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ABSTRACT 
 
        During 2550 – present compared with other types of shopping centers, Neighborhood 

center’s supply has increased steadily. And the population of females has increased steadily 

as well. From the past research, Performance of Neighborhood center had depended on the 

frequency of the customer patronage to achieve the desired sales. And Female shoppers have 

emotional response to take part in decision-making than male shoppers. Therefore, this 

research is to study the factors affecting neighborhood center repatronage intention in the 

female consumer with the excitement of neighborhood center is a framework for research. 

This study examined female shopper on the neighborhood center in Bangkok. The data were 

collected from female shoppers, women with experience in neighborhood center collected 

from February 2 - March 10, 2012, 255 respondents were used in the analysis and then the 

data were analyzed by using factor analysis and multiple regressions. The results of this study 

show those factors affecting the excitement of neighborhood center, including variety, 

ambient and the design. Design factor is the most effective factors. The factors affecting 

neighborhood center repatronage intentions including convenience, mall involvement and the 

excitement of neighborhood center. Excitement of mall is the most effective factors. 

The theoretical benefits of this research are to confirm the importance of mall involvement 

and the excitement of the neighborhood center, which are very important factors in the 

female consumer. In business terms, this research center, enabling operators to realize the 

importance of design and variety. In addition, the mall managers understand the importance 

of the excitement of the community center and mall involvement to attract the target shoppers 

more effectively. Finally, variety must be used carefully. The problem is likely to lead to the 

inability to decide (Choice Paralysis) however one possible solution is limitation of the 

excessive. 
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1. INTRODUCTION 
 

Competition in the retail business in Thailand was intensified in the past 10 years by 

the invasion of the multinational retailers. Consumer behavior is also changed by impact of 

changing economic conditions. The city is growing out and expanding continuously. Housing 

spread out to the suburbs. The hundreds of housing projects in the past 20 years; it was turned 

into a community. It is caused shopping center called “Neighborhood center” lie within the 

communities in Bangkok and its vicinity. 

In particular, during the year 2007 - current, compared with other types of shopping. 

Community centers and Neighborhood center have steadily increased supply. And the 

proportion of females in the population has increased steadily as well.  

From the past research, Performance of Neighborhood center had depended on the frequency 

of the customer patronage to achieve the desired sales. And Female shoppers have emotional 

response to take part in decision-making than male shoppers. (Chebat, Gelinaschebat, & 

Therrien, 2008; Jason Sit, Bill Merrilees, & Dawn Birch, 2003; Raajpoot, Sharma, & Chebat, 

2008)    Therefore, this research is to study the factors affecting neighborhood center 

repatronage intention in the female consumer with the excitement of neighborhood center.  

 

2. Literature Review  

2.1 Gender and shopping behavior 

"Female creates a vibrant world of shopping. Shopping is still targeted at women and will 

continue to be like this forever. The greatest transformation of shopping is always changed by 

the behavior of women". (Underhill, 2011)   

A several works that study sexual behavior and shopping have found that gender is related to 

the behavior of shopping  (Noble, Griffith, & Adjei, 2006) and a selection of shops (Prasad 

and Aryasri, 2010) and also found that women are responsible for family shopping and was 

fun to go shopping than men (Dholakia, 1999, Chebat et al., 2008, Raajpoot et al., 2008) It is 

consistent with the findings of (Soriano, 2006) found that female shoppers have shopping and 

spend time more than male shoppers. In contrast, a study of young consumers in India found 

that males had a fun shopping not different from females (Kuruvilla and Ranjan, 2008) and 

there is study (Hart et al., 2007), which found that males enjoy shopping more than women 

shopping. 
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2.2 Shopping center attribute 
 

Shopping center attribute is a shopping center in view of the consumer consists of physical 

factors and psychological factors (Chae Mi, Youn-Kyung, & Soo-Hee, 2007; Hunter, 2006; 

Jason Sit, et al., 2003; Nevin & Houston, 1980)  

From study at regional mall and sub regional mall in Australia (Jason Sit, et al., 2003) which 

focus on 7 factors of retail. the result of both mall the found in a similar direction. The key 

factors of malls is merchandising, Accessibility Personal Service and Amenities. The regional 

mall should be the place for new experiences exploring. To meet the social and leisure and 

community shopping centers while sub regional mall should be easy to find place for buy 

necessaries. 

Variety 

Variety refers to the variety of shops and goods. (Jason Sit et al., 2003, Nevin and Houston, 

1980, Yilmaz, 2004, Wakefield and Baker, 1998) There are many naming of variety such 

as”Assortment” (Nevin and Houston, 1980) followed by " Quality and variety"  (Grace Khei 

Mie Wong et al., 2001, Wakefield and Baker, 1998)  "Merchandising"(Jason Sit et al., 2003) 

"Feature of goods sold the product" (Yilmaz, 2004) "Utilitarian(Yavas and Babakus, 2009) 

"Functionality"(El Hedhli et al., 2011) is mainly composed of the quality and variety of 

shops. And there is study found that Assortment in females is associated with emotional 

responses than males. 

Ambient 

Ambient is one of the frequently use in the study in addition to the variety and Accessibility 

which was confirmed by (Jason Sit et al., 2003, Teller and Elms, 2010, El Hedhli et al., 2011, 

Hunter, 2006), in particular the study found that the atmosphere(Kim and Jin, 2001) or 

Environment (Wakefield and Baker, 1998) are positively correlated with the Exciting of mall. 

It is consistent with studies in the cities of the United States (Chae Mi et al., 2007) found that 

the store environment is factors that affect the repatronage intention and female have positive 

effects more than male. And study at town center, strip center and regional center (Teller and 

Elms, 2010) found that atmospheric will affect the repatronage intention. 

Design 

Design is sometimes part of the environment. In this study design should be separated from 

the environment because Design refers to the style of architecture and decoration of mall 

(Wakefield and Baker, 1998) which found that Design is positively correlated with the 

excitement of the Community Center. 
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Convenience 

Convenience means to access the store example, parking is adequate, and there are clear 

signs. (Jason Sit et al., 2003) In many studies, often add convenience with other factors such 

as “Micro accessibility” (El Hedhli et al., 2011) "Facilities" (Grace Khei Mie Wong et al., 

2001), which were associated with the attraction of the shopping center. In a study of 

supermarket in Turkey (Yilmaz et al., 2007) found that consumers pay more attention in 

Accessibility especially convenient access and direction signs. Accessibility is associated 

with Mall patronage behavior directly without an intermediary like the other shopping center 

attribute above.(Yavas and Babakus, 2009)  Consistent with studies in Canada (El Hedhli et 

al., 2011) found that convenience is factors the most affecting shopping well-being. 

Mall involvement 

Mall involvement can be defined as a sense of connection with the natural (inherent need) to 

values and interest in anything. (Zaichkowsky, 1985) A study, such as the study of students 

who come to neighborhood center of the USA (Wakefield and Baker, 1998) ,have shown that 

Mall involvement were associated repatronage intention in positive and females are 

associated with a positive shopping more than males.  

2.3 Exciting of mall and repatronage intention 

The past study found that emotional behavior associated with and decided to use a 

service. The response to emotionally positive influence on the decision to use their customer 

service (Ladhari, 2009) It is consistent with studies (Hunter, 2006) found that Positive 

anticipated emotions is associated with Desire to visit shopping center  and also found that 

excitement of mall (Wakefield and Baker, 1998) is associated with repatronage intention. 

Based on literature review, the hypothesises are as follows; 

H1: Variety has a positive and direct influence on Exciting of mall. 

H2: Ambient has a positive and direct influence on Exciting of mall. 

H3: Design has a positive and direct influence on Exciting of mall. 

H4: Convenience has a positive and direct influence on repatronage intention. 

H5: Mall involvement has a positive and direct influence on repatronage intention. 

H6: Exciting of mall has a positive and direct influence on repatronage intention. 
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1 2 3 4 5 6 7 8 9 10 11 12 13 14

(Nevin & 

Houston, 

1980)

(Wakefield & 

Baker, 1998) 

(Grace Khei 

Mie Wong, Yu 

Lu, & Yuan, 

2001)

(Jai-ok Kim & 

Byoungho Jin, 

2001) (Jason Sit, et 

al., 2003) 

  (Yilmaz, 

2004) (Hunter,2006)

  (Yilmaz, 

2007)

(Chae Mi, 

Youn-Kyung, 

& Soo-Hee, 

2007)

Hart, Farrell, 

Stachow, 

Reed, & 

Cadogan, 

2007

(Raajpoot, et 

al., 2008)  

(Yavas & 

Babakus, 

2009)

(Christoph 

Teller & 

Jonathan 

Elms, 2010)

(El Hedhli, 

Chebat, & 

Sirgy, 2011)

Type of mall n/a

community 

center

regional mal 

40000 discount store

regionall & 

community 

shopping 

center - supermarket supercenter regional mal shopping mall - town center

urban 

shopping mall

method mail survety questinaire focus group questinaire focus+survey - mail survety inteview questinaire inteview questinaire questinaire - questinaire

sample 827 438 30 467 503 300 197 495 569 536 1015 319 - 300

Analysis tool Multi-regression CFA-LISREL Multi-regression CFA-LISREL CFA-AMOS CFA-LISREL SEM-EQS CFA-LISREL Profile analysis CFA-LISREL CFA-LISREL CFA PLS regression

1 Variety P PP PP PP PP P PP P PP P PP P

2 Convenience P P P PP PP P P P P PP P PP

3 Ambient P PP PP P P P PP P P PP PP

4 Design PP P

5 Personal service P P PP P P P P PP P

6 Amenity/Facilitiest P P P P PP P P P P

7 promotion & price PP P P PP P

8 Entertainment P P P P

9 Securities P P

10 Foods P P

involvement of mall PP PP

excitement of mall PP PP PP

Mall choice PP PP

repatronage intention PP PP P PP PP PP PP PP PP

P shown

PP shown and highly sigificant  
 

Table I: Literature Review 
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3. The Methodology and Data collection 
The questionnaire consists of three sections. The first section is to screen the respondents 

who must be neighborhood center female shoppers. The second section is to evaluate 

Shopping center attribute, Exciting of mall and repatronage intention. And the last section is 

to determine the demographic background of the respondents. Data was collected from 

female shoppers who protonage one of this neighborhood center in Bangkok (La villa, J 

avenue, Market place thong lor or Market place nawamin)  by 242 questionnaire respondents 

and 77 on-line respondents. Finally 255 respondents were used in the analysis and then the 

data were analyzed by using factor analysis and multiple regressions. 

 

Figure I: Proportion of respondents 

 

35%

42%

13%

10%

La villa

J avenue

Market place Thong lor

Market place Nawamin
 

 

4. Result and discussion 

This research will divide the analysis into three phases; the first to analyze the variables that 

affect the excitement of mall, the second is an analysis of variables affecting repatronage 

intention. The third to analyze dependent Variable. In all analysis Factor analysis (principal 

axis, varimax rotation) was used as an analysis tool to confirm the underlying dimensions 

The Factor Loading of the variables in each factor must be higher than 0.5, each variable.  

The first analysis consists of Variety (V), Ambient (A), Design (D) showed variance 

extracted were 64.38 percent (Kaiser-Meyer-Olkin = 0.853, Bartlett’s test of sphericity was 

significant at p = 0.000 level).  

The second analysis consists of convenience (C), Mall involvement (I), Exciting of mall (E) 

showed variance extracted were 64.77 percent (Kaiser-Meyer-Olkin = 0.825, Bartlett’s test of 

sphericity was significant at p = 0.000 level).   The third analysis consists of repatronage 

intention (R) showed variance extracted were 55.64 percent (Kaiser-Meyer-Olkin = 0.775, 

Bartlett’s test of sphericity was significant at p = 0.000 level).  
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The Cronbach alpha results listed in table II were all the retained items and offer strong 

support for the reliability of all factors which derived from the factor analysis. 

Table II: Reliability Analysis 
Variables Number of items Cronbach Alpha 

Variety (V) 5 0.823 
Ambient (A) 4 0.818 
Design (D) 5 0.863 
Convenience (C) 5 0.850 
Mall involvement (I) 4 0.821 
Exciting of mall (E) 5 0.856 
Repatronage intention (R) 5 0.794 
 
First Multiple regressions was employed to quantify the relationship between Shopping 

center attribute consisting of Variety (V), Ambient (A), Design (D) and Exciting of mall(E). 

The results showed that all independent variables together explain 35.4 percent of the 

variance (R2) in Exciting of mall, which is significant at F value 45.987.  

Second Multiple regressions was employed to quantify the relationship between Shopping 

center attribute consisting of Convenience (C), Mall involvement (I), Exciting of mall (E) and 

Repatronage intention (R). The results showed that all independent variables together explain 

49.1 percent of the variance (R2) in Repatronage intention, which is significant at F value 

81.116.  

Results are shown in Table III. Therefore, H1 – H6 were accepted. 
 
 
Table III Regression 

Dependent 
variables 

Independent variable Beta  t-value significance 

Exciting of mall  
 

Design (D) 0.492 9.706 0.000 
Variety (V) 0.238 4.705 0.000 
Ambient (A) 0.235 4.649 0.000 

Repatronage 
intention  

Exciting of mall (E) 0.471 10.491 0.000 
Mall involvement (I) 0.467 10.394 0.000 
Convenience (C) 0.226 5.026 0.000 

 
The figure below is the final research model showing the results of regression analysis. 
 
 
 
 
 
 
 



JIARM VOLUME 1           ISSUE 6             (JULY 2013)       ISSN : 2320 – 5083 
 

547 
www.jiarm.com 

Figure II: Research model 
 

 
** P-value < .01 

 
 
5. Conclusions and implication  
 
This paper presents a conceptual framework that shows that in addition to convenience which 

is a frequently used and focus factor. These studies also confirm the importance of shopping 

associated with the excitement of mall, which is a very important factor for repatronage 

intention in the female consumers. 

This research, enabling operators to realize the importance of design and variety. Developer 

need to careful for the convenience and design which need to be resolved first, since hard and 

expensive such as entrance - exit. To determine the location of the thoroughfare of the 

escalator stairs, this is a major convenience. The design must be novel and modern because 

most consumers are GenY, who is in the modern era and keep the world abreast of 

technology. 

In addition, the mall managers understand the importance of the excitement of mall and mall 

involvement to attract the target shoppers more effectively. The results can be used to guide 

the strategy of the shopping center and create proper shopping center attribute for female 

10.491** 

5.026** 

10.394** 

9.706** 

4.649** 

4.705** 
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consumers e.g. variety, ambient that can be updated after the building is completed. 

Especially during festivals, It could stimulate traffic in the shopping center to compensate 

economic stagnation and natural disasters in the past. One of variety that is important is mall 

will have a wide choice of delicious restaurants because mall is often used as meeting place. 

Mall managers should provide a choice of restaurants and variety of café, which can 

encourage repeat visits.The environment is also featured.During the season, they should 

provide with lighting and individually decoration. 

 
6. Limitation and Future research 
 
This research study will focus on the excitement of neighborhood center and repatronage 

intention in the female consumer only. And discovered that the excitement of mall in the 

others is different. To use the results Mall developer and manager has to use each type of 

shopping center properly. 

Although the findings conclude that all factors have positive effects on excitement of 

neighborhood center, we must select factor carefully. Because some factors, such as Variety, 

if there is too much, it may reduce the purchasing of consumers. Supporting research by the 

idea that there are too many choices can lead to problems that cannot be determined (Choice 

Paralysis) (Iyengar, 1999) that is why mall have to select tenant carefully however there is 

solution proposal which can solve this problem. 

 1 Reduce / limit the number of choices. 

 2 Make clear choices. 

 3 Provide a Product Comparison. 

 4 Making Recommendations 

Despite the restrictions to be use the result, there is always a solution. If the Mall 

management study seriously. Finally, future research should study the various consumer 

groups in order to develop a marketing plan. The factor Customer satisfaction (Kim & Jin, 

2001)is another factor likely to influence the decision of consumers and should be analyzed 

in future research. 
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