional factors (EF) and personal fac-
tors (PF) on the decisions of young consum-
ers. The reluctance to display emotions could
have influenced the marginalization of the
above-mentioned factors in the presented
research results. For this purpose, qualitative
studies such as in-depth interview and focus
group interview should be used to verify
the role of these two factors.

Practical implications
for mall management

A paradigm shift may be required when retail
chains are being designed for the young gen-
eration. Retailers and shopping mall manag-
ers should keep that in mind if they really want
to cater to the population segment of young
shoppers and tap into their spending power.
They should improve the atmosphere in the
shopping mall, which will be favorable not
only in doing shopping, but will also encour-
age young consumers to spend their spare
time at the shopping mall. The management
should broaden the range of what a shopping
mall has to offer to include not only an attrac-
tive product assortment offered for sale
at good prices, but also an extended service
offering that involves cultural, recreational,
entertainment, spa and beauty, and other cul-
tural event type of offering, which will make
spending time at the mall more attractive.
Interesting displays, cultural events, excel-
lent food with attractive pricing on the res-
taurant menu, or workspaces for freelancers
will also attract the more demanding young
customers. An attention should also be paid
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to the necessity of improvement in the qual-
ity of customer service and to increasing the
level of consumer trust with respect to mall
personnel as well as efficient mall security.
Our research results suggest that young
shoppers want high quality products at good
prices. Furthermore, the results suggest that
young people look for leisure experiences
at shopping malls as places where they can
enjoy themselves.

Young shoppers are an important market
segment. Store managers need to monitor
them continuously because of their potential
purchasing power. Shopping mall manag-
ers need their sales and should focus on the
personal preferences of young shoppers
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as well as on the store environment and rea-
sonably priced quality merchandise in order
to increase the number of visits to shopping
malls.

Implications that relate to the studied mod-
el indicate that the visiting of shopping malls
is the culmination of a variety of factors that
shopping mall managers need to address.
These factors are especially important when
they cater to highly critical and demanding
younger consumers.
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