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. ABSTRACT

)
*

# . N . -
Previous research has shown that behaviour by consumers

. is influent ‘by many ianteracting factors thit motivata each

P .
individual in different ways. It is how thase factors are

| perceived and combined by each person that leads t8 the for-
F ‘ : 2
nation of consumer imazes of shopping centres.

%

Intaze is an important criterion in the c¢onmprehension of

the ¢onsumerts perception of shoppinz cantress Studies have

-
»

found that the consumer®®s image i3 related -in a systematic

may with the measures of social and economic sharacteristics

2f the <¢onsumers Cccupation and income are two variables
{

’ 3
that nave sften been 2mployed by previous researghers to
measure a consumer?®s socio-economic statuse dowevet, other

factors sucht 235 sex, aza, and education should be ysed in

order to obtain a more distinct anit complete measure of the

-

consuaer?s socio~economic statuss

- I - }

-

This ztudy examines consumers? images of two sho»2ing
8 : .

|
A

’cehgﬁ@?ﬁ n thz Jity of Quelpﬁ; Jne centre is 3tone Roat “alt

r
¥ - -
/}ﬁi tne other -is Willow ¥est fall, Rasponses were obtained

—-

from a sample of cohnsumers through the use of a gquestion=—

niires Sach re2spondent was asxed to indicate his feelinzs or

" »

r23poases to a set of imazes factors for each mall as well
43 completing a section related to his sozio-economic sta=

tas. The fata were anslyzed uzing a freguency county the

- .

Tilcoxon match=pairs test, factor analysis and a relate

taechnigque.




ve

23 Thus the consuaer®s

in the formation of irages |of shopping ceatres.

. } "

It was first determined that consumers have different
\ ‘

images of malls. Sec&njly. further analysis revealed that
. \

v o s
socio~economnic suh‘grouks “of the sample of consumers nave
. .

iifferent izazes of shopping ceatres, It a3 also shown

that the discriminatory \sbcia-economic characteristics 4if-
\
e . L {onshid i .
fer significantly in their relationshid ~»ith consumer inag-
-~ »‘\\\ hd
%ocio‘eeonomic status is inportant
|

!

i
| .
i

t
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Chapter 1

INTRODUCTION . ) .

1.1 2INIRODUCTION
The consumers?® selection of a place to shop?*is feter~

e :
sined ¥n part by the image4 thated they have of a shopping

K

areas Hogzart (1373, pps 415) states that "consumers?! shorpr=-

vping nezds ani their avility to exert &ffort in shopping re-

-
flact their Life style preferences and constraipts on their

—

nehaviour+” 3ocial classes exist within a society into wn}ch
:ons&?ers can p2 categorized #hen being conpared with other

consumer groupss One major purpoese of social- class research

— W

is todatermine if 30cial class provides "2 basis for coansur~

¢

2r, sSa2yumentation within an iantra=urban marxet areas dne

aethot of sezmentinz consumers ié Lty their preference to
shop at a particular s3hopping centres

fhe decision to shop in a particular Snhopoias centre is
T . . .
J ' -~
lepenident ugon the qgnsumer’s perception af the retail cen~
. . |
tre‘ Percz2ption is “both the response of the senses to the

| .

2xternal stimuli and purposeful azstivity sith which certain
, s ) 7 .

pheaomena are clearly1kegisterei while _othars recede in the

shade or are,nlocked;ou%" (Tuan, 1974, pp.4)e Perception,

—ee T

therefore, is a filtering mechanism and 3 srocesss Seozgra=
: -

. . . .

phers examine the process and the products Tasearch into the

zonsuaer?s image jand perception of shoppinzg centres provides

some insizht into consuser sehavioure Parcention “by the

‘n

. -@5




. - e e e e mi— - - g
"

i3 determined in part by the geographic location of

SOoNnsUINS v

»

3 shopping areay range of gooisy pricey afvertising and im-#

I
> 2 2€ e

. .L-'
" Imaze i3 "a representation of variocus fiaensions: tem=
- %

. -

poraly spatialy geographic, economic, social and cultupral®

{ Strausy 19581y ppeb)s Image is an, important variable as it
» - t)
N .

can be used t3 leterrine the behaviour of consumers and a3 a

>
B

- . neasure of zuccass of a retail swopping centre. Jartineau
{1933y 9+17) states that image Of a shappiag arei is tefined
|

“in the shopper?s mind, partly by its functienal qualities
and partly by an aura of psycholozical attribites", Attri-
butes of an image have been identified as the stora's lay=

outy tisplaysy stylingsy attitude of sales personnel, adver=

] -
- f’fﬁsin;, customer servicey, and store reputation (Martinaau,

Ll

1351 MoNeil, 1973; Mevin and Houston, 1330, In another

study Rich and Portis (1964) have found thit stores attract
b 4 , Y
fifferent types of customers and that shoppers chouse a re-
’

- tail location #hose overall image hest fits the image they

told of themselvess Shoppers seek a shopring centre whose

Wimage i3 aceeptable andt appealing to them individually®

o

(ﬂartiﬁésu, 1353y pedI). Futhermore he con>ludes that there
is no s1ch thin: as an imaze "agith equal apoeal for a4ll ine
Tome 4rouys, all social clakses, all 3285 or all types™
(2.50). 155??7i3 dependent upon the so9cio=-3conomic charace—
I . ¥ .

teristics of tﬁe conisum2r {(Nevin ani Houstony 1233)¢ There=

fore consumer imajes cannot be exarvined in isolation from

3octal andjecrnuric characteristics of the ZSonsumers

1 : - _—

-




3

tesearen in marketing geovgraphy has fouant that image is

related in a systematic #a; with t;e measures of the consum=~-
20?5 30cio~econowic characteristices (3aumsl 11nd Ide, 13363
Marnle, 13593 duff, 1960, 1961; Rushton et. <4{<, 13567; Daw=
sony 1973), Two variablesy occupation ant income are .nost
often used to provide a measure of the zconsumer's socio=2zo=
na%ic s5tatus {Mathews and Stocunm, 13703 Juncan etlal.,
LIT2)e Otner variatles such as place of resifencey type of
housing and eiécation of the household heal should bs used

if a successful apnd complete mweasure of socio=econonic sta=

tus of the consumer is to be achieved (lich ant Jain, 1363,
-7 B s E S
f1entifying the social and economic charagteristics of coun=
A

sumers is igmvortant in arder to determine the imazes that
they hnave of a s5hopping centres Jocial statas is related not
%

anly to the people’®s perception of a shopping matl but it
S

ilso detaprmines how consumers 3Jelect an appropriate centre

i

to "shop ate -
-
1.2 QBJECI;ZE gF IBE SITUDX 8 -

Althouzh geoggraphers, traditionally, have‘ used some
type of a Jistan;e measyrement to explain ~eonsumer behave
ilouty the objective of this study is to show that behaviour
15y in part, related to tre consuperﬁ; soaial and 2conomic
characteristicse This objective can be realized by %tudying
the iwmazes that consumers hava of sgopping zentres (Pacione,

1373), It #ill te shownt that different coaosumer groups viea




a nall fifferently and that, their imazes between maltg is

also 2ifferents Specifically, this study will test the fol-

lowing aypotheses: ‘

1. That the imuages of shopping centress 325 held b}\535~
suumersy are significantly differents

2. That itentified sub=groups of the sanple of consumers
{¢s3zs on the ;asis of discriminatory characteristics
sach a3 sexy aée._incoﬂe, etes) have siegnificantly

tiffarerit images of intividual shopping centress

3« That infividual sub=aroups of the sanple of consumers

have significantly different images of different

)
‘ /
o - -
Hesis Mne is accepted then further analysis is

/j

requdired to determﬁne how consumer imizes vary.s Sezmenting
!

i .
sonsuners by soc¢io=economic characteristics «ill reveal
shether imazes of a mall wvary significan%ly between such
factors a3 age, incomey etc. The third hyjothesis examines
the in};es of each socio—=economic sub=2Iroup of consumers to

feteraine if each sut-iroup's imajes of the two shoppin3

4

sentres is siznificantly 4ifferent.

¥

fhis study will egxamine the consumer's images of the
tao Lirzest shopping centres ~ Stone foaf Mall' and ¥illow
fest 4all within the city of Suelphs Stone Rwad Hdall opened 7 ;
in 1373 and i3 classified as a fegional shoppinz centre and
i3 locatad in the south=wv#estern part of the city adjacent to

{ivaway G Aillow West Mall coastructei in 1370 serves as a




2 o

e

£y [
community mall for the “resitents of th2 awest end of the

.

2itys These t#o retail centres are aithin five kilometres of

each other Ahich sugpests that each centre shares part of a

aaca larzer commnon market areas AltHouzh the two centres may
-

be aithin a consumer's action space it is assumed that he

#ill subdivide the marxket area partly b8y the range of 200ds

and services available at each mall and by the image he has

af each centres

1

b
To determine tﬁe ¢consumer?®s image of a shoppina centre
2ach respondent in the survey i3 asked to complete a quasti-

snnaires The juestionnaire contains a number of image attri-

brutes as Jdetermined from previous studies (Downs, 1970;“

Lindquist, 1374; and Pacioney, 1375)s Usinz a seven point

23ual interval tipolar s3scale 8ach consumer y indicated botn

4

the directian and intensity of their feelinzs on each inage

variaples The responses permit the author to itentify #nhich

»

variables are most important in terms of the consumz2r's im=-

. ‘ . i N
age of a shopoing centre. The consumer®s .imaze of the shop-
]

Jing centres ~ere then analyzed using the socio<economic va-

riables of all the respondents. :

It i3 hoped that this stuiy will provide

a better un=

derstanding for geograpners interested in the spatial analy~

313 of consumer tehavioure. Inaze research 23 related to the

soasuner?®s so9cio<economic characteristics can proviie an in=-

signht into the success of a shopping centres Retailars aind

1all nanazement can use this Knoaladge to comprehend more



4‘ | . 6 ;’
fully the sStreniths andt weaknesses of the shopping centre’s

imagse a3 vizwed by the consumer. They will be able to cor=-

v
~,

1 ° .
rect the negative aspacts while reinforzinz the positive

vl

zomponentse |
The following chapter .reviews the geographical Litera~

ture a3 it pertains to marketing geography. Two approaches

ire presented. First, the objective approach w#hich examines

loca iop théory moiéls such a3 Christaller®s (1766) central

alace theary and maruet research models that leok . at the
*

spatial movement and decision=making process of consumers.

Jeconilyy the subjective approach whgch~studies the aeffects

of motivating people spatially in a wmarket area is present-

acl )
\ daescription of the methodolozy employed in_this study
is gziven in Thapter Three while Chapter‘Four’ preseants the

results of the Juestionnaire regarding the Sonsumer?s image

3f 3tane 2oad and Fillow 4dest Malls in Guelshs A summary of

‘the stuiy asz 4aell as conclusions is providedt in Chapter

Five.




Chapter II

= LITERATURE REVIEW

S b

2.1 INIRQDQCIIQH .
- }

darketinz zeography traditionally %ds focusei on thes
relationship vetween retail centres and their surrcuniing
trade areas.s This has Lled to sevepral diffarant but eomplé-
mentary approaches t¢ modeling ;hefspatial bahaviour of con-
SUMSr s e The ijective approachy which i3 fiscussest in the
followainz szoctjon, has traditionally éocussad on the spatial
or tistance comdgnent to getermine the retail location of a
shoopinz areas This approach usually - asgumes that all- ¢con-
sumers are itentical in their n;eds and desires and will all
42t in the 3ame manner. Adiitionally all environmental
2onstraints are held constant in these models. The theories
rire ra2ferred th as either location theory models or market

A ¥ !
research models, The former are terived from Christaler®s

(1366) coentral place theory. It explains the tocation,)
siza, nature and 3spagcinzg of retail a&tivity. Market re-
¥

search moadels also try to objectivaly 2xplain consumer 3pa-~
- N . i I
‘ [

tiat behzviour: The models also introduce the c$ncept that

!
w {

¢
spatially gconsymers do not always travel to the wmearest

}
'

{
shopping aress Huff's (1363) model, which is an lexample, is
2ased upon 1 Series of  fescriptive methods which permit the

researcter to form a hypothesized future spatial arranzement

of coasametr bahaviosur. foaever they overloox;the behaviour




3
¢

b
3¢ individual consumers since they do aot provide an expana=-

‘tion of the unterlying processes which generate the consum=

i
ers' spatial patterns.,

{owaver, recent studies have shoan that consumars do
h .

I

'3
not behave iccordinz te the strﬁct limitinz assumptions im-
i '

t - ® - » y
posed by these objective or rational econsnic man models
]

.

i ,
(Johnston and liamery 1357; Ctark, 196%8; Downs, 1970; and
Pacionay 1375)¢ This has led researchers to afopt a sSubjec=

tiVE(lppPOach which is based on the  indivitfual consumer's
|

vehaviours, This aethod provides “for a broader conceptual
-

framesork to nandle problems of consumer spatial behaviour™

{Downsy 1979y PpelSle It pegins a#ith intividuals who make

decizions based upon their Knowletfze and perception of the

.

anvironnents Although distance {is a component in this ap=-

aroach it i35 not considered as the most imvotant variable in

explaininz consuner behaviours Other factors such as person=—,
§ ' .
ality traits, attitudes and dissonance are also considerad.
. * . .

3patial behaviour-in an urban retail environment may also te

influenced, ia par;, by the images consumer; hafq of diffe-
rent sﬁbppin; areass Dawson (1373, ppel26) states that "ig-
12¢ i3 relates to zocial and econoaic variab}es" and diffars
by social class. The consumef bezhavioural approach is exa;
nined in the third section of t@is chapter, However it is
tae inaze of a shoppinz centre as determinzd by the consum=

2rs? socio~¢conomic status that i3 examin2? ant testes io

this stuiy.



2.2 IdE QBJEQIIIEfaEERQACH‘
2+2.1 Lacation Theoary Madels

Losation theory &odels are develaoped pgimarily tﬁ LS
pL&in the locationy sizesy nature and spacings of retail and
service aetivitieéi From these models it is possible to iﬂ-
fer the movement and thus the behaviour of consumers in a
narket eavironaent.

Ch:13t3L£er (1966) in a 1337 stuiy wa; the first to in-
troduce 1 deductiveu ug}el to explain the spatial distribu-
tiog of narket centres Y“required for optimal 4distrivution of
a sinzle zood to a disperse? population” (3erry, 1361.
pp»33)s The slassical model is based on tay primary assump-
tionss - The first is that consumers are fistributef at uni-
form 1ensities‘over an unbounded plain an{ secondly, . that
they can move freely in any direction, The introduction of
fistance as an intervening variable states thit the cost (g)
to the consumer increases in terms of actual distance (m)
1wand™ransport cost (t). Fizure 2.1 suoss that the actual

— ~

price aid by 3 consumer is g *'mt, As orice increases
-

(Figure 2.2) the demani for the‘ghoiuct decrgases so that at

"
. - / . .
Brice py ql is consuaef and at price g * at, T, 18 consuneds

Pas

rhis arguanect led Ch{istalley to introfuce two economic
:onﬁtraints that affeetzd consumer movements The first is a
minimum levigl or thresnold of coasumer demants anich defines
the saatlest trade area req$ired to SUEpOPt a firm, The

- - [
secont i35 that the size of the trading area is5 zoverned by a

<«

Pl
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Figure 2.1: Consumer Price Increases with Distance,

ptrt

ptmt -

PRICE

B % Y
T QUANTITY T
' (Berry,y L367)

Figure 2.2: Quantity Declines as Price Mncreases,

v

naximum dpper limit. This Llimit is defined as the furthest
4istance that a dispersz4 population is willineg to travel to

buy a good or obtain a-service at any one particular place

(3erry,y, 1967; B8Berry ant Pred, 196%3; Davias, 1976),

. | | 7 ),f




11

In the classical model the mo3t dominant centre is lo-
cated at the top of the hierarchy and all lower level mark-
2t3 can be located within its trade area. christaller iden=
tified five levels of centres within the tiararchical struc~

tures Figure 2+3 shows that the trade areas at each level

ire of aqual si;e and that the markets offer a lower order

~—

and range of goods ant services than found in the lLarger

centres., .

- (Daviesy L976hK)

Figure 2+3: The Arransament of Centres and Trade Areas
in Christaller®s Central Place Model,

“

Proudfcﬁt (1977) and4 Mayver (1942) provided the earlyi

foundation for the practical studies 6f hierarchies within

an indiviudil wurban centre. Proudfoot examined the fpca-f\

#
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tional characteristics of retail firms. He proposet a spa-
tial classification sch;me composed of the Central Business
Jdistriact (CaD), outlyine business fistrictsy @main arterial
raads or thoroughfaresy neighbourhood business streets, and
;solated alusters of intividual stores. Ia contrast, Mayer
axaminet the function ani form of retail businesses., He de-

fined four sStze=orders of retail complexes subdivided ianto

- b . .
six categories based on their shapes These categories were

>
5

ifeatifiad as Yan intersectiony cruciform, attentuatzi cru-

ciformy, bimodal, cruciform motified by diazonal, and quadri-
Llateral® (Davies,'1976, pp-i20). :

ihese studies influenced Berry (17643) who has proviied
n;rieting,Jao;raphy with a definitive clﬁ%sification/§;stem
based on cmpirical research coniducted in th; ity of Chizago
jurin: tne 1350%ss Usinz a statistical approach he analyzed
the functional composition of 125 hus;ness Eomplexes in the
setropolitan rezion of Chicaggo de jdentified three major
typolo;ieS‘ﬁhich he labelazd as +the ribbon ievelopment, the

specialized functional areay ani the nuclteated centre (Berry

1363). The subdiviens of these three main groups are shown

-

in Fiaure 244,

Jerry {(1763) states that the nucleatet centres are in
fact the principle class of shoppinz areas in the city. He
found tnat théﬁvarious complexes of shopping centres can be
tifferentiated by size to fora hierarchiéal level; similar

to the inter-urban central place modzl. de ideatified five

-
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tevels: the C3Dy the regional shoppinzg centrey the community
centre, the neignbourhood ceatre . and the zonvenience shop-
éing centres They can be dilstinzuished by the size of thaeir

tratinz areay the uinds of functions they perform, their Lo- .
*

cation aithin the metropolitan regiony and whether they are

fominant or subordinate with respect to other levels of cen-

tress There are greater internal variations in the intra-~

o

urbpan clagsification scheme and a distinction must be made

betaeen the oldery upplanned centres in the core or central
]
n

region of the city and the newer, planned centbes in the su=

hurbs e The principle characteristics of these two ma jor
subgroups are summarized in Table 2.1, Nf the two major
typologies, the planned shoppinz centre located in the sy= J

.
i

. : .
burbds has had a great impact on the patteran of urban .shop-

2ing trips anf ¢consumer behaviourism withia the last tasenty

2

rearss

3erry (13567) found that the model of central place
theory correctly prediots the behaviour of tﬁe majérity of
shoppegs 43 to ahich centre they shop ats {owever, it fails
to explain ahy sbme consumers prefer to shop elseéewshere,

Tnis is because the model assumes that all consumers w«ill
) .

“act in a rational manner and make the same fecisionss Thus

locational theory models provide a normative prescriptive

2xplanation of consumer spatial behaviour that tend to a me=
*

c¢nanistiz allocation of pairing c¢onsumers #ith market cen-

a

trese . They offer no insights into the actual Jdecision=nak=
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TABLE 2.1

CHARACTERISTICS OF NUCLEATED CENTRES
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ing process of c¢consurer huying.s Cant{al place theory is
jeen  to b; a "extremely rigid and determinlzstic" theory
;(6§vles| 19764y ppe28) which describes a static set og loca~-
tional~relatlonships. To overcome thesé rezstraints some
rese;rcﬁers have isuegested using market research models to
better explain the consumers' spatial behaviour,
- ”;.2.2 Harket Reasearch Models
Market ressarch models are “hased upon a series of de-

scriptive heurlstics which allow projections to be made from

in existing to a hypothééized future spatial arrangemant of

tacitities and consurers" (Downs, 1370, ppelt)s The pretic=

tive nature of these models allows the revsearcher to gather

N

fata whizh increases the understanding of spatial movement

and the decision-makineg process of consumers. f
i
h

Reillyts (1931) <eravity model emer=zed as a theory of

-~ axplainingy in simpte terms, the movement or behaviour of

consumers, He states that the movement between two cantres
is directly proporticnal to their size or mass and inversaly
proportional to“thq distance between them squared, Yathemat=

ically this is expressed as?

. [

2
B !1(21)
B, P \D,

(Converse, 1949)




— —

where B 3 B, are the proportions of trade drawn
ato cities A and B respactively from the
intermediate area

‘\—"5 .
P,y P, are the populations of cenfres A and B

D,v Dy are the distances from the intermediate
town to centres A and B

Strohkarch and Pbhelps (1949) modified Rellly's model in

order to determine the breaking point er thz boundary bet-

aeen traie areiss The breaktine point dafines the maximum

figtance from a market centre in which the consumer has an

acononié 3dvantaee over other centres. The aodel is ex~-

pressed asd -

1+ —_
P

whepre Db is the breaking point tetween centres
A and ¢ in linear units from B

Dab is the distance between A and 3

P.p AaTe tke populations of centres A and B 5

Thiz fetermines the exact location wnhere the trade area is
jJivided between the tno compéting‘centres- 2

In a further refinement of the breakine point formula,

Tinkler (1979, gpsl) argues that there exist a "breakpoint
to the "right' of the smaller centre B itSﬂLf Lyineg to the
' , [ L

rizht of the larger centre AY. He definas this right slide

af 8 a3 the "shadow?® side of B with respect to A, However,

4

AW f
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Figure 2:3 reveals that when centres A and 8 are located in
an {nfinli te plai;, there exist an infinite number of break
points ant whenever A>3, the trading area of A surrounds B.

The second break pointy on the shadow side of 9 can be det=

erminsd from the equation? hdl

A B - \
dAX2¢ (dAxla dA B)¢

{

. .
\\\ where A is the strength of centre A
L] is the strength of centre B
4 ap is the digtance between A and B

1y is the tistance from A to the
2 shadow breakpoint x

% is the exponent attached to distance
{set equal to 2 by Reilliy)

Ihis finting conflicts with one of the principil assumptions
af central place theory - that consumers patronize their
nearest céatres This would occur only aten A=8 {n Tinkler®s
moiels Whenever B<A, then consumers on thz shatow sidF of B,
but outside the trade area, would most probably patroﬁlze A3
since the strength of A is greater Eban B

Huff (155]) recognized that Reilly’s model and its der-
ivatives implied a fixed boundary circumscribing the. market
andy more importantly, that it does not reveal why observed
regularities ocaur as they do. Therefore, he further re=-
fined the model with the focug oﬁ the consumer and not on

the ratail firme It is important in the analysls of consumer

& e i ' i
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(after Tinkler, 1979}

Figure 2,5t The Spatial Extent of A and B*s Trade Areas

behaviour that the researcher understand the 1ffects ofythe
consumer®s choice of shoppinz area and "the choice process
itself ashich gives rise to otservable spatial behaviour®
(duff, 1763y pps%5.)e He measured the prohabillt; of consur=

&rs travelling to any particular market. T> calculate the

probability one requires a variable that measures the numbdber

_J-"of itams desirad by tha consumer at a market and a sSecond

’
var¥nALe of distances He expresses the model 133

P(Cyyr= 5;

[t
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4

g
anerel B{C 5] ‘is the probability of a consumer at

,%,a“ a given point of origin i travelling
’ ‘#“& to a piven shopning area j .
'Sj is the square footage of retail space

devoted to the sale of a particular
class of goods by shopping area j

Ty ' is the travel time from i to j

A is 2 parameter which is estimated
ewpirically to reflect the effact of
travel time on various kinds of
shogping trips.

The probavilitiesy, of consumers choosing ons centre over a

3et of competing centres, can be rapped. This causes over-~-

b
t

lapping trade areas to occur which are not necessarily cir-
cular (Fijure 2,6),

Another model th75 provides for the geographi?al gpa~
itiat acgtion of eonsuu;;s was developed by Lakshmanan and
Yansen (1365) in a stuiy of alternate location strategies.
Their mofel states that sxpected sales in centre j from zone
i are ?irectly proportional to the attrastiveness of the
centr; and the total gxpenditure available in i, and in-
versely proportional to the deterence on interactioq‘between
the zone and the c¢centre and the com;etitive attractions of
all other ceatres in the model (Hodder aqd Leey 1974,

r

pps52)s Thelr model takes the form?

1
Fj(dlj)

Sij=E — -
oy (Fied €500

.

mhere 3” is the sales at centre j gzenarated
from any zone i

e




e

o '

(after Huff, 1967)

J

Figare 2.63: érobatility Contours for Consumers Chaosing
. to Shop at Each Centre

E. is the total consumer expenditure of
i population in zone {

Fj and Fk are the attragtiveness of centres

J ant %
jU and 4,  are the interaction feterrence
: functions between | and j, and
C i ang % -
. n is an empirically derived exponent
Aerry (1767) feels that the gravity model and its deri-
vitives have provided a strong foupdation ani? are of great
use to marketing pgecgraphers. Reilly®s madel while simplif=

ying\reality assumes that consumers behave in a truly ra-

tionaL mannarcs Huff ant Lakshmanan and Hansen's models ex-

{
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.
press spatial action in terms of a hypothesis basa2d ™ on an
index of attractivenesss The predictive nature of these mo=-
iels pernits the analyst net only to determine the size of
the market arecay Ut also the number ofh shoppers that can
reasonably be expected to patronize a pa§ticular market cen=~

— 1
treos Unfortunately}§ consumer behaviour is a coaplex process
§

snich i35 coastantly changinge It is difficult to incorporate

this complexity ianto a single objective approach motel of

[
|

consumer behaviours '

The use of Loéation theory and m;rket research models
fo not idejuately explain how consumers act within their
spatial environments These approaches contribute only mar=-

2inally to one's understandinz of consumer spatial behaviour

(jarnzr, 1779, pos.1S1-132), This has led researchars to

i1dopt a sub jective approach a3 a =xethod which osrovides a

fuller explanation of the behaviour and spatial preferences

of individual consumers. -

2.3 IHE SURBJECIIYE ABBPRQACH
2.3.1 Cansumer Hebavigur

Jehaviour in thumans i35 influenced by wany interacting
forces that motivate each individual in different ways. The

35tudy of how these forces interact and motivate peopls spa~-

. tially in marxeting is xnown as consumer tehaviour, Conzum=

¢r behaviour 1s defined as “the acts of indiviiuals directly

involved in obtiining and using economic 320043 ani services,
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including the decision processes that precede and determine

these acts" (Zncsely g2 als 1963, ppeS),

e
The decision=naking process must be considered in terns
L)

s

of a wide rhnge of sStinuli and responses. Psycholozists
have attempted to identify these processes in terms of ‘10w
they interact within one®s mind while soeciolozists have been

soncerned w#ith how the processes function a3 they reflect on

+

2roup activity, To the gevographer falls the responsibility
'
of explaining now these processas interast spatially #ithin
ane's environment. Thaus ﬁa; study of consumer behaviour
2ust e multi=- disciplinary in its agpgproach.
A study of consurer bYehaviour must bezinm #ith an unifer-
étandiﬁg of hoa the decision procasses evalve within one's

asycholozical or me2ntal state. Psycholagists have attampted

"to Japict consumer behaviour simply a5 a function of ahat

jecurs in the consumer®s psychey his *vlacx box' or czatral

4
zontrol unit" (Foxall, 1377, »pp+13). As such, man’s actions

]

ire the result of many forces acting withia his psycholoui=-
2al field, An individual is not only cipadle of reactiaz to
aresent stimuli but i5 capabla of remeaberinz ant recatling

gast experienceas ani?h aid him in making fecisions not oanly

in th: present out also in the futures

Jehaviour accordinz to sacial psycholozists bezias #ith

the psychological field or blacxk box (Engel, 2% al., 13683

Foxall, 1377, Antecetents which are the result of previous

ictions or envirsenmental stimuli act as inpats which trizzer
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ac¢tiony #ith behaviour being the output or result, However,
the mental processes that transpire to causae the indivifual
t> behave as he does ¢can only be infe{red and.¢rnnot b2 mea-
sured Jdirzctly by the analyst., What can be meagﬁréj direzt=

iy is the final action which is the act of purchasiag.

Jehaviour 1s ‘the result of a, purpose and it alwaays has

e i

reason in the mind of the consumer and Yat the instant of
behavinz the actions of each person seem to him to e the

vest and most effective act he can perform un-fer the 2ir~

-

cumstances" (3nygg ani Combs, 1349, ppel2), Every indivi tu~-
al is coatinually inundated with commercial atvertisinz but

T -
aanly information that is of current interest will be selec-

tively processed aad retained., These stiauli or inputs are

combined by the consumer with other underlyin=s inflaences

&

anich are drawn fromw both his mental state and externally

from nis environment (Figure 2¢7). It is how these varia-

bles are percéived and sombined by an indivifual that leads

. to the formation of his behaviour as a con3umers

«

~~y

-
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ASPECTS OF THE SOCIAL STRUCTURE INDIVIDUAL INFLUENCES

Reference Groups ‘ Personal ity (traits and types)
The family Self concepts

Social Class

N

. Attitudes

v

Culture : Perception and learning
£rc ‘ Dissonance

-» B -,
ETC

v CONSUNMER DECISION-
HAKIHG -

(Poxall, 1377}

Fignre 2.7t 3ocial ant Individual Factors in Consumer Choilce

-~

2.3,2 Madeling Consumsr Behapgigur

Jne important subtjective model of consumer behaviour {s

Juff's (1759) topnloeipil modal of consumer svace preference

25 s

Tpace ﬁreference iz 4efined as "a desired level of so- ‘

“

2ial contact, ind whan placed in the same 3patial situation

#ith othars, praoviding all possess identical levels of im-

formatiosn, they will behave differently™ (Huff, 13460, «

Dpe

L60).

Huff's Model (see Fi%ure 2+8) Beging with the 'déegider~

atum' or the consumer's sillingness to secure an object that

he

desires or needs. It is the result of a2 stimulus situa-
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tion and/or a physiological drive, The stimulus situation

v

15 the raesult of the physicaly social 2ant cultural forces
that affect a consumer at a particular timsz,. The physiolo-
zical drive i5 a specific contition that profuces a need
3uch as towcat or A srink, Consumer tehaviour, whichh i3 the
outcone of thes‘e forces, is influenczd by three major sets
of factors, ) '

. .
The first of these i35 the consumer's value system which

3

. . . ol . . )
is coaposet of his geographical location and social fiffer~

-

entiation wvased on fersonal characteristics sSuch as  3aex,
;
|

agey income, wducat ion; atc. Potter (1332) feels that these

attrioutes condition the consumer?®s gercention and resultant
|

action within his urtbtan eavironment, The secont set of faic-
v/
tors refers to the nature of the ratail aavironment ani i3
referred to 185 behaviour—~space perception, duff (1350,
PPel53) says that snopping ceantres are "pzrceivad on the ba-

3is of memory\'

and inference" and are evaluated subjectiv%y
by tha consumers These factors are bised on the physical
sharacteristics ¢f <the mall and include r2putation, raanze of
nerchandisey, se2rvieces offered and price level. The third
factor ahich i3 mowvemznt imagery introduces the concept of
travel or traasportation, Factors include noie of transpor-
tatio?, travel time 4 travel cost ani parking costs.

Ihese aajor facters influence the consumer's overt be=-

. . , . &
Maviodral resronse.s However '{uff points o1t that behaviosur

will e affected by aiditional or multiple interactions bet-

4
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xecen the factors., For example a change in income #ill not

*

only affect the consumer®s value system but #ill also have a
%

.
.

fireat affect on the tehaviour=space perception by influenc—

ing the price one is willing and ‘asle to pay for goois and

&

servicess This reveals that tehavigur is 2 complex proce=~
fure, These complex interrelationships of the model's ele-
nents wsere tabulated by {uff in a matrix form to establish
the proportion of total connectivity accountef for in aacﬂ
2f the taenty*fi&% elements, The Eost dominant fagtor was
age (25 percent), follosed by personality (lepercent), sex

{13 percent)y education (10 percent) and inzsone (S percent),

Any Jifferences or variations in these socio=econonic char«

~ P

v

acteristics will influence the consumers® behaviouf or Iar-

ception of their uJrtan retail environment (fuff, lqbﬂmand
Ehepnard and Thomas, 1233). Thus Huff has demonstrated in
nis model that the variable of distance alone canaost ate=~
Juately explain the tehaviour of consumers. Jther variables
such as the co$sumer's s0cio~economic characteristics also
qeed to he an&lysii to determine hoa they affeszt the consum-
3r45ipegception of a shopping centre.

-

Do;hs (1379) states that the perception of the spatial
2nviponment is one parametar that is availarle to all con-
sumerss Coasumers make da2cisions based on their perzeption
or images of thair environment. Althouzgh tne subjective agp-~
aroaca provides the tasis for the present stuadiy, the concept
3f image must be examineti to show hoa it influences thas con-

.

sumer?®s perception of his urvan retial environment. “

-~
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2.4 IMAGE

24401 Definition of Imdee

4 Image i5 an important criterion in the comorehension of
the consumer®s perception - of shoppinz cantres. Downs (1370,
ppelT) defines image as “the process of collecting, coiing

¥ .
and evaluating information about the spatial envirosdment®,

?oulding (1739 ppes) was one of the first to theorize that
yehaviour is a "product of the imazes that a man perceivas®,
A consumer functions and responds to not what is true but
. : o

ahat i35 believed to ke true. Joulding statesy furthermore,
that the censumer can handle only a certain amount $f som=
slex infarmation and therﬁéérf must extract only a few maan-
ings that appear salient.

dartinecau (13543, pped47) states that the imaze of a

snhopping centre is defined "in the shopper®s mini, partly by

its functional jualities aand partly by an aura of psycholo-

V.. . . . e e
Vgtcal attributes"., The two Xey phrases in this d2finition

are *fanctional Jualities' aand ‘*psycholozizal attributes?.
Functional jualities refer to such variables as merchantise
selection, price ranges, credit policies, ant pnysicaL‘Lay-
out. Tn2 psychological atfiihutes ahich are intanziblz pre=
fapr to atausohare, friendliness and interest gen;rated bty
the mall, Tnus, Martiaecau imoplies that imaze is a complex
srocess 2omposed of tangible functional attrioutes and in-

tangible psycholagzical feelinzs ahicsh the consumer perceives
. . t

- v

o=

to be present,

e




-
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qarxeting rescarchers have focussed on identifydnyg the
tanzinvle and intangitle attributes of a shopping centrae's
fmase and 1ty meaasurenents Vine major attribates have baeen
iléutified as aggrecately formiang the conszumer®s image of a
3popping czentres l[hey c@n be c{assified as followss:

qarashaniise = The five factors consideré& are qualityy
Eeleotion, fishions qQuantities and pricing offered by the
aalls

jervice - The factors within this atteribute are sales
alerk service, presencs of self=servicey 2ase of meychanxise
return and credit policiese.

Jlientele » This refers to social class apveal, self-

v

image congruency and stare personnels

Physical Appearance = This attribute covers such face
tar; 15 s3tore layouty archi tecturey apacey as well as sach

things a3 elevatarsy lighting, and w~ashroons,

f

Joaveniense « Thiz attribute includes suczh factors as

accessibilityy parking and location convenience,

v ..
Promotion = [he variables sittiin this attrivute iaclude

a1 divertising, saleus promotions and display.
Atmosphsre - This refers to the customer®s feelings of

aarmtng 23ase andl acceptances ,

' ' - by

[nstitutionsl Factors = This incluwes the elements of
cepiutation ant reliariliti.

Post=Transaction Jatisfactioa = The attribute summar-

1zes 'the consuter¥s Satisfaction with the stores and in=
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slufes such variables as merchaniise ingﬁfa, retyrns aad ad-
justment policiese
(Lindgquisty 1371, pp.3l-12)

fhese nile attributes include the fayoothetical asser=~
tions and eapirical findingsl of tacunty=siz narket resea;chf
2rs (Lindguisty 1974)s Figure 2:3 surmarizes the nine image
attrioutes, Fhe attributes havin~s emairical SupportthVE
tne Letter "E" in the appropriate ri: of attrioutes an& re-
searcher cotunns. The attribiutes that nave oanly been hy=
pojhe;icei have the letter WiV in the apoprapriate rc; and
column. {owever, it should be poted that the attributzs do
9ot allew for the combination of factors nor fa theyhreveal

the order of imnortance of the attributes, The fregqueaey of

tention by these asthors may be wsed 235 an inficitor of 20-

a
—

tentially xey attributese

i e

Fable 242  presents tne percentagz of asttributes azn=~

tionef by these rescarcha2rs, At least one fourth of thae re-
b

searchers have either found or thyosthesized that the fictors

af merchantise, servied and location are the dominant compo-

a¢ats vf 2 consuner?®s shoppinz: cantre imasze. Stuties of the

consuner?s imsze of 31 shoupping ceatre ahich can  be used to

121l 3xplain coasumer behaviour are preseated in the follow=

iag s2ction. ‘

‘km'(

ty'sl -
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TABLE 2.2

$ ATTRIBUTES MEJTIONED IN THE LITERATURE
Attribute 3cholar Mentions
ferchandise Selection or Assortment 324
ferchandise Quality 33n - .
derchandise Pricing S o33x
Locational Coavenience IS5Y% kI
. ¢ fdercnandise 3tyling, Fashion - 2%
‘ Jervicey Jeneral 274
3alesclerx fervice 27%
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" 244.2 3tudies Using Consumer Images
%Frnér (137G) identifies four }road areas for research
.in the study of the consumer®s image sithian the urban retail
structures, They are ;s folloas: 7
le Thne nature of the images consumers have of the urban
retail structure,
2 Th; relationgbip aetwee§ the consumers and the imazes
they nold. .
J¢ The relationship ovetseen the izazes and the nature of
the urban retail structure,.
4s Comprehension of the mechanism by\;hich tifferent im=-
azes are formed., J
{ppsl34-1353)
The perception anilmeasuremeAt of shoppinz centre imnag=-
23 pased oa Jarner's p{yposals have been investizated Ly
several geozraiphical researchers, Percep{ion by snospers
towaris the attractiveness of 'a specific shopping ceantre has

. been studiiet by Coans (1377), He nwypothesized that the im=~

age of 3 shoPpingd centre is based 9n a number of coznitive

zomponz2ntse 4is findings identifiel eisnt categories whieh
forms a centre’s images They <can be divitet into tao marin
typess !

1+ 2etail Establishment Factors
3ervice GQuality "
drice -
Shopoinz Hours )

ranze of Shops

’
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2, Structire and Funetion of the Shopping Cantre
Structure and Desizn
Petazstrian Movement
Visual Appearance
Traffic Conéestion N ,
Pacione?s (13973y pped4) study an;iyzei “the relation=

ship petween- consumers? preferences and the imaze of the re-

tail cavironmeat®. Using a seven point bipolar scale he

v

neasured seven main criteria which form the consumer®s iamage
of a retail area. .He found‘ that four c¢criteria measure the
attrisutes of the retail establishments, They are guality,
competitive prices, reputation and variety of storess Three
eriteria are concerned with the retail structurs itself.
They are aeccessitility and parking, cgnvenience and physical
appearaace of the malls He _concluded that the spatial or=-
zanization of the environment by consumers is dirzctly re=-
lated to imaze netjpcf the shoppinz area.

Cadaatlader (1373) investicated tonsumer behaviour as

it relatel to the prccess of fecisionemakini, Da2cision-mak=

ing he defines as the "coznitive process of selecting from

among alternatives”™ (gpedd42)d Consumers sort their informa=
tion a1Hout each shopping centre in order to form Juigzements
1bout their relative attractiveness ant accessibility. The

arobability of shnopping at a particular location increases

4ith increasing}attractiVeness ant decrease2s with increasing

listances

<

O

—— -
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These resecatrchers have focused 'on the ¢onsumers' per-

v

1
ception of his environmant and hi&% resaltant behaviour,

. " N
dowevar, consumers differ in the imagas tuey have of shop-

~ ———

. (. . i
piaz ceatres. For example stores attract f%{gerent cinds of
. ’

snoppers and also shoppers prefer a retail Lemcation whose

averall image suits the image they holit of themselves,

3noppers like to shop at a mall whose Minage 15 acceptable

and appealingy to them individually"® (Qartineau, 133#,

ppei19), Furthermore ke states that there is no single image

that aas an ejual appealt for 2a2tl coasumers, Inaze i3 a aul~

tidimentional phenomenon and is dependent upon the socios=e-

sonomic ch#racteristics of the consumer (Navin and Houstony
$

1332)). Therefo're consumer images cannot b2 studiei #itnout

f;rst ifeatifying the antecedent social ant economic factors

1
b

of the consumar,

Inage i35 dAirectly related to the social and economic
sharacteristics of the consumer {(33umol ani Ties, 1956, {ar=
ble, 1953; Huff, 1969, 1961; Rushton gt aley 19673  Daw-
sony 137733, Fao wvariables that are most often wused a3 a
neasure Wwf the consurmer's sociOfpconomiciétatus are income
and occupation { Matheas and Sloou%. 19793; Duncan gt ales
1372)s Jdoaever Rich and Jain (13463) have statef. that, in ad=
fition to these wvariables, others such a3 place of resi=

3
lencey house type and education of the household head should

.

e 2mployed in order to obtain a zuccessful and cOyolete

neasure of s0c¢ial and economic c¢haracteristics of consumerss
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All of these variables are inportant in deternining the im»

12esS consumers have- of a shoppinz centre singe social status
affects how people feel about where they should shop. , Levy
{1373, pps 113) states that "econsumers tend to sort them=

selves out in terms of where it {is appropriate for them=-
- = T kL
selves to shop',

i
§

-

2.5 SUMMARY
This chapter has providei an overviews af the literature ne=-
cessary to understand the various approaches employed by

zeozrapners in the study of marxeting geozraphy. The ampha=~

is nas focusedi on the consumer as gthe decision=maker within

w

his eaviroament, No two consumers a#ill mats the same dazxi-
sion ziven id2ntical factors within the same spatial eavi-

'
roanment rzgarfing thg image of a shopping mall (Isardy, 13356;

Juff, 1959). i
Jarner®s (1977) first +two approaches to the study of
sonsuaer behnaviour provided the initial vackeround for this
SstUudy e His5 approagches relate to the nature of the congsam=
2r?'s imaze ani the relationship between thé consumer and the
ina%g ne holdss Tne formation of a shopper's image is based
oun the studies vy Downs (19370); Lindquist {1771) and Pacione
(13975) who identifietl the major attributes that form the
= consuner's imaze of a shoppinz centres Fiaally, researchers

such as Aduff€ (1360); Rich and Jain (1363); Yathews andi 3Lo-

zum (1379) ant Duncin 22 alesy (1972) have itentified the sa=
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lient socio-economic characteristics that are used in this
study'to analyse the consumer®s image of a shopping centres
From}the literaturz reviewed above it appears that there are
tao major sets of variables that infiuance 2 zonsumar's ime
aze of a ,s3hopping centre, The two s3et3i of variables are the
relative lozation of tne shopping centre and the consumer
and the peérsonal characteristics of the econsumers This study
#ill axamine the consumer®s image of shopping centres by fo-
3ussing on the latter sets The aspatial approazh, which is
zmployed in the present study, analyzes#hog_socio-econoqic
. —

characteristizs affect the consumers?! image of shopping acen=
tres and it will provite further knowledge in understaniing
the procass of consumer behaviour.

Chapter three describes the study area and exanines the
methofology which is used to test thg hypotheses  that the

malls? images are fifferent and that they vary accoriinz to

the ¢consumer?s s30cio-economic characteristics,
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Chaﬁter I1I

-

METHODCLOGY AND RESEARCH DESIGN
P

J.1 INIBQQUCTIION

The purpose of this stufly is to examine the images of

-

shopping centres as held by consumers ani to determine if

the images vary sisnificantly according to the responients?

.

socio=economic background. Garner?'®s (1970) research strate~
gies orovide the background for the analysis of the Jata in

this stuiys 3pecifically, his first two strategies will te

useds. First, the nature of shopping centre image w#ill be
examined and measured, 3econdly, the relationsnip between

fifferent zroups of people and their shoppinz centre images
. o
#ill be examineds Specifically the following hypotheses

PEFEN

‘#i1ll ®e answered at the conclusion of this paper.

i, ‘That the i$ages of shoppingz cgntres.i—as held by con=
sumers, are Liffe?&nt-

2+ That identified sub=groups of the sample of ¢onsumers
(2e¢2s on the baéis of discriminatory characteristics
such as sexy agey income, etcs ) have significantly
digferent images of infividual shopping gentres-

3o That the identified sub=-groups of the sample of con-
sumers have significantly different images of diffe-
rent shopping centres.

To test these gquestions two shopping centres in  the

City of <Cuelph were chosen and a sanmple of consumers ws2re
)
-

L}

41 2
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asked in a questionnaire to indicate their imapge of tge two
e

malls and to answer questions related to their socid=-zconom-
ic background, The methods of obtaining the Hdata are furth-

er explained in the following sections of th?s chapter.

3.2  STUDI AREA ( -

The study area is comprised of the Cit: of, Guelph and

|
{

!
{ !
its tad largest shopping.centres which were‘selepted by the

|

. 3
researcher for analyzing c¢onsumer images (sFe Figure 3.1,

1

I

Ihé t#4o malls selected are Stone Road Mall | and ¥illow ¥ast

Malls j
}

b
3tone %Toad Mall is located at 433 Stdne oad in the
southern part of the city. It i3 situated on 1 major east-

'

sest street (Stone Road) . and is atjacent to &ighway 6 (Han=-

lon Expressway ). It is owned and operated by 3ifton Propar~
|

ties Limited of Londony Ontaride The centre was opened in

1373 and c¢laims a market population of 2i3,000 peonle

'

{39,000 in the primary trade area and 125,000 ﬁn the secon-

fary trade areza) and a2 sales volume of fifty-five million
tollars. There 1is parking for 2,100 automoﬂiles on the
5ites The mall has a zross leasable floor space of 410,700

’z
S
|
i
squarz feet, There are eightyffive stores in thrs mall (see
i .
|

Table 3s1)s The principle tenants or anchor stores, are

|
Sears with 115,000 square fezt, X=Mart with ?ﬁ,OOO square
|
feet ant 3teiaberg 4ith 35,000 sdquare feat (“onday Report,
|
ation scheme

1J30)s Accorting to ¥cKeevaer®s (1957) classifi

B S ¢

Stone Foad dall is classified as a regional mall.,
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STUDY AREA OF GUELPH

\-\‘
JSudbury \\d\!\
S 2N

. \,\‘/—7

C.B. D
o, Ottawe
SQL\/} * /'/ 1 Residential Area
y
. 772 Indusrial Area
P
GUELPH
*  fToronto
Hamilton b g miles
L T N T
tondo t 2 3 km
- LOCATION MAP .
= Figure 3.1:  Study Area of Guelph
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Yillow TYest Yall Llocated at 133 Sil¢é€creex Parkway
naar {ighwaay 6 is ownad and operated by .the Arnel Corpora=
tion of Guetphfg The mally opened in 1370, claims a2 popula=
tio;‘of 130,090 people in its prima;y trade area and accomo~
dates 14300 automobiles in its parking lote JYillow West has
A Ero3s Lea;ablé area of 174,752 square feet ant has taentys
five tenants (see Taktle 3,2), The main tenants or anchor
stores are Zellers witﬁ 34,575 square feet and Zehrs #ith

314775 square feet {Monday Reporty 1990}s The mall is clas=

i ‘
sified as a community mall according to ‘fcKaever®s (1357)

-
—
—

1ad Hoyt¥s (1353) classificationss’

The data for analyzing the images of the two shooping

santres sere obtained from a sample of consumers liviangz in
Juelphes The personal interview techinique was em%toye& in
this stuity in preference tv a mailed in  Juestionniire be-
. *
zause of Mits advantages io terms eof its iccuracy ant the
relative certuinty of response®™ (Pacioney 13735, ppe3S)e The
‘v , i a N
2ity #as subdivided-into fourtecen subareas #4hich conforam to
the 1076 census tracts 2stablished by 3tatistics Canada (see
Figure 3¢2)s The street intersection havinz four divrections
nearest tha ceatroid of each census tract served as a start-
in: point fopr conductinz interviews, From this point, in
all four Jirectionsy the occupant of every fifth house was

15%xed to complete the questionnaire. If the resident was

avt at hone the rext residence #as intervieaseds This 2roce=~

/




TABLE 3.1

STONE 20AD MALL TENANIS

cars, K=~Mart, Steinberé

LADLIES 1EAR3
Alcovey Bettsy CLalomy's Echoesy Fairw
Fastion Galleryy 5 3easons,y Flaire
Irene Hilly Lingerie 89y Love, 3mart
3uzy 3niery The Lofty, Tolay's Jirl,
and Country, Very Very Terry J2rry,
+ daternally, ZacHs

HENS 43add
3iz Stecl, Elksy Jack Fraser, Peter
Saturdaysy Stary Tip Top

HIISEL:S .
oiscoveryy Thrifty's, Tramgps

~JdLLRIZHS $5A13
Petits

PEIINEH
Shoppers
$

BAINLLIARDIARZS
Pallet

SELECIZQNICe
4 Souni, HMuntez, ¥iccham's TV

JEFELLEZXS
Jirxs, Horse

SLEI:

ANTI3Diversionsy Sallery Plus

S223T32
2iordaas

Iax3s
Playtine

eathers,
i’LO,
Set.
Toan
fours

daxwelly ™

(Contiaued)

P
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4
TAZLE 341 (Continued)
Bd4a1a: o
3lacks Camera ] .
E.ABE:I:; H
La Penta's, Singer
4083LLCRAET:
b Leisure ¥orld \
2EI: ' .
Pet Stop
. adag: e /
Aiziesy Balinda € 3rothary, Cordaainer, Sredelle,
sallensanp, Xiddie Xobbler, Xinney, lare Earth
A00LLITATIONERY S -
,Classicy Co=dpy Motes 'N Quotes L
\ EQUDLIESTAUIAITL:

dasain~Robbins Ice Cream, Charcoal 3nazks,
Laura 3Secordy Nigk's Placey Jrenid

EldAdzIAL: e
Januk of Jontreal,y, National Trust

JTHdER: ;
Zro#n Zut Barber, Flowers "N Fancies,
{insie "ool, Lightinzs Unlimitet, H4%s Flair,
dettlecrezexy lerfection Cleanersy Quil *N
3kin Leatne and Stationery, Travel Trend

N Tours, %e2llington Jpitcal, ¥iff *N DPuff
iy (Monday zport, 1939)
Ko -
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TABLE 3.2

#LLLO4 "Y=3T MALL TENANTS

»

AJdCdQ23:

Zellers,y LZebirs

LADIES A35A3:
4Yilady Shoppey Reitman's

HENS {4242 ‘
tToyal Male

A3Ua3
Shoppers

4422: o
Jata

ZLESIROAILCE

Zircle of Sound
24912

Ffotofair
JEJéEEéRI:

Jalter®s

3
tiordans

EIdadlIAL: )
Canada Trusty Royal Bank of Canada

EQQDLI5TAURAII:
Jeli=Ponut, Macs dilik, Pickwicg‘s, dedge S D2l

S4IHzR:
Jarment®s 3cautyy Dallan'®s Barbver, International

3
Travel Serviczy McManus > Stronach datical,
Perfection Cleaners

{Monday emort, 1330)

. | ?
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CENSUS TRACTS OF GUELPH, 1976 ’

N
/

— — — = Census Boundaries
------ City Boundary
s 0 ) 1 2 miles . Interview Location ‘
0 1 2 3 km S Stone Road Mall
W Willow West Mall
\
Figure 3.2 Census Tracts of Guelph, 1976
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fure continued until fobr respandents in each direction fronm

i

the initial intersection had been interviewe i, Si’teen res-
Jondeats formed the population sample in each of the four-
teen census tractse The total sample,; therefore, consisted

of 224 consumerss The reason for using the stratified
systenatic saapling technique is to— obtain a spatial repre=

sentation of consumers in the city,

3.3 THE QUESTICNNAIRE

Studies of store images using Juestionnaires are common
4

in recent marxeting literature. The juestionnaire i3 de=~
siganedi to collect a combination of data relatet to mall im=-
i12e3 and the socio—economic characteristics of each respon-

*

tent. The first two sections of the guestionnaire, which

are ifentical, comtine the findinas of 5}indquist's (1374)

'

reviesw of retail images; Pacione's (1975) image components;
the varianles ifentified by Gentry and 3uras (19277-73) and
the criteria employed by Surns (1330) to measure th; image
2f each shoppiny centres The fiﬁal section of the ;uestion-
aaire contains a s2ries of questions that i fentify each con-
sumem?s socio=economic characteristizse.

The questionnaire presented sixteen variavles designed
to id2ntify tae consumer?s imnaze of each of tha:txo galls.

They w~ere selected from the studies mentioned " avoves The

variaslas were pretestet inm these reports ant found to te
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satisfactory in identifying retail images. Variables such

as cradit policies (Lindguisty 1374) whion are not relevant

td the formation of a mall's image werd feleted from the

juestionnaire, Table 33 lists the compoanents which wsere

fnoluied in the first two parts of the guestionnaire.

!

TABLE 3.3

QUESTIONNQ@ﬂ! ATTRIBYIES

1) Availarility of PHarking
2} 3ales Personnetl

33 Traffic Conzestion

1) Variety of Products

S5) Cleanliness of 3tores
5) Prices

7)Y Builting ant Landscape
31 Mall Hours

9) Advertisingz
13) Juality of Stores
11) Varizty of 3t1res
12) Comparative Shopping
13) Reputation of Stores
11) Type aof S3hoppers
15} Value for Price
15) Jdverall Attitude/Feeling Towards “atl

r

The variavdles of availability of parxinz (1) ;ni triff-

ic conggstion (3} provide a measure of the mall®s tangible f
{

attrioute of convenience and accessitility. 2leanliness of

stores (3) ant building and landscape (7)) are the two crite=

bY

ria taat attzmpt to reasure the mall'®s attribute of phyéxcal

appearance, The s3etfvicz companent of thz mall's inmage is

&

ry
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Bseasured by the variables of sales personnel (2) ani aall
hours (3). The attribute of merchandise is measured by the
variaoles of variety of products (1), pricaes (%), variesty of
stores (11)y cowrparative shopping (12) ant value for price
{(15). Thne institutional aspect of the mall's imaze can ke
determine2 by the variable;\bf quality of stores (14), repu-
tation of stores (13) and overall attitudge ;r feelinz to-
Aards the mall (1l&), Awareness of the mall is measured tvy
the variables of advé;ﬁisiné {9) andt type of shoppers (14),

-

Two additional questions for each mall were askei of
t?e ¢rxnsumers First, they were asked to iientif€y what major
items or products they purchasei regularlys This inforaa-
tion provided the researcher with some idea as to ahy con=
sumers saop at each mall and also aith the xnowledge of what
t}pe 33 consamar 300ds are purchasad on a regular basis.
Jonsuner, 20013 and services can bpe classified as conveni-
/
encey shoppinz or speciality items or serwic% These terms
13 d:fine& by th2 American Harxketing Association (1350,
2pel0,21,%22) are as follows:
Coanyenigace Gagds:
Those consumer?s goods ahich ¥he ¢custdmer
usaally purchases frequently, immaediately, and
4itb the minimum of effort in comparison and
ou;in;-
:,Shnnaina dngdssd

Those consumer*s goods which the customar

in the grocess of selection ani purchase &

-
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Characteristicallt)' compares on such bases of
suitavility, quality, price and style. .
So2giality Gaods:

Those conzsumer®s goods, with unique

charact;;istics and/or braad ijent{}ication

for which 2 signific;nt group of hHuvers

ara habitualty #illing to ma%e a special

gurcnasé effort,.
- Jerry (13953) founi that consumers prefér to make a sin=-
azle trip to one centre for 32 number of purcsases. However,
these two malls offer a varief; of similar 20015 and service
¢3 anl in many instances the same item can b2 found at both
sentress Thus the offaring and selection of zoods at each
mall 1oe3 not fully explain the sp;tial behaviour of consun-
2rS ; - -

The second question askel each consumer was to estimate
the fistancz from their home to each of the mallse Tha pare
seived distances to cach mall can ~be campared to the astual
fistance as measured fron Yhe centroid of each census tract.
Tae difference between the measurzs of distance can tnen te
comparei statistically for any significant Jifference. It
Pacione’'s (1375) wocanclusion that perceptiosn of dAistance is
;QsitiveLy Felated to the perceivad attractiveness of the
shoppinz arcay then distance midht te 0§ai as an adaguate

seasure to exolain the consumer®s shoppin2 preferencze.
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A sectioa for additionak comments on each mall was pro-
vided so .that respondents could*\egplain or expand wshat they
tad dzcid2t about the criteria or to inclute iteas or criti-
cisms that w#ere not describ;d in the first »art of the ques-
tionnaries Jver eignty pé@cent of the ressonfents were will-
ing to express their opinions and feelinags about shopping
sentres and in particular Stone Road Yall and Willows Fest
;ali. These comments reinforce the view; of the consumare's
responses to the image variabtes.

The Laét section of the gQquestionnaire d42als with the
so0cio=economic backgrouni of each consumers Stuiies have
indicated that the imaze of a shopping centre is determined
sartly by the consumer?s social and economic status (Baunol
and Itey, 1336; Marble, 135%3; Huff, 1359, 13561 Rushton gi
alksy L1367, Pawscony 1373). Tao charactaristics - occupation
1nd income of the heusenold head =~ have been itentifiel as
thz tao nost often used variables to ;efine the consume?‘s
s50cio~cconomia status (Mathews and Slocum, 19737 Duncan gt
aksy 13723). [n, addition other variables such 3s place of
residensey house type an; education of the respondent shouald
be employed in order to ain a couplete measure of the 2on=
sumer?s socio~economic backgroaound, Thereforey the followsing
Jquest ons were included in the 9questionnairas

1 Sex
2e Aze

e

3. Maprtial Status

Ly
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+
4s Number of Children Living at Home
5: Dacupation of the Household Head
6 Jecupation of the Respomdent
9. Total Ffmily Income
5, Level of Education of Fousehold Heai
3, Level of éducation of 3pouse
10, Years Lived in the City
11+ Type of Tesidence
12, Dwernership of Residence .
The respanient was asket to place 1 "X in the appropriste

box far each 50cio-econonic question (see Appzndix A)s  The

responses to these questions wsere used to categorize the

"

respondents into various socio-econoric subirouos of similar
sackgroun 1. The analysis of the consumers? imiges of shop-
2inz centres wa3 performed using the variibles of sexy agey
aascupation of housenold heady, total family income and aduca-

tion level of the Fespondent {(which was fetermined by the
) { )
author following .the dompletion of the guestionnaire) to

test the hypotheases. The remainiang secio-ecanonic character=
b ;
i
istics praovided _ the author kith a means of wvarifying the
o

|
!

responses of each consumer.

——
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3.4 THE SEMANIIC DIEEERENIIAL SCALE

The semantic differential scale is a technique used for
aeasuring 1mazes.s It has been uysed succes;fulty in a nuﬁber
of zeuveraphical studies, This methoq‘ is fescribed in stu-
iies by Downs (1373); J3olant anduaurtonitl370): Caiwlllai:
er (1375); and Pacionme (1975). Houever’the mast detailed
fescriptions are prévidei by Osgandesy £t al. (1957) and
Sqiier and O3z0o0de (19693).,

Jolant aadi Burteon (1973, ppel21l) state that the seman=~
tic differeantial scale "is a‘psycnological technigque which

takes us2 of lLinguistic encoding as an ianfex of meaninz.”

Tyurthery they say that "it uses 2 combination of .association

ind scaling procedures in measuring the psychological mean=

ing of concepts"” (ppel2l), It i3 a means by #hich the ras-

!
1
i -

Jonses iadicatet the feelings or attitudies people thave of
I
oy . |

various s3hoppinz centre imagze attributas.

fhe method involves selecting a €?ir 9f bipolar azjac~-
tives (s32e appendix A) and relating them to a specific imaige
concepts For example if the question askei was: *'The Arctic
temperatire in the winter is: then the apporooriata bipolar
aijestives would be hot and colds. Zespondents to the questi-
asnnaire indicated their feelings or attitautdes towards each

FJ

shoppin? centre bty rating the sixteen criteria for each of
the tao nalls, Using a seven poiat tipolar scale tnat rang-

235 from the aezative of Yextremely bad"™ to the positive of

"axtreaely z300i", the respopndents indicate their feelings ty
&

e




R

.

56
placing a "X" in the appropriate tox for each gquestions,

Zach response repgresents a selection among 31 set of alterna-
£

tives and serves to localize the concept of a point in se-

»

mantic space (3nider and Osgoodayg 1359). In evaluating the

'

concept or attritutey the position of the response varies in

tHG Wa¥Se Firsty, it varies in intensity: and secondly, it

<

varies in dirzctions On the seven point scale the *neuteral?
ardile space represents the orizin and the fistance from it

sorresponds to the respondent’s intensity to the reaction,

The direction of the chosen response ¢orresponds to either a

positive or nezative feeling towards the concent. The se=

tection of th2 bipolar adjectives is derivel from the find-
ings and conclusions ‘of existinz ;eoer1phica1 res2arch
{Downs, 1779; Caiwallader, '1;%3; gurnsg 13%9)., Jould
(1362) found that Spatiagvgreferenaes may asured aore
apgroariateLy on the orifinal scale. This permits the re=
searchar to analyze the results qualitatively and then ty

juantifyins the image data.

3.5  METHOD QFE ANALISIS >

The data were collected during the months of June and

‘July 1931, The 224 respondents wers-aszkad to ibiicate their

1 . o
feelines or attitudes towaprds each of the 5$Xteen inage
4
1

. |
sriteria for eazh of the malls. The order ofithe malls in

the qiestionmaire was reversed in order to eﬁiminate any

penLonna} biases on the part of the responienﬁs. In the
!

t

—_—
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thiprd part of tfie questionnaire the responient was asked to

somplete the section of questions related to his socio= 2co=

v

aomic bas¥Xzrounde

The data were analyzed using the statistical technijues
of a fregquency county the Wilcoxaon matchei-paired' test of
signif(canca, "factor analysié and a rotational tachai jue

sallet RELATE, The data were analyzed to jetermine the im=

age characteristics for botn Stone F0ad Mall and Hillow West
‘hh‘ﬁall- This was done first for the entire sample and -then ty

2aca of the selected socio-ecomomic characteristiess, The s0-

' '

cio=economic characteristics analyza? are s8x, sge; occipa«

@

tion of the household head, total‘famil} income ant edaca~

tion level of the responient,. The image characteristics as

o

.

Jatetranined Sy each of the sample Subzroups for each mall
;ere compa;ed for simitarity or dissimilarity.

The freguency ¢ount routine 1etérmines the frequancey
sercentages of importance for each image criteria for each
af the tao “allse. Tris permits two indepeniant statistical
proceiurés to me used in analyzing the results of the semnan=

tic diffarential techni jue. The mean of e¢ach criteria and

the frequency‘of“%eaggnses for each pofht in the seven point

2ipolar scale peraits the réseargher to jualitativaly com=

pare results of the two malls for ¢ach sanple subsroups The

Tilooxon .aatched=paired - test  of significance inficates
_Signirican e:

shether therz2 IS any siznificant difference between each
5ubzroup®s answers as related to the imaéZi of the two

;01],].3.

T
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Factor analysis is employed to further test the results
sbtained by fhe senantic qifferéntiit seale. Fagtor apaly~
i3 i3 a multi=variatée technigue which takes 3 materix and
reduces ite To reduce redundancy that mizht be presant in
the original variables in tne‘qUestionnaire,bfactér analysis
merzes topgether these variables. The pr%ee&ura& of factor
snalysis using the va;imax Pot;tiqnal method produces fac=

tars o5f the consumer’¥s image . of a shoppinz ceatres These

£l
o .
factors shich are independent and wuncorrelate? to each othdr

-

can be cunsidered as the aquivalent of the fimensions of the

individual consumer?s imiyge of "a shoppina centre. Thus fac~

tor analysis susmarizes many variatles oy 2 few factors

(Vel taany 1967)s TFhe sets of factors a#hich resiult from each

3f the analyses are used to examine the variation in the ir-

ages of the t#o malls for each of the socio=-z2conomi¢c sube

. ‘ ﬁ

IPOUP e : .

Finallyy individual factor structures ars comparef as-.

Y

ing thne rotational technigue c¢allet RELATE, IELATE deteapr-

mines the Jegree of similarity petacen the factor structures
b

fur e¢ach socio=ec¢onoric subgroup. It frodaces a measure of

sonziruence between p1irs of factor structures to determine-

shether the imazes of the malls are similar or fissimilar.
The folloaing chapfer presents the results of these

of

U

variowus methofs of analysis to determine if the imaze

shoppin! centres vary acceording to the consumers?! socio=ecco~

o

nomic charact:zristics,




Chapter IV

ANALY SIS OF DATA

1.1 INIBODUCTICH

I'ne consumers? images of Juelph®s tao lairzest shopping

1

gentres = Stone Road Mall and Jillow West 4all are examined
oy analyzinz thair socio~economic characteristics. Sixteen

sonsumers wer2 selected from e¢ach of the City .of Juelph's

i} | )
fourteen ceusus tracts of 1976$ This providef a total sam-
|

ale of two=niundred ;nd twanty-four consumers for this stuiy.
»

The respondeuts were asked in the gquestionnaire to rate
firsty the characteﬁgstics of one mall then the othar. The
rier of presentation of the walls was reversed fo elininate
jersonal hiasés towmards either—mall. Fach respondent was
asked to indicate his feelinz ar attitute for each of the
sixteen characteristies for both mallse These charactarie
tistizs wWere used to form the consumer®s image of each shop-
piny centres The third section of the quaestionnaire asked

wst!

the respondents to answer questions related to their socio=
gconoaic¢ characteristics, Ele;én questions #ere asked in
srder to determine each respondent?s socio-ecoﬁoﬁic“status.
The questionnaire als3c asked each respondient to esti=
+ "
fate the distance from their home to Stoma Road and Tillow
fest 1alls. This perceived distance was coanpired to the ac=

tual fistance whicn was measured along the shortest street

route from the 2entre of the census tract to zach of thne two
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mallse Table 441 shows the mean values of the observed tis-
tances between the respondent’s homz2 and th2 shoppfng centre
and the number of respondents in each census tract who un=~
Jeres£imatei this distance as compared to th2 number who ov=
srestimated it. A difference of means test - the ?ilcu(un
maéched pairs tﬂo taile’™ test (Haber :nd Funyony 1349,
‘990253‘239) - #as emploved to test the null hypothesis that
the consumer'§ estimation of distance is5 similar to the ac=«

tual fistance. For the analysis the 0.05% level was selected

as the level of significance for this test, For the Stone

10ad4 4all the observed T value of 31.3 was greater than the
axpected T valuz of 21. Similarly, at Yillow Jest Mall the
rvvalhe of 3m xas greater than the expected value of 17.
Iherefore the null hypothesis for both malls must be accept-
et Thése fiadinzs infer that the measure of distance can
not adejuately explain the consumer's spatial bpehaviours
Inerefore other faztors must te discovered which #ill pro-
vide 1n adequate explanation of consumer 3patial behavioar.
fuff {1937y 19640) argues that there are forces w#hich
o
sperate sutside the spatial system that influence consumer
s5patial behaviour. Marble (1953) found that distance“tra-
velled by consumers i35 sisnificantly related to their social
and econemic characteristics rather than t3 their location
relative to the shoppin2 centra. Consumer behaviour i3 a

function of oJne's enviroament ory @more sovecifically, the

*
sayrceostion of the spatial environment. i The orzanization of

-4
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TABLE $.1

ESTIMATION JF CISTANCES TO THE SHOPPING CSENTRES
BY CENSUS TRACT

Sxanz 3Read ¥all dillgn d2s5% 3all
Census Maan Cver Under Mean dver Undar
Irast Distance Estimatiaan ' Distaoce EZstimation
1 2.50 7 9 8.00 3 Sx
2 2,00 11 J* 350 3 1
3 5,00 19 6 5,00 ' 12 4
1 T+00 11 5 &e 50 7 6%
3 T.00 3 H* 700 12 I
6 2450 1 12% : S.00 7 g%
7 3,00 4 g x 3,00 5 6%
3 1,30 3 S5k 2.00 3 1%
3 5.50 6 10 2.00 ] 113
{ 10 ¥ 3.00 2 13% 1.00 ) g%
i1 +.+30 2 14 2,50 7 4%
12 3+00 3 g% 3. 50 1 12
13 1,50 14 1+ 4450 3 g
14 5.00 4 R 2.00 3 Nk v

* pDoes not include respondent®s corpzet 2stimation
" -
af 1istance.

the eavironment is directly related to the consumer's imaze
of #is astion 3paces Image is the process of coliecting,
sodiss and ¢évaluating informaticn‘abnut the spatial envirﬁ;-
aent (Doansy 137C),

The consumers® images of the two malls are analyzed by
2ach socio=~e¢conomic characteristic to determine how e2ach

characteristic and +tne fifferential  reaction of various

droups to thend affect the perceived image of a shopping cen-

“tres The ftata were anilyzed, first, by comparing images of

2ach shopping sentre as determined by all the respondeats

and then,y seconily, ty each socio-economic 3ub=:zroup. Sev=

&
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2ral statistical technigques are used to analyze the dafa-
Tne f}equency count routine yielded a mean response valuye
‘ahich =zives an  indication as to Thow consumers rainX the
2all¥s inage criteria, The Wilcoxon test is used to test
the significance of the responses between the two matlsg.
The iaportince of the evaluation criteria i3 pursued further
throu:h factor analysise Finally - a rotational technique
calledi ELATE is emplhye4 to test the congrwuencz between the
two factor sStructures. However a cro;stabulation beta#een
pairs of socio=economic characteristics is performed before
the analysis to determine if‘eaqh chiaracteristic is unrelat-
ed and providas a different measure of a coansumer?s image of

nallss

4.2 CROSSTABULATION QF SOCIQ=ECONOMIC CHARACTERISIICS
tespondents to the gquestionnaire were asxed to complete

Ax section containing a number of quest{;ns related to their

socio~econmic status. If £he eleven questions that were

asxed, five were identified a3 being the nos} important for

analyzing tje sonsumers?! perceived ingazes 9f the mallss, The

five faators, ahicﬁ have be=z2n Beterminéd hy previous re=

searchers (4atnews and 3locum, 1376; Cuncaan 2% alsy 1372 and

lich and Jaiaey 1363)y are: s2xy age, total family income, ’ !

aduycation of the respondent ani occupation. Suncan 2t al.s

.

L1372) founi tnat Bne's occupation leais to resumgfration in

the form of earnings ant is related to his educational at- j
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tainments This would inficate that some characteristics may
oe interrelated and simply provide a remeasurement of that
socio~econonic characteristics
=< y

To test for interrelationships between 2airs of socio=-

2¢onomic characteristics a crosstabulation between the five
LY

characteristics for the 221 respondents aas parformeds The

. 1 ! -y . *
results of the crosstabulation can be fount in Appendix 3. A
shi=sjquare test was applied to the crosstabulations andi a

¥} . .
aull hypothesis aas either accepted or rejected at the 0.09
level of confidence. The naull hypothesis 3tated that there
is no significant fifference betaeen a pair of sSgcio=cconom=
ic characteristics. The results of the chi=sguare test are
presented in Table 4.2, ‘ ’
TABLE 4.2

CHI-SQUARE RESULTS CF THZE
SCCIC=ECOMOMIC CHARACTERISTICS

Socios=econonmic Ubserved Jdf Zxpectet Re jection of
Characteristics Chi-squars Chi=squares VYull Hypothesis
Sax = Aze _ 7.64 4 9.43 no

Sex =~ Income _3..97 1 .49 no

Sex = Efucation ™. 177 3 EFEE) yes 5
Sex = Oceupation 14,15 S  11.07 yes

. »
Age = Iacoma 15.66 16  25.30 yes
- Aze = Ziucation 12.27 14 26439 no

Aze = fOccupation 192,76 20 J1.41 ves
Incoae - addéation 47,35 18 26,39 yes
Iacame = Jecupation 93.11 20 J1.41 yes
€fucation = 93,03 20 IL.41 - yes

O¢ccupation
f

e
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Fd
There are sSiznificant differences betseen the pair of

sharacteristics of sex and agey sex and total family incore

¥ n
and aze ant education of the respondents It wouli appear, to

the aithor, that there are no significant Fifferences bet-
acen the characteristics of income, education and occupa=-
tion, Thus one's océupation can be measurz2d by one's educa=

tion and total family income.  This conclusion is supported

iy the findinzs of Duncan ef aley (1872)s To eliminate repe-

tiveness only the four socio-economic characteristics of

sexy azey total family income and education of the respon-
1

tent are discussed and Enalyzed in the following sections of

»

this chapter.

4.3 EREQUENCY BOQUTINE RESULIS |

i
|
4

1%

azh respondent rated the sixtegn viriables in the
juestioanaire for Ftoned Road 4all and Tillow Yest Hall. The
sittez2nth criteria = overall attitute/feeling - is - not used
in the analysis tut served as 12 control for the accuracy of
4ll the responses. For example, if a Tespondent rated most
2% the criteria‘qqite low and inticated a very high overall
fealing towards the wmall then his response ~as considérei as
suspect and the ques?ionnaire was rejeszted for analysis:
The! respons2s to the‘image vaéiables are usaed to comprise
éhe consumer's imaze for "both malls. The frejuency routine
shows the distributien ofivariable values 1ni summarizes the

resylts of the sonsunmer's image of the malls. A summary of

—_— e &




the rating for each mall is shown in Figure d¢l The 4data for

. all the freguency routine results have been incluied in Ap=
gendix T

The meXn responses for each of the mall'®s characteris~-

t{cs are more positive at Stone Road Mall than at ¥illow

fest 1a£lo The only exceptions where thg criteria is more

positive at the Latter matl are availtability of oparking,

traffic conzestion and price%. The first , two criteria re-

flect the smaller size of the mall, It woulil be expected

that a smaller dall would attract fawer consumers than a

larzer 1all and therefore it would have less automobile

'S

traffice Proportionally a shopper shouldi encounter l=2s
.
traffic conzestion at the mall and bte able to find suitable
e e rgaprkin gy T The mean scores for thas¢e two variables supoort

] ’ .
this argumant,.

For Stone Road Mali, consumers chose cleanliness of
sfores' mall pours and reputation of stores as the most fa-
vouranle criteria. Followiny these eriteria are quality of
stores, sales personnel and variety of proiuctss, Criteria
ranked relatively low are prices, vaiue for price and traff-
ic coazestion. The mosf positive characteristics at V¥illow
¥25t are cleaanliness of stores, availability of parking apd

gw,wfpeputztion of storess cyoselx following these criteria are

) s5ales personnaly mall hours and gquality of storess Compara-

tive shoppingy variety of stores and vaiue for prices are

the criteria havinzg the lowest valuess The m®most positive

S

- A




= B
g &
z =2
- ¥
z 2
s =
L:J\\

66

"\\\\

\\\\\\\\

\\\\

\\\\\\\\\\\\

\\\\

\\\\\\\\\\\

| \\\\\\\\\

VZ\\\\\\ \\\

"\\\\\\\\\

SN N

I
2

T
-+

.
y vuanbar g uragy

-~

Prices

Value ft“ Price
Traffic C ongestion

C omparaéi;:e Shopping
Type of Shoppers
Adve{tising
Availability of Parking
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Figure 4.1: Frequency Mean Scores by All Respondents
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criteria of bhoth mallsy as chosen by the respondents, are

similar yet the order of importance var_ieSa, In contrast,

the Llowest critaria at Stone Road are trices and value for

srice which suagegest that consumers find

fizh in relation to other shopping ar €as,

aprices relativaly’

For Tillow Westy -~

the Llowsest criteria of comparative shoppinz ant variety of

stores raflects the size of the matl ang

1ttract more stores to its locatione. .

A test of significance is employed to

its inability to

test the hypothe-

— 3351 fnat- tha images as determined by the-pespondents-are the —

e

—-

same for both malls. The Jdilcoxon matched-pairs test is

4sed to test for the significance of difference between the

aean responses for each mnall charac teristic. A two-tailed

test is usetl to ast ’cn:\ null hypothesis that the imagas of

soth nalls are similar. AT statistic for 15 paired obser=

*

vations PMequal to or less than 25 is regquirad to reject the

aull nypothesiss 3Since a T statistice of 3 was obtained the

i

null aypothesis at the 0.05 level o f confi tence can be re-

i
jed¢tet and it c¢an be said that ther= i3 a significant 1if-

ference in the respondent®s parceptian of a shopping centre

.
-

ima ze. The consuners?! image of shopging centres is further

investigated by bhypotheSes twxo and three
jocio=~aconomia c?}-aractevistics of shopjers
the iawmazes vary within and betwzen ma Lls,

Rl

in examining the

to jetermine how
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4.4 EREQUENCY BOUIINE RESULIS BY SCCIQU=ECONQMIC
CHABACIERISIICS

Jonassen (1855, &p.TS)—fongdathat people with diffev;nt
socio~econonic status differ in théir *étfifﬁ&és’towargn;}-
‘teruate sources of shopping satisfaction", The frejuency
troutiue is employei to rank the order and i%portance of the
lmean responses for each of the shoprinzg centre charac’teris=
'ties of 3tone Road and dillow West Mallss The ¥ilcoxon tes£

is then used to test the following hypothesegs Firsty, that

! R s * o .
the consumers?® fmaze of a mall varies accortneg to their so0-

qao-economic 3tatus g@: secondily, that consumers by socio-e=-

o
!

! . - . .
sonomi2 sub=grouwy have different 1irtazes for ecach shopping
i

!
i

tentres The four socio-economic characteristics of sexs
-&;e, total family income and educational level of the res-
adndeat are tested.

The imaze variatles for each mali are arranged in a
descenting order 5} their 'mean frequency scores as feter=-
tined by all resgspondentse The mean resjonsaes of 2ach 3o0cio=
2conoiic group are gplotted against these values, Lines of

,one stanfardi feviation are also %ucludeh to assist in the
analysiss: A 2roup?s response that lies above or belowkthe
standard deviition lines will be considered as varying s51g*
gificantly froa the tetal egroups response for that particu~

. . lar variable although no statistical test 1s performad to

support these statements.

.
-

! ) The mean frequency results by sex for 127 female anit 97

male responients are shown in Fizure 9:2, At Ston2 Toad
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4all the mean responses are higher for the females than the

males. The only variables ahish are more positive for males

“are availabilty of

parkxing, traffic congestion ant variaty

?f products. .Jowever it woull appear from the slopes of few

male and male responses that they Mo not vary arcatly. 3ut

it can ve 3tated that there is a differdpnce betwezen the con-

sumers? image of

3tone Road Mall and that it does vary ac=

2ording to the respondent?®s sex. The consuners imazes at

males have a more

Yillow ¥&st Mall by sex are similar to Stons Road Yall, Fe-

positive image of the mall +than males.

Jomparing the slopes of their mean responses reveals that

there is a greater

a2e for this mall.

is obtained while

difference in tha perceptign of their im-
At Stone Road Hall a T statistic®of =10

*

at Jillow JYest Mall it is =13, The. hy=-

sothesis that a consumer®®s image is similar for both sexes

This aould sugzgest that consumers do not

have 4 similar imagze for each mall.

females itdentified
_,\M‘ -
putation of stores

they nerceivetl the

consumers’ imagze tetaeen malls showss that
mall nours, cleanliqﬁss of stores ant re=-
Ll

as the most positive eriteria, Although

same criteria as being nost positive for

both nalls, the mean responses are higher at Stone oad

4alls In contrast, the lowest rated ceriteria are found to

Be prices, valGQe for price and traffic congestion at Stone

Road Aall., Folr #illow West Mall, the lowest criteria are

variety of stores,y

4

b
(!

comparative shopping ani value for prices
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.and value for prica. The results for tne males azree, in

71 -

This iandicates that females perceive the image variables in

2 different arder of importance. .

hed
For male respondents the most positive criteria at -
3tone Road Hall are identified as cleanliness of stores,

mall hours and quality of stores. At Willow West they se=

lected cleanliness aof stores, availabilit} of parking and
sales personnel as the highest rated variables. Tne least
fesirable ¢eriteria are prices. value fog price and compara-
tive shopping at Stone Roalds At Tillow ¥esty the least no-

sitivae criteria are coaparative shopping, variety of stores

zenzraly, with the ;eszlts ;f the females,

The Wilcoxon test is employed to test the null hypothe~=
3is that =2ach sex group's image_ of each mall and for b;th
dalls is similar, For 3tone Road Mall a T statistic of -10
is obtained betaeen the images of female and male resgon-’

B -
lentss At Jillow Yest Mall the value is -9, - Comparing cor~

responiing imazes between malls a T statistic of =20 ‘'is
found for females and =13 for maless At the 0,05 lerel of
3
significance it is found that the null hypothesis is rejexst-
ed anf it can be said that the consumer 3zroups® imaze, by
Sedy i3 sizgnificantly different at each shopping centre and
The mean responses f;r each of the five»age grauyss are \

15 well as between the two malls,

gummarized in Figure 443 The number of respondents in each .

12e category arat <25 -« 35, 25 to 34 - 13, 3353 to 43 = 50, Sb




e \ T2
.
to 65 = 12 and 265 - 14, At 3tone Road Mall the images of

the 50 to 62 aud >6¢5 age groups are tha 793t positive ove-

ralls The lowest image is held by the age group be‘tween 25
sad 3tse The variation in responses indicates that each group
has a Jdifferent feeling for many of the image variables. At
Tillos #¥ast Mail a simiiar pattern of imasges for each age
Ir0UP APPRALSe ’ The 54875 J;;é group elearl‘y nas the most posi=-
tive img;e of the malls T‘ne.“ S50 to 65 age zroup has 1 slignt-
Ly less/ positive image of the mall ’tha_:; the former gzroupes
The twao younszest age zroups of <25 and 25 to 34 ”haVe the
loxuedst overall ima:e of t“be m:;ll-‘ ‘The variation in‘/{ the res-
sonses betwean ;,'roups ;ts Jrexter thain at Sfone Toad. Howa v
A

ar it is‘claari that a \c?onsumer's imaze of a mall does vary
by axge grd'n}a o

Compax‘“ing the images by age zroup reveils that at‘St:‘m‘e
wad 4atl atl a2e Qroups are pleased with the clean appear=~

i
ance of the mall osud its convenient hours. ﬂowever,w thare
ap“pe.xrs to be no comgon third criterias ';!:xe two oldlest con=
suner groupi lided the friendly sales personnel which inti-
: {

catesd a #illingness to be assisted with their puqrchases.

dile thz2 25 to 34 and 35 to 47 identified the variables of

Al

.

quality and reputation of stores which reveal{‘tnat they ap-~

preciate the lintangitle qualities in a,store, Finally, the

youngest age 2roup likedl the v“ariegfy of stores which con=
. ‘ &
firms the feeling of many older shoppers that the mall ap-,
. - e, N
» [
ge‘.:ls to the younger shoppars.. For the lowest rated crite-

“

.
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ria each age 2ro0up is conceraed about the“high prices and
Low value for prica. The exception i3 the over 65 age cate=
sory wshich is concernet avout the value of the merchandise
for theirvmoney ené aithiparking and traffic congestion.

At dillow west Pall cach age gzroup Likej‘tne clean ap~
peirance of the mallvand the availatility of paruing, The
third most appealing criteria varies &ty aze group such as
the tanzible Lttributes of friendly sales personnel ant con-
vaenieat mall hours for the younggst and oldest age catezo=-
ries respectively. The remaining tgree groups preferred in-
t4n;ible attrinputes such as the raputation ani gquality of
stores, ﬁThe Least attractive criterild are variety of stores
and comparative shopping . for all age grouns except the 265
.ahich likes lzast the value for price and comparative shop=-
ainge Tﬁe%e critaria reflect the small siz2 of Aillow dHest
4all and its limited number of storess

"The 'tilcoxon match=pairs test {s usat to .test the ay-
pothesis that consurer images by aze groups of a =@mall are
similars The T-statictic values are presented in Table 1.3,
At Stone Roat Mall theihypéthesis‘géan be rejected for all
age group pairings except for the <25 ant 545 ,and 30 to 65

and >53 age 2roups who have similar images of the malls At

\ w
‘

¥iilow sest Mall the only pair"of agze groups that have simi=-

lar imazes of the shopping centre are betwean the <25 and 25

-

to 3t aze groupss. The hypothesis can be rejacted for all the

ather age 3Iroup pairiangs whieh dadicates that they thave




1S
fifferent imazes of the malls, Comparinz the slopes of their
N

mean responses in Figure 1.3 supports these findings that
the consumers' image of a mall varies siznificantly by age
Iroup.

Fizgure 4¢3 alsoeo indicates that each age group has a
jifferent perception about a mall's imagze and tﬁat their im=-.
1zes of both malls are differents The Wilcoaxon test of zig=

nificance i3 eﬁployed to test the null hypothesis - that the

images for both malls are similare Table 3.4 shows the T

statistics between walls by socio=economic characteristic.
For the age graup;>of <25; 25 ta 4y 33 to 47 and 50 to 65
the null hypothésis is rejected and i¥ ¢cin be said that the
images 3f the twe malls are significantly Iiffgrent. Howav=
.2ry for the older than 45 year old zroup the null hypothesis
aust ove accepted,s Thaus each age 2roup, except the sreater
than 4%5 95, have images of each mall that are significantly
iifferent.,

Thz fregqieney routiue i5 also used to summarize the
respoudent?s image of the malls by total family incomes The
number of respondents by incame group ares <$10,000 ~-10,

313,090 to 523,000 - 77, 520,000 to $30,09) =53, 330,070 to

540,000 = 33 and >340,000 - 21, The results are preseated

[ v

|
in Fizure 4.4, For Stone Roat Mall tha most vasitive image

is held by the <310,000 total family income group., This may
be duae, in part, to their Limited disposable income which
ds
nay raestrict the number of shopping areas that they are able
| .

1
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TABLE 4.3

MATCH PAIRS TEST REIULIS

3y 3Socio~economic Characteristic

Stone Road Mall

Observed
T-Statistic

\GES

<25 = 235 to 4 -14 '
<25 -« 335 to 413 -20

<25 = 30 to 673 14

<25 = >63 317

25 to 31 - 353 to 49 13

23 to 34 = 530 to 55 ]

23 to 31 - 245 g -

35 to 19 = 30 to 55 0 -
15 to 143 = >635 14

33 to 53 = 265 0

TOTAL FAMILY INCOME ($'000):

<510 - 510 to $20 -5

<31) =« $20 to 3530 . =3

<$10 - $30 to 510 -2

<310 = >340 -15,5 - .
$10 t> $20 - 3520 to t3ID 42,5

$10 to $20 = 330 to #490 - 20

510 ta 320 - >3840 39

320 to 330 =« 330 to 3140 42,45

$20 to 530 - >340 31

330 to 540 - >3510 ~316H45
EDUCATIONS
“LCradas I - Srates I=-12 -12

£3rats I ~ Gratdz 13 -4

Grade 3 ~ Community -29

College ’

<Grade 3 -~ University -17

3rades I-12 - Grade 13 -32

Grades I-12 = Cormunity -33

. Coallege
3rades J=12 = University -41 -
irade 13 = Coamunity 64
: College
jJrade 13 = University 55,95
Community Colleze - -3534% ‘

University
L 3

Acceptance of
Null dypothesis

Yo
No
No
fes
o
Yo
Yo
No
No
No

Na
No
L)
No
Yes
Yo
Yes
Yes
Tes
Yes

Ho
No
Yes

Ho
Yes
Yes

Yes

Yes .

Yes
Yes

e

J S
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TAZLE 4.3 (Continued)

YILCOXCN MATCH=-PAIRS TEST RAESULTS

By Socio-economic Characteristic

University

Willow sest Mall

Observed Acceptance of
T=-Statistie Null Hypothesis
AGES i
<25 - 25 to 34 - -33 Yes
<25 = 35 to 49 7. 13 No
<23 = 30 to 63 " R No
<25 = >A5 2 No
25 to 34 - 35 to 43 Q No
25 to 34 = 30 to 63 4 do
23 to 34 = D45 2 No
35 to 43 = 3] to bS5 17 vo
13 to 43 =~ D45 3 Ho
33 to 65 = >6S 16 No
TATAL FAAILY [NCOME (£0000):
<510 = 510 to $£20 - 21 No
<510 - B20 ta 3130 -15 Mo
<310 = $30 to $40 -31 Yes
<p10 - >340 Q No |
‘310 to 320 - 320 to 330 0 Yo .
$10 to 520~ $30 to 3440 -17.5 No
$10 to 3230 - >540 0 No
£293 to 530 = 3534 to 40 53545 Yes
$20.t5 $390 = >54Q . =12 No
$310 to 340 - >310 0 No
EDUCATIOY
<Crade 9 = grades 3=-12 -12 Yes
<3rads I = Grage 13 ' -43 Yes
<3rade¢ 3 - Community M -25.5 Yes
Cotlege i
<Grade 9 = University =g No
jrades 9=-12 = Zprade 17 50.5 YesF
Srajes =12 «~ Zommunity 3.5 No
‘ v CTollage
Jrades I=-12 = University Q No
Srade 13 = Coamunity - -21 No
Sollege
3rade 13 = University 9 No
Tomaunity Tollege - -1 No
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MATCH PAIRS TEST

44

3Y SOCIO-ECINCMIC CHARACTERISTIC 3ETTIEEN MALLS

w

Observed
T=«Statistic

Acceptance of
Null 4Yypothesis

ALL RSSPONDENTS 5 No ]
3EX:

Female { -20 No
Yale «13 No
AGE;

<25 “1143 No
25 to 34, -14 No
35 to 49 7 -25 Nao
33 to 65 ™~ -7 No
365 -30 Yes*
TOTAL FAMILY INCOME:

<310,309 -1 Ho
$10,020 to> 520,000 -5645 Yes
$20,39) to 530,000 -13.8 No
$30,030 to 340,009 -16.5 No
>540,909 -2 - Mo
EDUCATIOIN:G

<3raf%a ) 4.5 No
Jrades 3 =12 -35 Yes
Srade 113 473 Yes
Cammunity College 343 Yes
Univarsity -2 Yo

* Fopr 12 pairs of observationss

N

-

to travel tos. The three middle income groups have would ip-
pear to have similar images of the mall. The most variasd im=-

age i3 faeld by the >5104900 total income group which has de=

finitz opinions on most of the image varaibles,. For exaanple
they perceive the variables of availatility of parkinz, ad-

vertising ant traffic congestion as tbeinz very positive.

Ineir negative criteria are identified as reputation of
1

"storesy type of shoppers and pricess At ¥illox West Mall all

iacome 2roups show a greater variation in their responses to

-

L
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the inage of the malle The 313,000 to 820.?03 group has the
v « h

s

most positive image of all groups wnile the <510,009 group's

inaze is slightly less positive overalls, The >310,000 total

)

family income group exnibit; the lowest imaze of all the
Iroups with the lowest responses oﬁ all the variables. The
330,030 to 330,000 group has a slightly less nezative view
Of the mall thaa the higher income categorys For both malls
it is evident that tte consumer®s imaze of a mall decreises
"#ith an increase in ineomear
The hypothesis that a consumer group?'®s ?mage is similar
{sce Tavle 1+3) tetwneen income subgroups reveals sg&aral in-

terestinge patterns. At. Stone Road Mall as income rises the

imaies bDetween subgroups tend to bicome sinilare However at
B ¥

‘dillow JNest 4all it Tappears that ‘most subzroups have a4

1ifferent ima;érof the mall, The only exceotions are between

tne <310,009 and $30,309 to-340,000 and 322,309 to $39,000

and 530,300 to 540,000'in¢om¢ 2rouns Ahose imazes aprz simnie

Lar., - s

~

N -

Samparing . the consumers? images betazen nalls Shows

.

that the imaze characteristics are rated a3 more positive at
3tone Road Mall which would indicate that consumers by total

family income have a more positive or higzner inaggwof this

mall than tanev do for ¥illowa West Malls The perceiwved inyg=
&5 0f both malls contain a ~variety of responses which re-

T
. flacts very defipite opinions abtout toth malls, The: ¥ilcox~

- =

sn test usel to weveal ahether the irazes o the txo malls

i

£ %8

R
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Figure 4.4: Consumerfrequencg; Mean Scores By Total Family Income
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-
are similar for each of the five income Iroups is rejected
., -
for every income Level axcept for consumers in the 510,000

to szﬁ.OOOuincome bracket {see Table 1.3, The images of
poth nalls are not significantly different for this groupn.

The final socio-economic variable to be analyzed using
o

the freplency routine is education of tha,resbonient. Each
pespondent is askxed to indicate the highest Level of his

sducation. The categories are less than grale Iy grades 3
r. 4 .
l

to 12, graiﬁ\kg, community college, uniéersity and other.

dnly the first five categories are analyzed as ‘the tother?

. . f
sate zory conmtained no responses.
4

Figur% ?-5 presents tha me%n frequency responses by
sducational levels The <Srade 9 group has the’mcst positive
imaée of Stone Road Mall. For the Crades 3 to 12 thei; im=-
age can be dascribed as being’peutral since they have an
squal numberrof ﬁesponges above the tntal mean respoqﬁe,line
for all respondents as they have below ite Thé lowest imagzes
are held by the three hizhest educational zroups. There is
2 Zreater ?ari;?ion in. thq.fégbpnses at Yillow Yast Mall
ahich indicates that consumers do noﬁ‘appear to have as
clear an image pf tﬁis mall as Atney 40 for the former mall.
Positive images are held ;y the <Graie 9, 3Jratfes 9 to 12 and
jrade 13 z2roups. Conmunity college zgraduates have definite
opinions on each image variaple. Their ressonses are aither

fairly hignu or low.compared to the responses of the other

‘zroupss Their mostgpositive responses are on the criteria of

L .
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av '}Ability of parkiég. sales personnel ant traffic conges-
tion-\‘ In contrast vtney view the ¢riteria of variety of
storesy comparative shopping and gquality of stores as the
lLowest rated. The university group ranks aillof the crite~
{ia the lowest compared to all the other groups which clear-
fy means that they have a very low image of this malle.

fhe Wilcoxon match=pairs test is employed to test the
hypothesis that the counsumers® image by education level ;f a
#all is similar (see Table 4.%)s For Stone Road ﬂall consum=-

. .

ers with a <grade 9 education have an imaze of the matll
#ahich i3 siznificantly differegt for .all zroups except those
Aith 3 community colleze education. However for the zrade 9
to 12, graddfl3 and university groups their images are simi=
Lar to all other groups except the <grade 7 zsroup. The ty-
Aothesis must be accepted when compiring the commmunity col-
lezge's image to the imrages held by all the other educational
Iroupse At Aillow Jest Mall the <grade I 2roup has a similap
image to the zrade 9 to L2 ant grade 13‘groups only. Compare
3neg tne zrade 3 td 12 zroup?s image with the other groups it
vas tfound that the hypo@hesis can be rejected for the zrade
13 ant university 2roups. The grade 17 group has a similarp
image wiith only the <grade 9 group of consumers. This pat=
tern ¥#a3 al3o repeated for the community colleze group whose
image is similar only 7to the grade 9 to 12 zroup. In con~-
trast the university z2roup's image of +the ma2ll was foundt to

-

se significantly dJdiffarent to tae inmazzs of all oather

—
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%

Iroup e Generally it can be said that consumers by educa-
tional sroups have a similar image of Stone Road Mall but

that their images are different for Yiltow dest Mall, This

may be due to the size of the malls in =ahich the latter mall
has a smaller :selection ahd variety of sStores and mershan-
dise.

Zxamininz zach group's inage between the two malls (see
rghle 1+ 4} reveals that for 3tone 20ad Matl the respondeats
zenerally rated cleanliness of stores and mall hours as the
two mast important criteria of the mall's imazes Sleanli-
ness of stores i5 perceived to be the most important attri~
pute in the formation of W¥illow West Hall's im;ge by atl
ZroupP s The second most important attribute varies for each
1roups Friendly sales personnz2l is preferradi by consumars
aith less than grade I, community colleze and university
spoupss Hosever the criteria of reputation of stores is im=
portant to the other two ;ducat;onal graups.

The lzast preferred criteria at Stone Road Mall for
respondanf" #ith elementary and secondary eiucation are
traffic conzestiony pééces and value for price. Community
colleze and university people do not like the prices, value
for price and comparative shopping at the mallsese ““AlL res-
pondents found that prices are relatively hizh compared to
>ther shoppinz areas and that they receive slizhtly low va-
tue for tneir‘money. The Llowest mean response at Vfillow

Jest is for the variatle of comparative shopoping., The lack

'
!
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"
of variety of stores is also mentioned as a low rated varja=

ble by consumers with grade 9 +to 12’ *community colleze and
university educatioé- Respondents with graie 9 to 12; grade
13 ani e&mmunityrcStlege distike‘tﬁﬁe dftribut§ of value for
APrice which they find is gquite low.

A t;;f of significance usinz the Filcoxon test is em~
ployei to test the null nypothesis that the images of the
two malls are similar., |

Comga;fhg the pairef results of consumer images by ejg~
cational subgroups'(54e Tarle 4¢3) all pairs of subgroup;
have similar images of Stone Road Mall.,  The exceptians are
for tne following groups aho have Qiffevent image of thér
;;Ll: <Srate 7 and Grades 2 tém}2n <Grade 3 and Grade 13 and
i3rade 3 and Bniversity, At Aillow Test Mall images petwseen
subgéoups are Jiffer;nt exceot for the <3rade Y and 3rade

13, <3rade 3 and Community College, and ¢rates 9 to 12 and

. Lo
jrade 13, Comparing images between the malls the hﬂpothesis
[ . }

| }
¢can be rejected for the zZroups with less thaa grad? 3 and

v I
h

university sducation (see Table 4.4), Their images of the
two malls are significantly different, Howevery, .the null
aypothesis must te accepted for the other groups whose mall

images are not significantly different.
|

f ' . -

Fhe results of the frequency routine reveal that each

oy
o

socio=economic Jroup of consumers has a differant image for
zach 2f the two malls, The test of significance examined

z2ach of the paired images of each Sub=group and founf that

|

R
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in the majority of cases the two _images of the malls are

1

significantly di fferent. However comparing consumer imazes

&

by sacio=-gzconomic factor at each Mall reveals different re=
"sults, Consumze images at Stone Roid\iall are difﬁéﬁent for
& —_ I

. . . e - I
gach socio=economic characteristic except for the ptgher to-
' i P ot

tal family income and higher educational groups whoses inag-
25 are similar, At #illow dest Mall all zroups of consumers

nave Jifferent images of the malle The excaeption are the

educational zroups of <Crade I and Jdrades I to 12, <Grate 9
- and Grate 13, Grade 9 and Community Collegey Grades I to 12

ani Crade 13 'shich have similar images.

]

The importance of this evaluative criteria is puésued
further throuih the quantitative technique of Factor Analy~

3515 Tne di1ta reduction capabilities of Tfactor anmalysis
!
anables one "to sez ahether some underlying pattern of rela=-

tionsnips exists such that.the data way Y% Yrearranged" or

'
[}

Wroduse 4™ to a smaller set of factors or components that may

3 “ I . .
e taxken as source variadles accounting for the observetl in=-

@

terrelations of the data® (Nie 2t. aley, 1975, pp.463),

0

4.5 EACTOR ANALXSIS -

»

It i/s the purpose of this section of the data analysis

s

to identify the interrelationships in the consumers® res-

D

; . .
ponses to the characteristics of the tao shopoing centres.

r+ each mall

The consamer's semantic Jdifferential responses

arovites the tata for factor analysiss Fact

o
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[
marizas "the data by reducing a set of oririnal varianles in

arder to obtain a swmaller set of newy correlated variables,

Velfman (1367 ppe206) states that these variables are

»

. A -
"1efinet solely in terms of the original dimensions, and

dnich retain the most important information contained in the

‘original data', Thus, the derived factors are of the same

3gneral nature as the variatles from which they, are derivad.
i - ‘

Fagtors are ovbtained for each shqpping mall and for the four

Vsocioﬂiﬁonomic 2haracteristics to further test the hypotne-

.

3is tnat a sShopping centre's image varies according to the

consumer®s socio=econonic bacikground,

Fifteen variables are used in evaluating the results of

'

A N
the orthogonal factor analysis incorporatinz a varimax prota-

i

tion. Varimax is used in this analysis as it simplifies the

Solumns of 4 factor matqix and redfuces tha problem of the

first factor bging a eeneral factor (that is, many variables

teénd to lLoad high %h it) snile tHe remai?ing factors tend to
age subclusters of variables 48 found within the'quartimax
rot;tibnal tezhnique (Nie‘al aley 13973). Factoring ceases
4hen all eizenvalues agrceater than ,one are obtained (RFummel,
1979, pp.357T=333), This provides a'set‘of factors whi!! ax=-
plain a large percentage Bf the total variance,

3efore interpretation of factor analysis can proceet a
néthp#rfor choosini salient faetor loadings must be seleat=-
edy ;Una!metnod is to count, s 3igni£ié1nt, any variabvle

' ]

dossesasing 32 loading of 5 or greater on 3 factor (3urns
. '

L
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13890)s This ensures that each factor containes a sufficient

numper of factor ltoadinzs to engble the author to identify

2ach factors The attributes of a consumer®s shopping centre

image which ane used in this studys have been identified by

several researchers such as Downs (1970) and Lindquist

{1975)s, These image attributes can te summarized using fac=

4

tor Labels such as merchandise, merchandise selection, acw

sessinilityy convenience, service, physical appearandce,

sNarendss of the'mall and its institutional qualiti;s. Fac-

tors, for 2ach shoppging centre for all respondents and then ’

socio=economic characteristias are obtained

-

for each of the

from the consumers' responsess

—The results of factor analysis for all respondents re-

3ults in four factors with eigenvalues of 1.0 or greater be-
¢

ing retained for 2aeh mall., They explain 51.7 percent and

5140 percent of the total variance at Stone oad Mall and-

Yillow ¥est Malls respectivelys The results of all the fac-

tor analysis are given in Appendix Do

Factor oney for ¢con3umers at Stone RFoai ¥Mall, shows a

hign sositive loading on the criterion af cleanliness of

stores ahich refer to the mall's institutional gqualities,

Factor two is cofposed of the variables of variety of stores

of stores which ind@s;tes that consumers rate

secondi most important elem’

ani 3uality

merchandise selection a3 the

in their imagze of the mall. The third factor is prelated to

nerchanfises The fourth faétor contains the variables of

e ]
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traffia conzestion and availability of parkings This factor
can be ipterprete&”bs accessibility to the mall,

In cdﬁtfist, factor one, for all cgnsumer51 at ¥illow
dest Mall showas hizh.values for the cri;eria of’comparative
shoppinz, variety of stores, prises and value for price.

. ; .
This factor can be Iabeledigérmeiéﬁhn¢$5e4,,',Faqj?y two is
composed of the criteria of reputation of stores and mall
hourss This factor can be tabeled as institdtional/service.
The Ehiri f;ctor- cortines the variakles of variety of pro-
4uets and ¢cleanliness ;f stores which refers to merchandise
selecéion,apd physical appearence. Finally, the fourth fac=
for contains the variable of availability of parking which
nreasures aceessipility. 3

Altheugh tne same factors are retained to expl;in the
images of the two shoppingfmalls, it is evident - from the
tifferent ord:r of thg factors that the total grou?ﬁof res=
pondents Qave a different imaze for each malls.. A dﬂfferent
srder of factors meanms that consumers ;Lace a‘iifferekt Leve
2t of impo%tance on each similar fa?tor in khe formation of
their imaze of a sheppiny centre.

Factor anilysis is also performed on each of the four
sonsumers?' socioweconomic characterisitices to dTetermine if

- : i
tae oconsumers? image of a mall varies by socio=economic
characterisites and secondly, that their itazes of the two

3

nalls are tifferent.
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Factor inafysis“far female consufers show that five

A
factors are retainedﬁk§r 3tone Road Mall wshich explain 57.4

W

pércent of the total Gariance. - At 4illow Hest Mall only

four factors are retainet explaining 6144 percant of the to-

tal variances ’ q ’ p

~

Factor one for female shoppers at both malls can be la~
weled a3 merchandises Positive loadines on the criteria of
variety of stores;, quality of stores and comparative sh;p-
ging form this facforo It indicates that the ptineiplewfac*
tor ia 32 mall's image for females is the merchandise at a
aalle The remaining factors,. althoueh similar, 3%re pre=
ceived as having a different Level of importance in-the im=
age of each mall., .

At 3tone Road Mall the sacond f;ctcr is composel of the
ériterion of type of shoppers which refers fo the factor of
ANAreness The‘third factor is service. The criteria of

¥

mall hours and tuitding and tandscape make up factor foure
' : ;

It is/}«ﬁgted conveniences The fifth factor is formed by

tz;/

parxinzg ant can be labeled accessibility.

Y gariables of +traffic congestion and avaitability of

-

( At 4illow dest Mall, the second fastor combines the
criteria of cleanliness of stores and sales personnels This
factor can be called services The third factor with a léad-

ing on the variatls of availability of parking refers to the

converiience of the mall., The faurth factor combines the

criteria of value for pricey traffic congestion and prices
<
ahich refers to the consumer®s awareness of the mall.

'l
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Factor analysis gpr male consumers at Stonme Road Mall
i Y

retaias four factors which explain 68:0 percent of the total.

variance. For Willow ¥ast Mall, four factors are also ree

tained‘explainine 6142 percent af the total variance. The
most important aspect of a mall's image for ialeg is the
factor des;ribed as institutional. It is composed of such
criteria as reputat%on of stores and gJguality of XStores.
fhis waould suzgest that male shoppers are clearly aware of
the stores that they shop at. Factor two at each mall is
merchandise which is formed by the criteria of comparative

«

shoppinzs value for price and prices. The third and fourth

factors are the same ‘at each mall but have a different ord-

e The third factor at Stone Road is accessibility whien

is the fourth image factor at Tillow West. In ¢contrast con-

venience is the fourth factor at thae formep mall whilte it is

the third factor at the Lattjr. Factor analysis indicate

'—4—%haf—m2n*{tnﬁ—1b—hﬁvE‘STE1Lar images of the two malls,

Factor analysis indicates fﬁst female and“§zizigiébpers
have a2 Jdifferent image 9f each mall ani that female shHoppers
in contrast to males clearly have different imageév of the
two malls. Womeny who tend to be the principle buyer in the

family, feel that the type of merchandise offered at a mall

!

is its most important asveet that satisfies theip shopping
needse In contrast many men snop\cnly for specific items
primarily for their own use. This finding' is supported ty

their selection of variables which indicates that the insti=
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tutional Qspect of the mall is their prisary facter in a
nall%s tmemas .
) Factor analysis is also performed on the socio=econodic
factor of azees The five age categories as selected from Sta=

tisties Canada (1975) are less than 25, 25 to 34, 35 to 49,

39 to 65 and greater than 65
. i

x

For the age group lass than 25 six factors are ratained
at 3tone Road Malle This explains 77.3 percent of the total
variances ?or the ¥illow ¥est Mall :nly five factors are re-
tained which axplain 7S5 percent of the total Qariance-

Factor analysis reveals that this aze egroup has a
jifferent imaze for each of the malls. The first factor at
3tone Road . Mall consist of the variaples of quality of
stores aand réputation of stores which can be labeled the in-

stitutional fagtor. Service providei by the mall is“consid*

ered to be the second most important element of the mall's

images 5 The variables of value for pricey prices, ant type

of shoppers refer to the factor of merd%aniiSe #hich is the

third factor. Factor four is donvenience which is composed.

of tha variaples .of advertising and traffic congestion. The

v
fifth factor is merchandise selection, while the ltast facteor

is called awareness and is composed of the variatles of

ildinz and landscape and sales personnel.

Xt ¥illoa West the factors are similar in nature but
tﬁeir orier of importance to their consumer group?®®s image

variess The first factor retained can bz titled awareness.
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.Factor two is merchandise selection ., ani contains the varia-~

v .
~ P P

bles of cleanliness of stores and variet? of prod&cts. The
variabl;s of value for ”price and av;itability;df parking
form -tha thiri “facter of m;vchandise anti accessivdility.
Factor four is called inst%}utional. The last factor, con-
vanience, combi?es the criteria of traffic congestion ;nd

f 4

sales personnel.

~

Three factors are extracted by the 23 t3 34 aze. group
at 3tone Rwad Malls, The factors explain 64.6‘percent of the
total variance, This is contrasted by the five factors vé-
tained to =2xplain the Zroup®s image of Willow West Mall,
The factors explain 10.9 pergent of the total vartance.

:rhe“first factor at Stone Road Mall can be interpreted

23 institutional and rerchandise. The larsge number of wvaria=

bles on this factor sugzest that consumers of this xze zroup

"afe quite satisfied with most aspects of the mall, Service

is the second factor while factor tnree is accessibility.
In contrast to Stone Road ™Mall, consumers of this 1ge
zroup have a mope Jefinite opinion as to what constitutes

tnetr inage of Willow ¥est Mall, Their first factor can te

labeled as merchandise selectiod w#hich is the most impirtant
-

«

slement in thair image of the mall.s The second factor com=

»

sines the criteria of reputation of stores, mall hours and
aleanliness of stores. These variables refer to the insti=-
tutional aspect of the mall's imaze. Meprchandise is factor

three #ith Loadings an the variables aof prices and value for
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2 4
prices Afvaertising and type of shoppers are the variables

%

that make up factor fours This factor is amsareness. Fattor
five is formsed by  the variables of sales personnel and

traffic conzestion.

Factor analysis is also performe) on the consumer group

Taged 35 to 49.) Four factars are extracted for the Stone

2c0ad 1all e They explain 33.0 percent of the total variances.

At Yillow Y23t Mall, four . factors are retained, w«hich ex-
4 : .
alain 54+ 3 percent of the total variances

~a

Factog one at Stone Road Mall ig scomposai of thg varia=
oles of cleanliness of stores and aivertisinzs This factor
ain be labelef awareness. Factor two refers to acceésibili}y
and contains loadings oa the crite;ia of traffic congestion
ind availability of parkirdg. Value for price and pp;ces are
the variables that make up'facf;; three whi;n ¢an be inter=
pretel as merchandises Factor four. can be called mercgah-
jise selection, ‘ N . .

fae first factor at Willow West Mabkl has high factor
Loadinzs on such variahtes;as comparative sﬁoéging ani var-
dety of storess These variables suggeét that consumers rank
servi&e 4% the most important element in the Qall's }ma;e.
Acces%ibility';o the mall is factor twos I'he criteria of

rzputation of Stores sugsest that factor thuree is institu=-

tioaal, Fictor four is a combination of wvariables suca as

»

-

advertisinzg and tuildinz and landscape.s It can ne titled

iwarenesse . -

-,
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At St;né Road Mall four factors are retained by factor
analysis for the %O‘tp 65 age groupe The factors explain
6643 percent of the total variances. For 7illow West ﬁall
five factors are ext;acted whicﬁ exp}ain 15¢3 percent of - the
total variance.

Factor one,; for the étgne Road Mall ha; factor L;:dings
on the cri;grid of quality of stores and variety of stores.
This fact&r can be labelaed institutionals The eriteria of
sales personnel, cleanliness,of stores ani mall h;urs sug=-
3ests that factor - two is service. Awareness is tae tnird
factor aﬁj is made up of the criteria of type of shoppers
ind value for price. The cfiteria of availability of parke-
inz aat building and lanﬁscape form factor four.,

Fhe first imagze factor at Villow West Yall has loadines

on the eritaria of cleanliness of stores, variety of- pro-

jucts ani sales personnels This factor can bve called ser=

vices Tne second factor indicates that consumners like the,

sonvenience of the mall to their homes. Somparative shoé~
pinz, availabikit? of parking and value for pricevform the
factor of awarenesss The fou?&g,facto;, merchandise; is made
4p of the variaple of oprices. The variables of advertising
1nd t;affic congaestion form the fifth factor,.

The results of fatctor analysis for the aze group 2reate-

-

2r than %3 retain fiﬁé—ﬁaexovs~Aéop~3tone—RoairMa%l and - four—
factors for Willoa Yest dalle The factors exnslain 375 per-
zent ant 3I2.3 percent of the total variaace .for the two

mallsoe

I3

I
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‘?neffirst factor indicates that consumers of this age
ooy %

Sl . . e — < .
groug‘i§enti£y institutional qualities and merchandise se=

of

Pl :
-Lectﬂo:iof each matl ai' forminz their first image factosrs.

The seocond factory also at each mall is awareness. It is

h

:Omposgd of such criteria as traffic congestiony advertising

and bu?tding and landscapes. Convenience of each mall is the
third ﬁomuon factors, . Factor f?ur is also a common factor
anich desgribes the mall's merchantise. Thea fifth factqr}
shich is identifigj as a separate factor at Stone ?oad. re=
Lates to service.

Factor analysis sho#s that c¢onsumers of all aze zroups
have a differ3ant image for each of tneatwa mallse The imazes
for each mall, however, shows some similaritys At Stone load
1all coﬁsgmers in all age groups, identifiet institutional

jvalities as the most important element of their image. Only

the J3 to 1) aze z2roup chose a different primary image #hich
4

Tis. servizes The three youngest aze categories itfentified

.

aerchaindiise as their first factor at Yillow Jdest Mall. The

30 to 5353 and 265 groups preferred the factor of service.

These findings sugzgest that consumers by age zroup have very.
. .

similar imazes fer ecach of the malls.,

The responses ta the questionnaire are also factored by

total family income groums, The respondents are subdivided

b

into the following five-zgroups: less than 510,000, $10,000
to 521,990, (?20.000 to 530,000, 530,000 to 540,003 and

-2reatzr than 5104090, .
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Five factors are extracted for Stone 20ad “all for the

income group of less thangfla;OOO. The factors explain 7?-2
dercent of the total variances For the ZJillow Wwest Mall,

four factors are retained explaining 72.1 aercent of the to-

%al variances o

. ) .
Thne first factor at Stone Road Mall consist of such vae=

riables 15 quality of stores and variety of stores. This

factor which i35 merchantise indicates thﬁt low income shop~-

pers are Zxezaly aware of what goods they buys The variables
A#ith high loadings on the second factor include matl hours
s ) ’ s

and sales paersonnels This factor refers to the mall®s con-
venignce, The next factor is awareness/merchandise. ‘The
fourth factor is conposed of the wvariables of variety of
products, availartility of parkingy cleanlinzss of‘stbras and
reputation of stores. The fifth factor contiins the crite-
ria of traffic congestions The fourth and fifth factors are

»
lapeled merchandise selection and accessibility.
]

Prices is the variavle with the highest Loadinz oo the
first factor at Willow #42st Mall, [t c¢an be called aware=
nesse The s2cond factor refers to merchaniise selection,
- v .t . - .

Some of the variavles on this factor are sleanliness of

i
skoresy variety of grodtucts and sales personael. Tactor

thrze inclutes fhe criteria of availability of  parking and
building ant landscape and is labelet conveniance. The last
factor for this group is formed by the criteria of compara=-

“ -
tive shoppinz and variety of stores an+ refers to merchan=-

Iise. (

e

.
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For -the second income group of 310,009 to 320,000,
*

. v,
three factors are extracted for Stone Road Malle The fac- i
L

tors explain 67.6 percent of the total variances, For ¥illow

last wallj four factors explaining 65+3 persent of the totad

-

variance arse ri:jined- ‘ﬁ'

The f{;jﬁ, facter at Etoth Stone Roat and Willow Y2st

4all can bé interpreted as institutional, The consumer's

awareness of the mally #hich is factor two, is anotHer comn- .
mon factors Finallyy the last common factor is_labelqé lc- . .

cessibilitys yThe factor that pertains oaly to ane malllis i
- " !

e
IS

"merchaniises This is identified as the fourth factor at ¥ile |
low ¥est Mall., The analysis reveals tnat consumers® in this

zategory have a similar image of each shoppinz centres “
I 2 . ) -
3ix factors are retained for the 520,909 to $30,309 to-

tal family income Zroup at Stome Road Mall. A total vari-

ance of T3+3 percent is explained by these factorse However
- g

H
only four factors are retaiqﬁd at 1illow ¥a2st Mall, The

E -

‘\\“‘feeiq95¥g391%?9764.5 percent of the total wariance. .
For Stone Rgad Mall, the firstléagggg,is»ref§¥;§ to the -
type of stores found kn the mail. This factor is called in=

stitutionals, Tha $dme factor is rated third ia the image of

Fillow Aest Malls Merchandise is factor two at 3tone Road

- -
But is cansidered as the most important factor at ¥illow . .

fest fatl. Accessftilitg.is the third ani fourth factor at .
iy
the t¥o malls raespectively., The other common tmage factor

is5 merchandise: selection/awareness which i3 the seconi fac-

L]

.
ey
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i
) gsr at 4itlow Jdest and awzreness which is the sixth factor
. L -
- e 1t Stone Road Halls Two additional factors are retained in
Q . - - - j‘\ -

the consumer®s image of Stone - Roade They are service and

convenienca.

-

Factor analysis - for the total family income group

- 330,000 =~ $40.000 extracted six ggctors for both Stone Road
< | E;

and Willow ¥Yest Mallse The factors eéxplain 32,0 percent and

3043 percent -of the total wvariance for both malls.

[ . *

The first factor of the group®s image of Stone Rwoad

ol
Mall can be labeled as convenience. The second factor i3
-

‘ titled awaprenesss Metrchandise is the third fActop. At fil~-

*

low west Yall the first factor is, ifentifiel as merchantise

LA
)

N - selectione The second factor is called services Finally the

u

Variabvles of prices and value for orice form the third fac-

e

tor oi;gérchandise.

“’i 4 F&ctéf analysié for the last income _:roup of consumers

af >310,000 yields five factors for toth malils. For 3Stone

- Ioadhﬁatt. the factors explain 7TJeé percent of the total

;arianee and goé ¥illow Yest Mall,y, 73.6 paraent of the total
variadnce., !

?actor one at Stone Rwad Mall ~is labeled awareness.

For #illow ¥est the same factor i3 viewed as thé third fac-

tor’in the mall's image. The primary factor of Willows ¥ast

4all®s image oy this consumer group i35 its institutional

13pect axich is the thict factor at Stone oad, The second

factor at Stone lovad which i35 accessibility is also the

[
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;ifthvfactqv_lt ﬁillon tests .yerchandiSé‘selection is the
seponi’fiéfo; ig’?illo;- whst's,jqaae anﬁquurth at Stone
Rﬁéé} —(éactor féur‘ forp gilf;w‘west is’ fiftn at Stone Road
~and i30i§hélei méféhandigir . S . )

“Each“gfbpp-of r;;péndents'hy, fotalrfamily income has a

-tifferent :ida;p of each -mall except for the 310,000 +to
- . . v

520,009 zsroup which has.a similar view for both malls. Exa=
sinin; th% inages of each mali by income group shows that
P T .
consumers can be urouped {ogethar aqcording to the selection

of their first image factor. At Stone Road Mall threé groups
em¥rses The <510,06h group selected nerchaniése, the 510,000
to $20,000 and 520,000 to 530,000 zroups chose institutional
quklities and the two Highest income catzzories preferred
the coaveaniencé of the ﬁall to their homess. At Willow l;st
Mall the facturs of merchandise or me;chaniike selection was
the first factor for the three highest imcome groups while
the 510,209 to 120,000 =hose institution ani tne <510,000
selected awarenesss Thesz finfings suggest tnak a consumer?s
image of a mall does vary according to whether they have a
Lowy medium or high total family income level,

Level of equcation of,the respondent is the final
50cio-econ9mic chafacterisitgc to be;analyzed using the fac~
tor analysis tecnn{que. Consumers! arevdiyided into five
iroups of eiucatiop leiels. Thc{le;els are legs than grade

Iy grades 3 to 12, grade 13; community collazz and universi-=

k' 4
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Factor analysis for the less than gratie 9 educationatl

2roup yields five factors for both malls. For Stone Road

B

Matll ant ¥#illow West Mall the fac¢tors exolain 3542 percent

5f the total variance.

For 3tone Road Mally, +the most positive lLoadinegs are on

.the variables of reputation of storesy type of shoppers and

cleanliness of stores. This factor is lavelet institution=
ale. Service with a hizh loading on the wvariable of sales

personnel i3 the secont factors The variable of advertising

-refers. to the factor of awarenesses Factor four is called

- .

convenience. Factor five contains the criteria of traffic

szonzgestion which measures accessibility to the mall.

.

Fhe first factor at ¥illow JFast Mall combines a vari;ty
of attributes which refers to awareness.s Prices i3 the va=-
ri;ble on the second factor whieh refers to me2rchandise.
The thnird factor is institutional with loadings on the
:;iieri¢ of variety of products, cleanliness of stores and
reputation of stores. The fourtnh factor i3 composed of the
;3riaotes of avaitatility of :parking and sales personnel.
Factor five is formed by’tne criteria of value for prices

Factor analysis for the educational group o; grades 3
to 12 yields four factors for 3tone Road fall wnich explain
73+ 3 sefcent of the total_variance. Five factors explaining

&% .
483+3 percent of the total variance are extracted for Fillow

Jest falls
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1

Fictor ong for Stone Road and Willow Jest Mall combines
criteria wahich Jdescrites the malls? institutional gualities,

Sarvice is the second factor identified by the respbSadents

to fescribe their image of the two malls. The third factor

a2t Stone Rwad is identified as merchandise

test 4all it is fourth.

A fourth factor of accessibility is

itentified at Stone Hoad Mall. This same factor is fiftnh in

the coansumer?®s iwage at Willow Jest. The third factor at

fillox 235t Mall is awarenesss

S

Factoring the consumer zroup #ith z2rade 13 educatian

yields four factors for 3tone Road and Willow West Halls,

These factors explain 66,7 perce?t and 30+4 percent of the

total varianca respectively,

.

.

The first factor at edch mall refers to the factor of

sonvenience Anich is the most important 2lemznt:in. a mall's

image by its consunerss Yerchandise selection
|

is the second

sommog fadtor at wothb malls. The thnird factor at Stone Road

all can ba titled service which is the fourth factor at

1illox Y25t Mall, Factor four at Stooe 20ad 1is the thaird

factor at ¥illow Vest ashich i3 awareness,

Factor analysis extracted five factors for the educa-

tional Zroup of community *collage at Stone oad and SYillow

fest aalls, For the for%er mally the factors explain 32.6
percent of the total v;fiance and in the latter, 304 puar-
r
cents i "
»

aMmile at ¥illow

]
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For 3tone Tocad Mall the highest loalings on the first
factor occur on such variabvles as variety of products and
variety of storess This factor ‘is Labelet nerchandisg Se=
laction, The second fadtor refers to accessibility and ttre
sonsumer?’s awareness of the mall. The factor ;f convenience
is composed %f the variables of mall thours agd cleanliness
of stores, ¥33tov‘fourg merchaniise, is composed of the
¢riteria of prices and value for prices A fifth factor con=
tains the varianles of building and lLandscapey sales person=
nel aad reputation of stores, )

Five factors are retained fo} Willoa West Mall, The
first faistor i3 called instituti@nal/merchaniise selection.
The crite;ia of pricdes refers to the mall's merchaqpise.
The thirt factor is labeled awarz2ness, It is composed of
such criteria as building and landscapey cle}nliness of
stores aﬂi mall hours. The fourth faztor i3 formed by the
ariteria of variety ofdﬁroducts and sales personnel w«hich is

nerchandise. Factor five contians the 2ritzria of avail-

£ty

-

ability of parking ahich measurég aceessibil

The factor analysis techaijue for the zroup with unive
ersity efucation extracted five factors for Stone Road Mall.
They explain 72.4 percent of the total variances For f¥illow
lgst fally five factors are also pretained ahich expl;in TL5

asercent of the total variances J

‘The highest factor loadinzs oan the first factor at

Stane Yoad Mall are oan the criteria of adwertising, mall

/
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nours and cleanliness of stores, This factor can be labeled
convenience. Factor two which is <composel of the criferia
of sales personnel and buildiag anti lLandscipz refers to the
servise provitedi by the mall, he}chandise szlection is the
thirt factor #ith a loading on the variadle of cbmparative
shopping, The wvariavles of traffic congestion and avail-

apility of paraing forem factor four which is accessibility.

Factor five is merchandises

For Adillows West Mall, factor one shich is labveled mer-—

chandise selectian has high positi¥e loadings on such varia-
}

vles is variety of stores, ‘v;riety of groducts and compara=-

tive shoppinge The second factor refers to service. The

criteria of value for price and mall hburs refer to the con<-
sumer's convenience to the malls Factor four i5 composed of

3

the variaosles of advertising #hich refers to awareness. The

fifth factor is accessibility.,

Soasumars by 2ducation have itentifiet similar priaary
factors to fescribe their images . of the two malls, The ex~-

eeptions‘are the <grade 9 and university zroups #%nich Few
- §
lected 4diffarzat primary Ffactors in their inaze Lf the two
‘\‘
i 3
shoppinz centress.s Cosparing the groups' images at§each matl

{
{
!

reveals that there is three main groups. For Stone Road 4all
the institutional factor is Jselected ty the <zrade I, gradles
3 to 12 and community college, service by the grade 13 and

sonvenience by the university groupe At Yillaowa Vest Mall

the groupinzs are <grade I and university which choase mer=
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chandise as thair first factor. The other t¥0 major zZrougs

sre thz grades 9 to 12 and community collega who selected

institution and grade 13 which preferred the service at the

(

{ .
nalls | Factor analysis shows that consumers by educational
n

I -
b
b

groups&bave similar images for each mall but tifferent imag-

! s

s between the malls.,

The factor analysis technique reveals tnaat eaeh socio-

! -

econonic group of consumers has a different 1image for each
malbll since different factors are wused to deszribe their in-
agze Of e¢ach malls, Imaées between groups at 2ach mall do not
appear to be radically- different, Althouzh facters for
fifferzent groups may have the same title, the order of the
varianles and their factor loadings are not the same. [+
nas also been shown that the imagze of each mall is different

jue to the otder and varying number of factors retained for

\each consumer group a¥ the two mallse The imoortance of the

order aof the factors is further investizated usinz the e=

v

late analysis technique #hich will reveal the correlation

~

petwezn factors in the consumer®s images of the two malls.

4¢56 RELAIE ANALXYSIS

The qualitative comparison using the fraquency routine
and the juantitative approach of factor analysis reveal that
sonsuners by socio=economic groups have a coansiderable fis-
similarity in the structure of an image of 1 shaoppPng cen-

tres Further analysis is performed usiag a rotational tech-
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nigque called RELATE in order to identify the corprelation

Ay
'

getween the twso factor structgres,
[
Relate m=neasures the can2ruence be2tween two factor
structures (Veldman, 1367y pp+236=-244)., Boots (1375,

p0.115) summarizes Helate as a procedure which produces the

best=fittinz: cosines ﬁetween the vectors of the two solu-

- ES

tionss The valﬁes of the cosines may be interpreted as cor-
relation coefficients but no test of significance is availa-
ble since the cosines are not bhased on deviations from mean
valuese Hoaevery if perfect ideéentity betwseen the two sStrues
tures exist tnea the matrix of cosines will take the form of
1 perfect identity matrix. Boots (1375, 2+115) further
s5tates that two important pieces of information may be derp=
ived from tha matrix of <cosines. Firsty, the larzer the
off-diazonal elements the greater the difference between the

sorresponding factors. Secoadly, if unitias occur in off-

fiazonal elements the factors are identical 1{in composition

*

byt not in importance. This is shoan in Taole 1.5 for all
respondents, A thir¢ iaterpretation is possiples If the na-
trix of cosines contains no unity values then i* can bersaid
that the tao sets of factors are dissimilar ant that consup-
ers? hnave a different imase of =2ach mall.

Althougn the é%iteria composition of each factor 4if=-
fers for both 3tone HRoad “all and #illows West Mally, consum=-
e¢r3 ideatifiet the same factors at each wmall but assisned ;

{ifferent importance to each factor. dign cosing values oc=~
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cur in the off=-diagonal which indicate t‘bat the factors are
identical in composition but are not perceived as having the

sam2 ordar of importance at each wmalle. The strongest corre-
lation occurs betn:en the factors of institutiomnal gqualities
{.314) and merchandise (.§02)- This would sugge st that these
factors are the most important elements in a consumer®s im-
1ge of a shapping cent_re. Tnese factors at St one Road Mall
are ratef by all respondients as the first ant third factors
in their. image. of the mall. At #illoa est Mall the same
tjactors are ranked second and first respectivel ¥y This indi-
cates that while consumers identify common fac'tors in their
images of the malls they do not view thet;\ a’s :being of the
same importances The only factor that lies on the diagonal

is the fourth factor of accessibilitye Thus this factor is

perceived as has the same raait of importance in the consum=

TABLE 4.5

COMPARISON OF THE FACTOR STRUCTURE OF
3TONE ROAD AND #ILLOY WEST MALLS

_Stone R%oad Mall Factors

1 ) 2 3 4
¥illow i -0,291 0.555 0,302 0735
Nest 2 00514 -0+015 0.302 -0, 505
Mall 3 0.479 0,530 ~7.331 0.174
Factors 3

De234 -0,333 04357 0’}3

nt

-
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The Rel;te technique is also wused to analyse the
respoaient’s fimensions of shopping centre imagiﬁ by each of
the socio=economic¢ characteristicss The cosine matrixes for
each svcio~economic characteristic are presented in Appendix

Ee

Discussion of tre relate analygis by each socio-econar-
ic characteristic“ni}l be Limited to pointinz out theugizni-
ficant differences in the order of the factors b;taeen
malls, For example when a factor has a siznificantly nigh
cosine or correlation v§lue (for discussion ourposes a co=
sine value of +700 or greater. is considerzd siznificant as
it e{glains about 50 permcent of the correlation relatet to
that factor) and a ¢consumer group rates 1t as beinz auch
nigher in imoortaace in the image at one mall than at the
other mall or that the percentage of total variance on a si-

N .
milar factor at each mall varies significantly batwyeen
Mallss

Female respondents identified four similarp images Som=
ponents for §oth Qallso The only factor in the image of a
shopping centré 1ﬁ;£ varies significantly in its rankings is
that of asareness. Its cosine value is +211l aand while this

&
factor has! similar values of percentage of total variance
sxplainedt at ecach aall (14,0 percent for 3tonz ?oa& and 13.7
percent at ¥illow fest) it i3 the sscond most important im-

age element at Stone Hoai AHall "while b2ing ranked fourth in

the inage of #illow dest Mall, Althoughn the other three
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factors have 1 different order of importance in the consum-
2r?s image of eacﬁ mall the differences ia their order is
not considered to te siznificant, delate analysis also
show#s that factor five 2t Stone Road Mall, which is accessi=
;ility. is a unique facto; ocecurring only in the consumer®s
inage of this mail- In contrast ra2late analysis shows thgk
males selacted the samel factors at the two malls to explain

>

their images The matrix of cosines and the order of the

factors in their images of the malls supports the findings

s -

2f the factor analysisz ashich indicated similar images for
aach matl, telate analysis eclearly 3hoas tnat the consum=

erf;‘image of the two mall's varies accordibg to the consaimr-
* 7

v -

=

er's sexe

létate anlaysis indicates a greater variation _in the

- §

factors chosen and their order of izportanze by age groupe.
IThe aze zroup of <25 shows thaé th2 order of the imazge fac=
tors are very 1iffg;ent for the twoc malls., The stroagest
Jorrélation exist on the factor of asarzness (+321)¢ Howev-
:r the percentaze of total variance explainet varies sizni-
ficantly. It is 10+.4 percent at 3tone 5ad and 23,3 percent
a2t ¥illow ¥ast. fnis factor i3 rated sixth in the zgroun's
imaze of 3tone Road Mall 3nd first at Jillos ¥est Malls The
ranking of the factor g% institutional gqualities #ith a co-
s5ine valuaz of +70) is shown to be the most important image
element at 3tone 1oad while being the fourth factor in Ail-

Low ¥ast Yalls image. A third factor shouli also be men=

u ?
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tionet that of merchasntise selection which 15 the second
factor at Qﬁllow dest and the fifth factor in the imaze of
S3tone o ad. For respondents betwegn the ages of 15 to 49
the hizh vflues in the off-diagogal indicate that they iden=
tify similar factors at each mall byt that the order of im=
§ortance to their imagze is Aifferent. The factor of aware-
ness #ith a cosine of ,7L0 is ran%ked first in the image of
3tone 2o0ad a2nd only fourth at Jillow 1UVests Stimilarly aper=-
shandise is the first image e&ém‘%t at ¥illow Iestvwhile it
is serceived as the third factor at Stone Wals Additionally
the merchandise selection factor is found only in the image
9f Stone Acade A similar pattern occurs in the consumer im=~
ages 2f the malls for the 30 to 65 age 2roups The first fac-
tor at Stone 0ad i3 rated fifth at Fillow dest., For shop-
pers zreater than 63, th;re does not appear to be any
significant differences in the orfer of the factors in their
imazes of the matlsxk However for the 23 to 34 aze group the
relativaly Low cosiné values in the relate Mnatrix would sug-
zest the images for the two malls are not the same.

2elate analysis ty total family, 6 income ra2veals that E;;‘

|
2ach income Zgroup except the $134000 to $£20,009 there are

*

some siznifizant JAi1fferences in the imazas betweean the
@allse.

fhe matriz of the <si8,noo 2roup shows that there are
stznificant differeaces in the‘order‘of the image factors of

the two mallse Merchantise, the first factor ia the zroup's
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image of Stone Road ac;ounts for ?3.4 percent of the total
variance explained, is ranxey fourth at ¥Yillow ¥est explain~-
inz only 14.3 percent of the variance. The second factor,
verchandise selectiony, 2at WYillow 4est is perceived as the
fourth factor at Stone Road. Also, aaareness is the first
factor at Willow We;t an; tgird at Stone Wad. It explains
23.1 and 15,7 percent of-t e total variance of the consumer
sroup?s imaze of the tw$ malls respectively. The analysis
af thz $20,000 to $30,070 group reveals that the relation-
shi; setween the factor of awavenessvshcws siznificant vari=
ation in its ranking in the group's im;gas of the mallse.
The total wvariance explained is only 3.5 percent at Stone
load #hile it is3 13.1 percent at Yillow West dall., It is ®ne
secont inaze element at the Lgtter mall ani sixth for the
former mall. The >t40,000 éroup also shows somerig%ifie1nt
fifferences in the order of inmportance of the image factors
for each shopging centres The factor of accessibility has
the hizhast correlation (4722) but it is ranket as the se2c-
and factor at Stone Aoad and only fifth at ¥illow Wests, The
first two imaze factors, iﬂétitugional walities and mer~-
ahandisa selectiony at ¥illow dest are the third and fourth
factors ;eSpectivelY at Stone Road. Thus relate anlysis
azrees #ith tne findings of factor analysis that tha consum-

er's imaze of a shopping centre varies accorting to his to-

tal family income.
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Tor the educational groupsy the matrix of the less than

¥
2zrade nine group has very strong correlations betmpesen the

-,

v
factors of institutional gqualities and awareness. Institu~-

tfogal qualities with a correlation valuz of ,303 is ranked
a3 the first factor in the( image of Stone Road Mall and
taird at W;Elon wfst Mall. The reverse is true for the fac=
tor of awardness ;hicn is first at Willow ¥est and thirt At
3tone 2Wwad. The 2roup of grades I to 12 itentified a simi-

lar order of factors at cach mall except fo9r the factor of

INaAreness., It is the third imaze factor at Stone wad and

v

|

the fifth at(Willow Aests Far the grad; 13 zroup the only
ﬁi;nificant differenée in the order of tha factors occurs
#ith the factor of merchandise w#hich 1is perceived as tte
second factor at Stone Road wh}le being the fourth factor at
tillow JYast. Qe}afe analysis shows two significant varia-
tions in the im;ges of malls for the community college
JPOUps terchandise (+730) is the second factor at fillow
test ani fourth at Stone Road while accessinility (.765) is
“
s2coni at 3tone Road and fiftn at willow Nest. For the unive
ersity group tao factors, - awareness (o?S]) and merchaniise
gélecti;n (+757), are reversed in the ordzr of imp;rtance at

2ach aa4lls Awareness is ranketd first at 3tone Z%oad ant tnird

at Jillow Xest. The same rankings are revarsed at the two

-1alls for merchandise selection. Relate analysis shoas that

there is a difference by education in the consumers? image
of each mall Jfue to the different order of factors and their

imrortance in one's irage of a shoupping centre.

¢
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The relate analysis technigue geveals that each
rlOCiO“eCOl)i;;ﬂic consumer  groug chodases iitlt'et‘exx‘;t factors to
Atescribé the images of Stone Roéd and JiLLow Aest Yalls,
Furtt‘xet;:nureg Relate showas that althouzh =e;eh 2roup may se-
lact vtheu same factors for the tw¥o malls, the srder of impor-=
tance of the factors varies at eseh mall as well as the

strenzth of their correlation as indicatet by the cosine va=-
Lues injt‘ne matricaese. ”I‘her image components vary for the two
falls acceording to the consumer's socio=econonic buckaeround,
-

47 SUMMABY

The first tasc in examinin: the selected socio=2zc0nenic
charac teristics was to determine if there sas any correta=

R

tion bataeen the variables of sex, agey occupationy total

!
family diacome and education of the NsponJent.f A strong

porretation betaeen sccupation, total family income ani 21u=
sation wa3 found using a chi-square teste It ras felt oy the
agthor that ogccugpation #as in fact t;eing mesure:d by the oth=
2r two variavleses To avoid over-measuring a consumer®s ianage
of shopping centres this factor was discardied in further

analysi sz of the data, The second task of tha Jata anlaxsis

433 to determine the Aistributional charactariszstics for z2ach

of the cvuvasumers® responses to the fifteen image variables-

in the gquestionpnaire for Stone Road and Willow West Malls,
[he Fregueiacy doutine w#as usei to c¢alculat: a mean Score of
the consumers® responses to the image variables for the two

shoppin 2 centrese

§
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The fiandings of the frequency routine reveal that con-

sumers have a fifferent image of Stone Road Mall than they

T » .

jo‘fov Jill%; dest Mall. The wmean scores of the variables
3ls6 show that the consumers? image is more wpositive for
Stone Toad thnan for Willaw West Malle. It #23 also found
tgat 1 consumer¥s image of a

>

2 socio=~egeconomic characteristics Thnis wmas aspecially true

-

mall varies by subsroup within

for tne factors of sex and age ahile total fanily income and

¢ducation varied significantly only at 4illow west‘Wallu
Further inalysis by socio=econsmic cnaracteristic using

the frequency routine indicated tha& —each af the consumer

sroups c¢learly has different imagesiof the two mallse It

#as found that images for eéach zsroup vary at zach mall, For
Edcﬁ socio=economic group fne Shopping centre inage is5 hioshe
EE o f;r Stone Road than 1t is for Willow Yast 1ail. The only
2xceptions are for the aze group of greater than 55 and the
:fucationil Jroup of the respondents waho hnave attained grade
11 as their highest level of educations ’

The frejuency mean scores also show that each 30cio=
gconomic Sroun ﬁas differgnt' positive and aezative values
for each image criteria: Therefore, it is po3ssible to iten~
tify consumers by secio= 2conomic sharacteristie that aould
be most ittracted and least attrkctéd ta3 each of the two
malls, The 3ogio-economio ;roups rest attracted to Stone

toad fail are? females,y the age group of 30 to 65, consum=-

a2rs with less than grade ) education ant the tot&l family
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“income group of less than £10,009. Far ¥illow West Mall,

the categories are: femnala2s,y those over aze 63y in the grade
15 sducational zroup and the tutal family income of §}0,000
to 520;000. The lowest images for 3Stone Road Mall are held
npy thz socio-economic groups of males, thosa aze 23 to 34,
the grade] 13 cducational group and the group having.a total
family iné se of $10,000 to 520,000, At Willow Yest tSe 50
cio=ezenomic Iroups thing the Lowest imaze mean Scores 1ire
valesy the age group£2§ to 31, the university educational
2roup and those ear;;ng a total fﬂmily income in ex2ess of
5104070, >

*The coaponents of the consumer's image of a shopping
o
centre wsere further analysed usinz factor analysis, This

technique which was employed ny Dosns (1371)) (see naze 12)

proviies a data=reduction of the fifteen original inage

4

sharacteristics by creating a smaller 38t of factors or som=
" .
donents that Mnay bé taken a3 source variables (die, et al.,

1375, ppe493) abhich account for any observst ianterrelations

in the data.
dihen factorinz the original criteria it #as fount that

the consumers?® imaze of each mall and between malls varies

»

accoriing to 113 socio~econvmic status. The images vary in

poth the structure and the number of factors. Althouzh the

image fictors may have the same titley the reader should
{

note that wvariatles do not necessarily ocaur in the same

order ani that the factor loadinz values 1l 30 vairy on a fac-=

s N2
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 tor. Reducing the image wvariables using factor 4nalysis

shows fthat ifentifyineg consumer irages by socio-economnic
characteristics is net an easy and simple task as was reve
edled‘hy the findings of the freguency analysis. This con=
firms the conclus}ons of previous researchers (Downs, 1970;
Juncany 1972) that consumer behaviour with?n a spatial marx-
et can not %asliy be explained or asodelad,

'

A further quintitativz comparison of the factors is
provided by the rotational }echniqua called Fwlate which mne-
Asrues the congurence between the tao factor structures for
ezach socio-economic sroups This techq}que identjfies the
fifference between correspondiny factors. Althnouzh consumer
jroups may have identified the same factors as béing impor=
tant eleaents ia the (ornation of a4 shoppinz centref's ima;e.
the Relate technique provided a measure hy which the factors

may be found to be identical in composition but not in im=
portanc2s That is identical factors do not lie o; the diag=
dpal of the relate matrix, Relate analysis 2id show that
2aly the 25 t> J4 age z2roup of consurers Has fifferaent imag=
23 o{j}be two malls.

These analytical technigues have shown that consumers
1o bave different images for ecach, shosping centre and furth-
ermore taat the image of a shoppinz mall varias acecording to
2ne's socio-economic backgrounds This research has hopeful=~

ly contributed by expan'tfinz on the existiag: Lliterature of

¢onsuter images of shopping centres and to the understanting
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‘that there is a coqugfioa between the individual’?s status
R .
and “the formation, of his image of a shoppinz cantre. The

Last chapter provides a summary ani conclusion on the find-
vt

ings of this study and the implication they may have on the

study of consumer behaviourisms

[y
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-Chapter V i
JNS

SUMMARY AND CONCLUSIO

v

dne methad of analyzin: consumer percestion of a retail
centre is to fetermine the images of the mall a3 held by the

consumerss The responses to the questionnaire provided a me-

ans of determining the respondents® images of Stone Foad and
1 {

¥illowa Test Malls, The images were analyzred first for all

k1

the respondents and then by each socio=zédnomic factor of

sexy age, total family income and education of the respon-

iznts The consumers' images were ocompirel a#tthin each mall
and then betwden the two malls for any diffarencess The fﬁe-
jueacy :count routine provided the frequency pe2rcentage ani a

qean response va@ue for each image variable.- Comparinz mean

responses yielded 1 general coumparison tetween tifferent so-

rio=economic Zroups of consumers., The ¥ilcoxon match=pairs

tast comdared images btetween malls ty gtilizing the juantiw

tative informatian i;ahrent in the ranking of the differene=

23 in the mean fregquency scoress Factor analysis reduced the

imagze variables to a smaller set of faotors by re=

32t of

tainiug the most imnportant information contained in the sri=-

)

3inal data. This technique avoids redundancy in the descrig=
[

tion of & coasumer?s iamage of a mall ahile identifying any

interrelationsnip betaezn the variables, Finally the relate

tezcnnique allowzd tao factor structures to be codpared to

see if consumers view both walls similarly or differently,

L

113

-
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Tnese analytical methods were used to test the follow=
inz hypotheses:
1+ That the images of tthe tn; shoppiné centres, as held
by consumersy are different.
2s That itentified subjgroups of the samnple of consuners

(eceze on the basis of discriminatory characteristics

3uch as sexy agey incomey &te.) thave significantly

different inages of infividual shopping centres.

3., That identified sub-groups of the sample of consumers
have significantly different images of dfifferant
,sboppinz centres,

The analysis vof the data has elearly shown that for hy=

Jothesis one consumers have an image of Stone Toad “all that

is siznificantly (dtifferent from the image 2¢f ¥illow Jest

]
\

fall, It #3s also deternined that the c¢onsumers?® imazes of

the shoppinz centres vary significantly aceordiing to their
30cio~economic status, This was clearly shown by tha fac-
tors of sex ant age and to a lessef‘exteat by total family
incom:z ant education. The analysis also showed tn?t there
is an imase correlation between the faztors of total family
income and edication of fhe resgonden#. It can be concluded
that these factors can be used to a;equately tefine one's
socio-economic baclkgrounds This agrees with the finftings of
Fien and Jain (18633; Mathews and Slocdm (1%70) and Duncan,
ats ale (1972) #bo found that these H%ocio-economic factors

ik

providie 2 suczessful measure of Social ant 2conomic status
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consumere The correlation betwe2n these factors was

“cléarly evident in the factor.analysis and prelate
8

technique+ However these two statistical methois do support

the findings of the frequeéency routine ahich show that son-

sumer i

status.

Jueacy

mazes vary according to their social and economiec

For the third hypothesis, the findings of the fre-

¥

county factor scores and the relate ainalysis ianficate
A

that the Jdiseriminatory characteristics diffzr in their re=-

lationship #ith consumer imagzess That is to 33y that consimp=

er sub=2roups on the basis of Socio—-economic charactaristics

have 11

4

fferent images of Stone doad and Willow Yest Malls.

ipé&ificalty1 we can accept the three fhypotheses and

i

A3y conclude from the socio=economic analysis of the consum=

2rs? imazes of Stone Road Mall and Witlow JYest “all the fol-

towinzs:

1.

2,

That the <consumer'®s imaz2es are significantly‘iiffe~

b

rznt for the two malls. Tonsumers at 3tons Roat iten-
tified tangible image components and fictors of ser-

. . ) .
vice and merchandise. At Willow West they emphasized

2

ootﬁ tanzible anit intangible attributes }ni factors
such as awareness of the mall and service,

Tﬁat sonsumers rank most of the imaza comédnents
hizgher for Stone Ro0ad  than for Tillow Yest. This
miznt be a reflection on the larger size of mall for

Stone load.e It is classified as a r2zional mall ani-

Le 7illow JHest i3 a community mall,
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Js That the consuners® ?Eage of Stone adt Mall is more
c¢learly defined than the imaze of Willow ‘Test Mall,
The total variance explained in the factor analysis

is stizntly higher and the“Fange of mean responses in

the fragquency routine were smaller for the forner

- - 1 LS !;’ -

~mall,
4. That the d¢onsumers? image 3f a matl is t1ifferent for
each S9ocic=2Conomic SUD=32roup, For exampley, by sSex,
— females identified merchandise as thair primary imige
factor at Stone cad ;all Ahile malas preferred its
~

iastitutional gualities.

Se That the consumers? image as tetermined by each

L. N
socio~z2conomic Sub=group is differant for the “*wo
malls.,
4} - Jnderstanding the differences in the consumers' per-

ceived inaze >f a shopping ceantre will assist both mall man-
agers and retatilers in prom&tiug their mall as a place to
shoos . From the consumers? images they will b2 able to iden-
tify not only the positive aspects of the mall but its defi=
ciencies which can be corrected. The analysis of the shogp=-
pers? oercention of the mall is important to its successs
Juras (1339) concluded in her sStudy on the perceptioA of
3hopyginz centres that mall manazement consistantly rates in-
132 components more positively than rz2tailers and consumers

and tnat retailers are more positive than consumers, Howcv=—

2ry it is coasumers and their willinzness to 3hop at a mall

—

that fetermines hows successful the shopping c2atre »#ill vo.

-
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It is hoped that this study will further aid
zeographers #ho are interested in the spatial analysis of
eansu;er benaviours. Ine?s image of a retail shopping area
affectsy in part, 9ne's {egision as ta where to shops Logal
conditions in Guelph mizht affect the consumerg' images of

: %

3tone Road Mall and Willow West Malls, Therefore it would ke
4seful if this study coull be replicated in a dif(grenfrlo-
cation to se2 if similarities betaeen the studie§“ occur .
Also further research sgbuld 2xamine the liak Yetween an in-
dividual's percegtion "of the enviroanment as igtermined by
nis socio=economic status ant his spatial bzhaviour within
the environanents A better understaniing of shopp{ng satterns

23 inflaenced by consumar images w#ill further the 3gIe203ra=-

pher's spatial knowledze of consumer tenaviourism, !




7 Appendix A R
THE QUESTIONNAIRE

Dear Sis/Madam:

1 am a graduate student at Wilfrid Laurier University and would appreciate your time to fill
out this questionnaire. This survey is to determine consumer characteristics and what théy like ot

dislike about shopping at shopping centres. Thank you for your consideration and time.
David Bell

Please place an X in the box that you feel descr.{bcs your feelings ar attitudes towards
Stone Road Mall.

STONE ROAD MALL: B

Extremely Quite Slightly Neutral Slightld Quite Extremely

1. Availability of Parking:

o [ O

2. Sales Personnel:

UNFRIENDLY E] D
3. Trajﬁc\@ngest ion:

umg) [ [

4. Variety of Products:

BAD DD

5. Cleanliness of Stores:

BAD DI:I

6. Prices:

[

oo oo
[j i D D FRIZNDLY
o

Mucy

|:| ooy

L]

O O O
J 0O 00

I I O Y U O 2 A A O

DDDDDDDDDD

BAD D D [:] GOOD
7. Buildings and Landscape:®

BAD D D [:l 600D
8. Mall Hours:

BAD D D D | ﬂ co0p
9. Advertiging: . B =

BAD D D [’ ‘, [’_" D Go0D
10. Quality of Stores: -

w [0 O 0 () e
11, Varietyv of Stores: )

w00 O 0 O 0O

123

{ coon
l O
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e

12,
13.

14.

15.-

16,

What are the m;ajor items or types of products that you putchase regularly?

Extremely Quite

Comparative Shopping:

BAD ] [

Reputation of Stares:

BAD (1 [

Type of Shoppers

84D (][]

Value for Price:

w1

Slightly

L
[
L]
L]

Lo d
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[
]
L
[]

Overall Attitude/Feeling Towards Mall:

4

»

Neutral ~ Slightly

[
L
U
[]

«“  Uo U 0O O

Quite

Extremely

OO0 o0 g

.

GooD

COooD

GOOD

HIGH

GOOD

-

How far is Stone Road Mall from your home?

Additional comments vou wish to add:
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’

Place an X in the box that you feel describes vour feelings or attitudes towards Willow
West Mall.

WILLOW WEST MALL:

3.

10,

Extremely Quite

Availablility of Parking:

CLOSE [::] [jiJ

Sales Personnel:

UNFRIENULY[*“] [::]

Traffic Congestion:

.

Variety of Products:

BAD DD

€Cleanliness of Stores:

BAD D D
BAD DD

Buildings and Landscape:

BAD (1

Mall Hours:

w o [ [
Advertising:

8D (1 (]

Quality of Stores:

LITTLE

w00

il.

12.

13.

Variety of Stores:

8D ][]

Comparative Shopping:

w ]

Reputat ion of Storeu:

w o [][]

Slightly

N s T O A O B O R

]

&

L

O o0o0obbooooooogo

Neutral

OO 00O

Slightly

]

I N O CO O 0
I T A O O O O N

IR

Quite

L]

L]

_Extremely

N
sy

]

[]

FRIEMDLY

[ e

L]
[]

I A I I I O

[

]

[

GO0D

GOOD”

GOuD

GOOD

GOOD

GooD

GOOD
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Extremely Quite Slightly Neutral

14. _Type of Shoppers:

w [0 0O O

15. Value for Price:

- 00 0O O

16. Overall Attitude/Feeling iowards Mall:

= 00 O O

(4]

.

Slightly _Quite Extremely

I R

0 O O
0 0O 0

¢
J

What ore the major items or types of products that you purchase regulariy?

HIGH

GOOD

How far 1s Willow West Mall from vour home?

AdEiicional?eqments you wish to add:

e -

¥
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: ‘_ , b

tn the followiny quest fons please place an X ia the appropriate bux.

1. Female E] Male D
2, Age: “ltss than 24 D
o 25-3 L] ' :
5-49 []
50-65 D
over 65 D

3. Marital Status: single E]

4. Number of children living at home: 0

wote than 5

5. OQccupation of houselold head

Occupacmfn of spouse ,J . -

6. Total family income: less than $10,000 D

$10,000-820, 100 [J
$20,000-539, 0uy D
$30,000- 540,000 D
$40,000-550,000 D

" mote than 50,000 EJ

> 7. Level of education of huusehold head: less than grade A _J

. grade 9-12
i

, grade 13 L;J

Community vollege [_J

Unlver':?tt 4 L I

Dther
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Level of edufation of srouse: less than grade 8 D '
‘ grade 9-12 ‘_; : D . h’_
- grade 13 f'b]" :
- Community L‘oll;:g_é D
) - ) University — DT | N
B Los ) Other - < El - ' v {

Years lived in city: less than 6 moaths {. -

6 months to 1 yéar [ l .

1-2 years D . ' N i
. . N - .
3-5 years - D 7 ‘ - '
| more than 5 ‘years . . . ‘ ;
Do you 'Hvé"_'in:" an apartment ‘ D j . -
. individual home D - ) )
sghi;detached home.. [:] B ' .
! . tomyihuuse~ Tk [:] ) ) . :
1s your ho}_ré: owned D o V T . ’
) rented . = ) - - .
THARK YOU FOR YOUR TIME. [ GREATLY APPR%?IATED ‘;'()UR EFTORTS.
;
) - 1



Appendix 1

CﬁOSSTABULATION OF THE SOCIO~ECONOMIC

-

CHARACTERISTICS
AGE SEX
Female Male n
{25 13 17 35
25 to. 34 35 34 73
35 to 473 40 20 50
30 to 65 28 14 12
>h3 Y 3 14
n \> 127 L 224
JCCUPATION 3EX
- Femalé Male n
danagerial 3 5 17
drofessional 16 29 43
- 2 Technmical

’ales - 9 g 13
Jervices & 15 13 23
tecreation *
Labourers 57 32 33
Jther 22 I 31

n 127 37 224

%

) 129



130
\/‘__w/ -
[MCOME - ' SEX
Female Male n

<510 ,099 18 12 39
5104009 to $20,000 47 34 17
5204 000 to 330,000 35 29 63
530,009 to £40,000 14 1g 13
>5419 4,009 13 3 21

n 127 37 2214
SDUCATICH suX N

Female Male n
Grade 3 , 13 T 29
Grades 9 TO 12 ’ ST 29 35
Jrade 13 15 9 23
Sommunity College 12 13 25
Jniversity 30 41 71
n 127 "3 221
OCCUPATION AGE
<25 2%5=31 35-43 50«43 >55 fn

lanagerial 2 6 R 2 2 13
drofz2ssional 7 13 11 3 J 45
¢ Taechnizal
jJates 3 5 =] 1 0 19
Jervices 3 3 1 14 | g 29
tecreation
Libourars 13 32 25 13 0 89

Jtaer 7 2 2 1 14 31

n . 35 13 50 12 14 224




I[NCOME

JRES
- <318,000 3
N 510,000 to $20,000 9

520,000 to $33,000
$30,000 to $40,000 2

>540,000 s
n . " 3s
SDUCATION
<23
e {Grade 3 4
. Srades 9 to 12 15
Jrade 13 2
_ Sommunity Sollege 13
Jniversity 10
n 35
L
B -
INCOMT . _
(3%00) v
Manags Professs 3ales
Y Techns
(%10 1 V] 2
$10-520 1l 3 )
$20-3530 4 15 'R
$30=-5149 i 11 2
>549 3 19 2
n 13 43 13

131

ASE
25-34 35-43 5)-55
LY
5 3 g
27 16 15
20 23 9
16 9 6
2 9 5
77 50 42
AGE
2534 35-43  5)=65
4 4 b
25 22 19
1 7 1
12 6 3
25 21 17
73 ‘g0 12
OCCUPATION

Services £
2eareation

- 11
13

27

3

[0 SRS TS B 1 I

23 33

Lavourars

)

>65

O Qe w

14

>65

15
11
2
1
0

31

Ut W o b

Dther

17

30
11
63
33
21

20
3s
23
|28
71

224

n

30

53
33

~

P

224
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ZTDUCA =~ gCCcuy2ArIoN
IION
Manaze Professs Sales 3ervices £ Labourers Other n
- ¥ Techn. tecreation
<3re 3 0 0 1 0 15 3 20
Jre I=12 5 4 7 3 55 11 3s
3re L3 1 k| 3 & 7 3 23
Comme 1 11 1 3 ) 3 28
Collezz
Jniversity 6 21 6 16 5 11 T1
n 13 43 13 28 7 33 31 224
ZDYCATION ” ' INCOME (3%097), ¢
<310 $10-120 3$20=330 330=-$40 >:4) n
{Srade 3 6 3 3 1 7 2)
Srades 3 to t2 14 39 29 11 1 35
irade 1) 1 3 3 3 2 27
Community Colleze 2 10 3 4 9 25
University ‘ - T 1t 21 14 3 11
n 30 17 53 33 21 224



4 Appendix C

. * FREQUENCY MEAN SCORES

I

TABLE 1

COHNSUWER FREQ&SNCY MIZIAN SCQRES
ALL WESPONDENTS

‘ Mean Rating Mean ating
Stane Baad 2illax Azit
]
Availapility of parking 5 5424 Se41
3ales Personnel 5+44 5.24
Traffic conzestion 4475 4.32
Varizty of prodacts S.42 4667
Cla2anlinzss of stores 5,33 5.70
Prices 4,22 4.61
duilting aand landscape 5433 4469
Mall thours 5.33 Se23
Adverﬁisin; . 5412 1.573
Juality of stores S+6C 574
Variety of storezs 3.41 3,00
Couparative shopping 4434 3,33
lensutition of stores Ss+66 S.33
Tyre of s3hoppers 4,98 4+31
Valueifor price 4,5C 1. 44
N = 224
133
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MEAN 2

Availability of parking
3ales Personnel
Traffic congestion
Variety of products
Cleanliness of stores
Prices

3uilting and landscape
Mall nours

Advertisin-

uality of stores
Variety of stores
Coaparative shopping
Q2eputation of stores
Tyoe of shoppers

Value for price

N o= 127

MEAN &

Availasility of parking
Sales Personnel
Traffic conzestion
Varieqy of prodacts
Cleanliness of stores
Prices

Juilding and landscape
Mall hours

Advertising \i
MMarbtity of stores
Variety of stoqes
Coaparative shopping
leputation of stores
Tyne of shoppers

Value for price

! N o= 37

134
TABLE 2

SPONSES BY SEX
FEMALE

Mean Rating
digpne Jead

9.19
5.51
1467
S.10
5.01
4432
S5.5¢
65605
- 5.27
Se+5H9
5,42
5.13
533
5.0%
1.56

TABLE 2
PONSES BY SEX
MALE

_Mean Rating
Siane 3gad

3.31
5.5
1.,3%
Sedd
5+32
1.913
3,93
5338
1.32
5+19
5437
4+59
Sedd
44632
.41

{ean Rating
Xillax 123X

5.32
5+29
479
44373
S5.793
4,33
4, 35
545%
44390
5,909
4.06
1425
Se54
S.14
4,52

{ean Ratiag

fillax ¥eai

5¢53
S.16
4.133
4415
5.393
4432
1. 37
1776
4432
503
3.01
352
t 394
- 3.68
4.21
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TABLE 1 Y

MEAN RESPONSES BY AG:E Sm— —
STONE ROAD MALL g b

$23 23234 23=13 3Qz42 253 —

Availability of parxing Sel1 5.2 $.32  5.33 6,00

3ales Persodnel Se25 5,00 3.49 6e179 b b4
Traffic congestion 4440 1.73 0 4.37 Se21 4461
Variety of preducts SeS1 3418 S5.17T  $.33  6.00 ¢
Cleanliness of stores & 400 5467 35433 6.21 He21
Prices ¢ 4-17 1.907 31,37 1.66 5+21
Building ant laandscape S.37 1,93 5425 5402 5479
Mall nhours 5. 40 Se64 3,73 6.21 5¢14
Advertising 54273 1.39 5.73 5.45 3.36
Juality of stores S+30 Se41 553 5.79 350
Variaty of stores 6420 5.01 3.3) 5.43 371
Coaparative shopping 4437 1.53 1,933 5,36 S.14
Reputation of stores Se 17 .41 5.353 6,02 5479
Type of shoppers 4483 1477 0 1433 5. 13 5423
Valuz for arice 3463 4,33 1.37 4493 1.14
N = 35 73 459 42 14
TABLE 5

MEAN ZSPONSE3 3Y AGE
WILLOW WEST MaALL - -

<25 25-34 133=12 30=43 243

Availanility of parking 517 3437 5.47-  5.33 5407

3ales Persvnnel 5+:06 SN0 3:32 550 5.79

Traffic coagestion 4. 63 4e41 1+33 5417 3.79 W
Variety of products 4,82 1.22 172 4. 31 3.79
Clzantiness ot stores S5+86 S5.42 3032 5,383 hel2l

Prices 4.43 1.147- 4.7 1,79 1,93

Suiliinz and landscape 4.33 1.13 1,52 5,293 5.93

Mall nours 4,33 4.35 3.42 5,52 5,00
Adfvertising - 4,05% 151 4,77 S.14 Se35

)*1Litv of stores 4, 54 177 Sl > S.57 S3.64

Jariety of stores 3,71 3.852 1,33 1.35 5.71
Coaparative s3hopping 4,06 3.53 1+93 4,19 1079,
Feputation of stores 4.31 Ss12 S5¢43 S. 321 S5.43

Trse of shoppers 4,74 1.92 S+ 00 S¢e24 1.93

Value for price 1,43 1447 1.67 1.14 4.2y

N = 35 S | 12 L4



MEAN RESPCNSES BY TOTAL FAMILY INCOHME
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TABLE 6

I

4]

3TONE RDJAD MALL

Availavility of parking

3ales personnel
Traffic conzestion
Variety of products
Cleanliness of stores
Drices

auitdinz ant laadscape

4all hours
Advertising

Quality of stores
Variety of stores
Counparative shoppinz
Regutation of stores
Tywe of shoppers
Value for price

N o=

MEAN RESPONSIES

<19

5417
5.73
4493
5.33
6420
4,70
5,27
6423
5.133
Se60
S5+33
5,23
5433
5.27
1,70

39

TABLE 7

Y TOTAL FAMILY [d2OMT

(£2900)
13-20 27-19
3421 S.21
5.14 S, 156
4.35 4.7%
5.19 Sed44
Se82 5402
.21 1,12
Se43 5,17
S.15 5¢31
1,32 S.15%
5445 S.53
$e29 5624
S.10 1. 713
5.5) 3.75
1.31 1,73
K 1,13

77 57

ATLLON WEST MALL

Availability of parking

Sales Personnel
ITraffic congeastiorn
Variety 3f products
Cleanliness of storas
Prices

Juilding and landscape

Yall hours
Advertising

Juility of staores
Yariety of stores
Joaparative shoppingz
Reputation of Stores
Type of shopgers
Value for price

N =

<19

$5.93
Se33
1437
5.93
5.33
4.50
S99
S¢30
4457
S0
1.40
1,27
513
430
1.31

39

(2°009)

%

S10=20 29=3)
S+55 5413
Sel6 Ssll
Se14 4.37
5.00 1.53
5492 54535
5.04 1,35
S5.+03 1,45
5,52 3.‘)3
5.11 1. 13
S.03 31.713
4. 49 3,37
44386 3,39
3.33 3421
5032 4453
$.57 .13

717

53

30~ 34}

5.13
5.45
S5.15
5.45
594
1.15
S35
5.64
5,03
5.73
5.55
1.32
5,09
1.75

33

30=- 149

5.61
S.64
127
$.21
S.67
1.6 1
1.43
S5.13
1,35
5,33
3.3
J. 15
5,52
4433
‘1.33

a3

>4

S¢37
5433
5624
S.52
Seb51
3. 76
543
5.36
S5¢52
S.76
S, 34
4,71
S5¢24
1657
1.71

>19

1.95
Seld
1.24
3.57
5.33
1,75
1.0
4. 13
1.29
1,30
2.5
3.13
5,90
4443
3,35

21
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TABLE 3

MEAN RS3PONSES 8BY EDUCATION

STONE ROAD MALL
*
i <3rade Grade Grade Community University
- 9 3=-12 13 Zolleze
Availability of parkiong $.95 4.91 4.37 5.2 Se51
Jales personnel 6015 5.29 3422 5.24 5436
Iraffic conzestion 1.60 4.94 34,29 4,32 4,33
Yariety of products 5,00 5,32 £,09 34443 Sedl
Zleanliness of stores 5+25 S5,91 8,00 5,31 5437
Prices . 4.20 4,32 1426 375 $.93
Juilding and landscape S35 5,10 5.22 3214 S.15
4all hours - 6+25 5.93 S$.73 5.556 5,70
\ivertising 5.15 S.11 5.01 5. 43 1.97
]ualit? of stores 5465 5,55 Se73 3.13 S5¢53
VYariety of stores S5+43  S.49 S5.135 3:23 333
Jomparative shopping 330 5,05 S.l13 5436 1.77
teputation of stores $+20 S.67 £.437 3459 3.55
I'ype of shoppers 5435 4.39 S.01 $.34 1.73
vilue for price 1.35 4433 414.52 1.15 1,79
H o= 20 35 23 25 71
TABLE 3
MEAN RE3PINSES 3Y EoUCATION
AILLDA YEST- MALL
{3rade Grade Grade ZComaunity Yniver
2 9«12 13 Tollaze
Availability of pagking 175 S5¢45 5,57 530 3.3
3Jales personnz2l 383 S.25 S.17 3.52 1.35
Traffic congestion 4455 S09 44.73 - S.s16 4. 35%
Variety of products 3423 5,02 5,35 153 .35
Jleanliness of stores 5,00 S452 6,09 5422 35451
rices 3,00 4,72 4.55 1,53 1,314
Auilding ant landscapge S5.185 4;36 4,71 1. 31 d.17
Mall aoirs 5.7S Sed43 S.68 3.00 1.75
Advertising 2.55 4.33 5439 1.72 1.23
Juality of Stores 5.15 S.36 S.17 1,64 .72
Variety of stores 475 4,33 1.4 3.72 3o 24
lomparative shopping 1425 1.26 4d.61 3,72 3.145
leputation of stores 5220 S5.43 S.7Q 3.12 14235
[ype of s3hoppers 549 S.12 5.143 4, 30 1,43
Value for prize 1.75 4,55 4,73 135 1,153
4 = 21 35 23 23 71
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Appendix D

FACTOR ANALYSIS RESULTS

TABLE 1

FACTOR ANALY3IS FOR ALL RES@OﬂDSNFS‘

a) ktone Road Mvall

VARIANCE

Fastor 1 300&1 20,9
2 24745 13.5
3 1,934 13.4
4 t.323 2.0
LOADINGS
Factor 1

Availability of Parking

3ales Perzannel +646
Traffic Congestion

Variety of Products

Cleanliness of Stores e 723
Prices .

B3ailding 1ni Lindscape + 520w
Mall Hours «535
Atvertisingz . 5179

Quality of Stores
Variety of 3tores
Crmparative Snoppinz
Reputation of Stores
Type of Shoppers
Viltue for Pricg

138

>

PERCENTAGE OF
ZXBLALYNED IQTAL YARLANZE

322
« 132
« 137

CUMULATIVE

B2ORQITIONS

20.8
3943
527
6147

543

«53N
« 327

«T13

« 350
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1L (continued)

FACTCR ANALY3I3 FOR ALL 3IE3SPONDEATS.

‘ ) #il

\ VAT ANCE
‘ EXPLALNED

Factor 1 2,675
2 245932
k| 2.512
1

1.33)

Fagtor \

Avaitability of Parkin
Sales Personnel
Traffic Congestion
Varizsty of Products
Cleanliness of Stores
Prices

Builfing and Landscape
Mall Hours

Advertising

Duality of 3Stores
Variety of Stores
Comparative Shopging
Reputation of Steres
Tyone of 3hopgpers

Vilue for Prize

low West Mall
PEIACENTAGE OF
IQTAL YARIANIE
17.3
17.4
15.83
3.9
LOADINGS B
I 2
<
« 617
597
+531
+ 349
+ 6573
e 739
+ 700

« 607

| cuMyLaTIvVE
B30202TINS

, 17.3
& 15,3
| 52,1
! 61.0

~I
-
b
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TABLE 2

—on

FACTOR ANALYSIS BY SEX = FEMALE

£a) Stone Road Mall

VARTIANCE PERCENTAGE QF
EXELAINED IQIAL YARIANZE
Factor 1 2.771 19,5
2 2.096 14.C
3 1.952 13.90
1 1.553 12,4
S 1.433 9,5
LJAQINGS
Factor 1 2 3
Availability of Parxing
Sales Personnel 116
Traffic Congestian
Variety of Products + 536
Cleanliness of Stores ,
Prices e 334
Buildinz and Landscape
Mall Hours
Alvertisiag v 663
Jual ity of 3tores » 331
Variety of Stores 1356
Comparative Shoppinz «502 « 504
Rzputation of Stgres eH15
Tyne of Shoppers .., « 639
Yalue for Pric: «638s
.0
y
S
.?'

CUMULATIVE
BRQROITIANS

19.5
32,5
45.5
57.3
67.4

549
+ 733
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TASLE 2 (continued)

FACTOR ANALYSES BY 3EX =~

YEMALE

B) N¥illow W¥est Mall

VARIAHCE

Fagtor 1 2+ 8607 13.1
2 24432 145419
3 2,303 ‘ 1S
4 2.011 13.7
LQADINGS
Factor 1 ’y

Availabvility of Parking
Sales Personnal

Traffiec Congestion
Variety of Products
Cleauliness of Stores
Prices

3uiliing and Laindscape !
tHall Hours

Aldvertisia-z

Quality of Stores 065717
Variety of sStores » 303
Comparative 3nopping «T52

Raputation of 3tores
Type of Shopgers
Value for Price

PERCENTAGE OF
SARLALINED  TOTIAL YASIANCE

.+ 115

« 612
« 730

«502
«365

-

-

CUMULATIVE
220P03TIQNS
13.1
35.0
50.7
64,1
3 3\
1
« 722
0*588
+ 560
+ 670
614
«+ 562
« 103



TABLE 3.
FACTOR ANALYSI3 BY SEX = MALS
a) Stone Road Mall

VARIANCE PERCENTAGE OF
EXZ2LALYED TOTAL YABIANZE

Faztor 1 4.342 2346
2 3,052 .o 2049
LY 3 l.376 g.q
4 16139 Je2
* -«
LaanIiyga
Factor 1 2
Availability of Parking
Sales Personnel . « 591
Traffic Conggstion
Variety of Protucts » 554
Cleanliness aof Stores s 439
Prices + 377
Blildinz and Landscape i » 615
Mall Hours + 639 '
Alvertising « 802
Nuality of Stores « 150
Varizty of 3tores
. Comparative Shapging +531
Repatation of 3Stures « 711
Type of Shoppers +613
Value for Prica 3214
A

CUOMULATIVE

39202311343

23.5
50,4
59.3
63.0

« 374

11

¢ 304




Factor

Availabi
Sales Pe
Traffic
Varizty
Cleanlin
Prices
Buildin:z
Mall Hou
Advertis
qual i,ty
Variety
Comparat
Reputati
Type of
Vilue fo

143

TASLE 3 (continued)

FACTOR ANALYSIS BY SEX - MALE

r) Willoﬁﬁwest Mall

VARIANCE PERACENTAGE OF
ELBLALINED TOTAL YARIANCE

1 3.509 23,3
2 24507 156.7
K| 1513 12.2
4 1327 3¢9
LOARINGS
1 2
]
lLity of Parking
rsonnel .
Consestion
of Products + 6529
¢35 of Stores « 137
~ + 677

and Landscape + 529
S ‘5’ + 603
ing .
of Stores . 692
of Stores e 8539 ° «653
ive Shopping « 7134
on of Stores 1393
Shopgers 565
r Price

CUMULATIVE
R2R02QRILANS
23.3
40.73
52.13
5142
-3
P
3 1
13
« 757,
« 799
«617
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TABLE 4
FACTCR ANALYSIS BY AGE = <23
a) Stone Road Mall

VARIANCE PERCENTAGE OF CUMULATIVE
EXPLALNED TOTIAL YARIANCE 220PQITIANS

Factor 1 24220 14.9 — 14,9
2 2.130 11.7 : 29.6
3 2.:060 ] 13.5 43.4
1 1.436 12471 56.1
S 1+633 11.3 5714
& 1.832 1044 179
LOADINGS -
Factor 1 2 3 1 5 [
Availability of Parkingz +753
Sales Personnel «523
Traffic Cefgestioc ~s 165
Variety of *roducts +«363
Cleanliness of Stores « 7473
Prices « 134 ?
3uilding and Landscape , . « 301
Aall Hours «9905 . s
Advertisiaz 310
Quality of 3toras +315% .
Variety of Stores * o631
Comparative 3hopping « 633
Rezxutation of Stores « 781
Tyose of Shoppers «332 , .552 : -
Value for Price .83§
I
N
. ; B
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TABLE 4 (continued)

FACTCR ANALYSIS BY AGE - <25

) illow Wwest vall

CUMULATIVE
BROPQRILANG

VAR;ANCE PERCENTAGE OF
EXBLAINED IOQIAL YAZIANCE
Factor 1. 30575 23-8

2 2 +380 15.9

3 2:127 14.2

4 1,911 v 12.7

S 10343 9.0

LQADINGS

Factor i 2 3
Availability of Parking « 711
3ales Personnetl
Traffic¢c Conzestiaon
Yariety of Products + 741
Cleanliness of Storss 953
Prices + 522 « 511
Buildinz and Landscape 4633
“all Hours « 729
Advertising 716
Quality of 3tores
Variety of Stores
Comparative Shopping «302
Reputation of Stores +» 510 ¢ 351
Type of Shoppers «592
Value for Price 117

g

23,3
39,7
5349
6646
1546

»9173
<779

(

W

¢« 728
+ 792
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" TABLE S

FACTOR ANALYSIS BY AGE = 25 TO 31
4

a) Stone Road Mall

VARIANCE

PERCENTAGE OF
EXBLALNED ‘{9EAL YARIANZE

Factor 1 5.506 36,77
2 24420 161
3 1770 11,78
LQADRINGS
Factor 1

£ 3

Availability of Parking
Jales Personnel

Traffiec Conzestion
Variety of Praducts
Cleanliness of 3tores
Prices -
Baildingz ani1 Laadscape
4all Hours

Aivertising

JQuality of Stores
VYariety of 3tores
Comparative Shoppinz
Reputation of Stores
Type of 3hoapers

Yalue for Price

¢ 385
810

L0620

323
o 138
573
» 370
« 633

557

«310
«728

CUMULATIVE
RROPOITIANS

36.7
5243
61+ 5

. 357
310 .
¥ 2157
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TASLE"S {(continued)

FACTOR ANALYSIS BY AGE 25 TO 34

. b) Fillow West “all

VARIANCE PERCENTAGE OF
EXPLAINED ICIAL YABIANCE

)

Factor 1 2.435 16. 6
2 2,439 16,3
: 3 24256 1sa¥¢
4 2.049 133
5 1.369 F.2
LIARINGS
Factor ! 1 2
Availability of Parking
Sales Personnel
Traffic Conagestion
Variety of Products +541
Cleanliness of Stores \ « 665
Prices .t
¥ 3uilding and Landscape ~
‘Mall Hours . 715
Afvertising
Quality of 3Stores « 521
Variety of 3Stores .794
Comparative Shopping + 691
* Reputation of Stores « 359
Type of 3hoppers
Value for Price
']
a\‘
| S
|
J}F !

731
6490

« 680

CUMULATIVE

B2ARORTIANS

16.5
32.9
48.0
61.7.
7049

«637

« 107

695

» 710
« 702
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TMBLE 6

FACTOR ANALY3IS BY AGE - 35 TO 49

a) Stone Road Mall

VARTIANCE PERCENTAGE OF
* EXBLAINZD ~ZDIAL YABLANZE

Factor 1 2.302 15+4
2 24256 15.1
3 2.033 13.9
3 2.042 13.56
LQADINGS
Factor 1 2
Availability of Parking + 3423
Sales Personnel
Traffic Congzestion « 364
Varizty of Protucts
Cleanliness of 3tores 1583
Prices
Building and Landscape 715
Mall Hours
Afvertising s 154

AQaality of Stores
Variety of 3Stores
Csamparative Shopping

‘Reputation of 3tares

Tynse of Shoprers
Value for Price

CUMULATIVE

2ROEQITIANS

4

1504
30.5
4444
5340

730

+ 514

« 161

+ 715

«703
+ 537

+ 532

e



TABLE 6

149

(contiaued)

FACTOR ANALYSIS BY AGE = JS TO

t) ¥illow West Mall

VARIANCE
EXRLAINED

Fagctor 1 2.513
2.43%
2.418
2.321

[FENEEWS I

“PERCENTAGE OF
TOTAL YABLANIZ

17.7
17.2 K
17.0 ~
12,3

LOAQIHGS

Fictor

Availapility of Parkingz
Sales Personnel
Traffic Congestion
Variety of Products
Cleanliness of Stores
Prices

B2ildin2 a2ad Landscape
M2ll Hours

Alvertising

Qudlity of 3Stores
Variety of Stores
Coamparative Shopping
Ranutation of 3tores
Type af Shoppers

Value for Prica

-

1 2

121

» 153

511

+733
+ 353

« 603
« 1213

43

CUMULATIVE

239PARTILINS

17.7
35.9
529
6443

« 530

+all
25625

+S05
¥

« 794

»303

+320
+552




FACTOR ANALYSIS BY AGE = 50 TO 65

TABLE 7

a) Stone Road 4atl

VARIANCE
EXELALYED

fFactor | 3633
3.250
1+636
1.433

[Py N ]

o~

Factor

PERCENTAGE AF

IQIAL YAZIANIE

2442
21,71

1

LOAQIYGS

1

Availapility of Parking

Sales Personnel
Traffic Congestion
Variety of . Proiucts

Cleanliness of Stores

Prices

Baildinz and Landscape

Mall dours !
Advertising

Quality of 3tores
Variety of 3tores
Comparative Zhopring
Raputation of 3teres
Tyope of Shoppers
Value for Price

+ 5SS

+ 633

+ 663
+ 924
« 830
+ 765

1.2

3.5

.32
<645
'+ 763

155

« 127

CUMULATIVE
B20PQIIIAN3
24.2
45.19
57T.1
66.)
3 1
« 307
+ 576
' .352
« 330
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i

TASLE 7 (continued) {
FACTOR ANALY3IS B8Y AJZE - 59 TO 63
"t) Willow West Mail

VARIANCE PERCENTAGE OF CUMULATIVE
EXBLALJZD  IQTIAL YA3IANCE 292BQRIIQNS

Fastor 1 2+347 20.0 2049

2 2+7123 14.5 I13.5

K| 2.174 R 53.1%

4 1.339 13,2 6643

S 1.337 9.4 1543

Laanisgs *

Factor 1 2 3 4 3
Availability of Parking - 197
Sales Personnel « 791
Traffic Conzestion + 370 + 520
Variety of Proiucts + T34
Cleanliness of 3tores +333
Pricas +333
Building and Landsaape « 522
Yall Hours + 513
Alvertising «536
Juality of Stores s 396
Yiriety of Stores « 549 «549
Canparative Shoppine e 351
Reputation of 3tores + 360
Type of Snopgers .§23 615
Vilye for Prigse i 70D

(&=




L 4 -
152
| o r B
- >
TABLE 3
FACTCR ANALYSIS BY AGE =« D553
a) 3tone Roai 4all
VARIANCE PERCENTAGE OF CUMULATIVE
ELBLALNED IQIAL YAZIAYGS 220P02TINIS
Factor 1 3.106 20,7 20.7
2 2.53S 17.2 37.3
3 2,561 Y171 3540 .
4 2.473 ‘ 16,3 715
S 2.413 1641 27,46
| LOADINGS .
X | '
Factor | 1 2 3 4 5
Availability of. Parking 0525
3ales Periovanel «305 - «e516 524
Traffic Congestion .« ST
Yarizty of Products « 3737 = —
Cleanliness of Stores e 341 L
Prices « 327
3yiltinz and Landscase « 234 e
¥Mall Hours « 327
Afvertisinz v 637 v 535 !
Quality of 3tores + 569 +578 ]
Variety of Stores - + 7130
Comparative Shoprpingz 671
Reputation of Stores 0237 .
Typ2 of 3Shoppers * « 525 + 323
Value for Price - . +333




CUMUJLATIVE

230203TIJ43

J1.56
55.3
7343
32.3

+T43

+ 546

«H52

4
.
TA3LE 3 (continued)
gﬂ? FACTCR ANALYSIS BY AGE =~ D465
) Willow West Mall
VARIANCE PERACENTAGE OF
EXPLALYED LQIAL YAZLANZE
Factor 1 5.107 34.46
2 3:139 2142
. 3 2,662 13.0
3 14325 9.0
LOARINGS "
A,
Faictor 1 \7\—g‘“~'9
fr
Availability of Farxkxing
Sales Personnel + 636
Traffic Conzestion « 794
Variety of Proifucts e 344
Zleanliness of Stores « 559
Prices 513
3uiliing ani1 Landscape « 555
Mall Hours - « 327
Advertising + 875
Quality of Stores +« 333
Variety of Stores « 139
Comparative Shopring
Reputation of 3Stceres «T33
Tyne of Shoppers « 730
Value for Price ¢339

+ 527
«660

e
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TABLE 93

FACTOR ANALYSIS BY TOTAL FAMILY INCOME - <510,000

a) Stone Road Mall

"]
.

+ 334

VARIANCE PERCENTAGE OF CUMULATIVE
ZXPLAIYED - ICQTAL ¥ARIANCE 239P0ORTIANS
. A
Factor 1 3.513 . 23.4% 23.4
2 2.434 1646 40,90
3 2.3353 15.7 . 55.7
4 2,053 13.7 6344
5 1.303 8e3 K T332
LCADINGS

Fictor, i 2 3 3

Availaoility of Farking - « 737

Sales Personnel ‘ + 508

Traffic Congestion

Variaty of Products T 175

Cleaaliness of Stores 531

Prices « 707

Building and Landscape e 1357

Mall dours v 362

Advertising e 7739

Juality of 3tores . e 325

Variety of 3tores « 3496 w

Comparative Shopgings + 130

Reputation of 3Stores «323 526

Type of 3hoppers - e 132

Viluz for Price 739



15s

TABLE 9 (continued)

e . %
FACTOR ANALYSIS 2Y TOTAL FAMILY INGZOME -« <3519,000

) Willow West Hall

IOIAL YARIANIE

« 785

» 321
« 2073

VARIANCE - PERCENTASE OF
EXELAINED
Factor '1 J.163 - 27,1
2 2443 L7471
3 24460 16e4
4 2.241 14.9
LQARINGS
Faictor . 14
Avaiilavility of Parking -
3ales Per3oanel
Traffic Crngestian
Variety of Profucts
Cleanliness of Ztores
Prices 306
Anilding and Landscape
Yall Jdours 5717
Atvertising
quality of 3Stores 130
Vairiety of 3Stores
Comparative Shapging
Rueputation of Stores « 7313
Type of Shoppers » 136
Value for Price ¢+ 530

CHUMDLATIVE
. BROBORIIANG

23,1
40 4%
5742
T2+1

799

o5
526
2650 +524

v 729
v 344
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TABLE 10

FACTOR ANALYSIS BY TOTAL FAMILY [43OME
£10,000| - $274900

1) Stone Road Mall

VARIANCE PERCENTAGE OF CUMULATIVE
EXBLALNED TOTAL ¥aA3IAnz BRQRORTIZNG

Factor 1 $.,371 35.77 6.7

2 2,83) 19,9 - 3645
3 1.622 11.1 67456
LOAQINGS

Factor 1 2 3
Availavpitity of Parking . w132
Jales Personael 929
Traffic Conzestion L 1657
VYariety of Products + 330
Cleanliness of Stores ! +310
Opices +531 -
3uilding and Landscape + 721
qall Hours $ 753
Advertisiog +313
Quality of Stores «316
Variety of 3toreg 537 .
Cogmparative Shopping 391 «H31
Feputation of Stores .TBUV ; ‘
Type of Shoppers v 535

‘VYalue forfPrice 312



FACTOR ANALYSIS 3Y TOTAL FAMILY TJ4ZOME

TABLF 190

510.000J~ £27,000
a) Stone Road Mall
VARIANCS PERTCENTAGE OF CUMULATIVE
EXEBLALIED IQTAL YARBJIANLZE BRAORQZATIANG
Factor 1 §.,371 15,7 36,7
2 2.83) 19.¢ - 5645
3 1.622 11.1 6746
LOADINGS
Factor . 2 3
Availavility of Parkinz » 132
3ales Personnel +529
Traffiec Conzestion . 557
Variety of Products + 330
Cleanliness of Stores +! «310
Prices «537 -
3uildiing and Landscape « 721
qall Hours AY
Advertising +313
Qquality of 3tores 3186
Variety of 3toreg 5131 .
Tomparative Shopping 521 -504
Reputation of Stores + 730 y
Type of Shoppers + 4535
Value forfPrice 312




TABLE 10 (continued)

FACTOR ANALYSIS BY TOTAL FAMILY INIOME
$10,000 - 120,009

B) Willuw

VARIANCE
EXPLAINZD

Faetor 1 3.178
) 2 2.743
3 L 2s312
4 146410

¥est Mall

PEACENTAGE OF
IQTAL YARIAMNIE

21.2
1343
15,4
11.0

LOADINGA

-
Fagctor

Avaitability of Parking
Sales Personnel -

Traffic Crngestion
Variety of Protucts
Cleanliness of Stores
Prices *
B8eildinzg and Landscape
Mall Hours

Atvertising

uality of Stores
Variety of Stores
Comparative Shopping
Qeputation of 3Staores
Type of Shoprers

Value for Price

1

+ 532

¢+ 755

8452
¢ 351
«5J0

6913

+ 7131

+ 125

o7

+S

CUMULATIVE
2202G23T1I033

21.2
39.5
51493
553

10

73

+4535

$502

323



FACTOR ANALYSIS3 BY TOTAL FAMILY INTDHE
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TABLE 11

$20,000 - 530,000
a) 3tone Raad 4all
VARLIANCE s PERCENTAGE OF CUMULATIVE
£LBLAINED TOTAL YARBIANCE  230BDRTIONS
Factor 1 3.403 22.8% 2243
2 1,745 11.7 I35 '
3 1.625 1049 15.4
4 1.5623 10,2 56.2
S 1.434% 10.1 56,3
) 1.250 . 3.8 T4.3 P
-LOARINGS
Factor 1 2 3 1 5 5
Availavility of Parkxing » 317
jales Personnel + 937
Traffics Conzestion e 317
Variety of Products « 695
Cleanliness of Stores
Prices + 660 -
3uilding and Landscape +633
Mall Hours « 372
Advertisin g
Quility of Stores « 934
Variety of 3Stores v+ 595 y
Compiairaitive Shopping V325
Weoautation!of Stores « 340
Tyse of Shoppers ¢ 343
Value for Price 2132

¢
# o




-

TASLE 11 (continued)

FACTOR ANALYSIS BY 'TOTAL FAMILY [NCOME
329,000 - $30,000

VARIANCE PENCENTAGE OF CUMULATIVE
EXPLALNED TICTAL YARIANCE 239L023T1343

Factor 1 2,934 1.6 19.6

2 27013 13,1 37.7
3 2.62% 17.5 55.2
4 1.449 3.6 64,9
LQAQINGS
Factor 1 2 3 1
Availability of Parking » 340
Sales Personnel ]
Traffic Congestion + 553 +« 539
Variety of Products . « 766
Cleanliness of Stares « 632
Prices . » 625
Building and Landscape + 620
Mall “aurs ' +513
Advertising _ 763
Quality aof 3tores ‘ 747
Variety of 3Stores +T65
Comparative Shopping + 752
Reputation of Jtores 601 5197
Type of Shoppers « 600

Valua for Price
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TABLE 12

FACTIR ANALYSIS BY TOTAL FAMILY INZOME

Fagctor

Factor

$30,000 -~

-

VARIANCE-

EXBLALNED

2,815
2,479
2.103
1.554
1.529
1.497

Availability of Parxing

Sales

Personnel

Traffic¢c Conzestion
Variety of Products

Cleanliness

Prices

of 3tores

Building ani Landscaﬁé

4all dours
Advertising

Juality of Stores

Variety of 3tores

Comparative Shopgping
esutation of Stores
Type of 3Shoppers
Value for ?rice

5404000

a.) 3tone Rgad Mall

PERCENTAGE OF

TCTAL YABIANZE
13.6
17.0
131.5
10,7
133
3.7
LCARLIUGS
1 S 2 3
« 731
e 531
« 545
« 1397
v 367
« 703
«302
« 732
+ 851
#3512
+ 136

CUMULATIVE
230P0O2TIQJS

135
6.6 -
51.1
61.8
T2473
82.0

+332 . i

«577
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TABLE 12 (continued)

FACTOR ANALYSIS BY TOTAL FAMILY INJOME
$30,000 - 340,000

£t} #illow West Mall
-
VARIANCE " PERCENTAGE OF CUMULATIVE
EXBLAINED TOTIAL ¥YaBIANIZ B3QPQRTIINS

Factor 1 4.004 25,13 26.,9.
2 1.353 13.% 32.9
3 1.8313 T 1247 52.4
4 1,859 10. 4 63,0 ,
5 1.457 3.7 12,1
6 1.210 3.1 80?3
LQADINGS -
Factor ‘ 1 2 3 1 5 Y
Availabvility of Parkiag « 343 ‘ !
3ales Personnel ’ : n362
Traffic Congestion ‘ ' 315
Variety of Products « 3734 »
Cleanliness of 3Stores Lo ‘ « 515
Prices - T W36
3uilding antd Landscape +572 .
Mall dours 712 -
Advertisin: * + 736 -
Juality of Stores « 3565
Variety of Stores + 301
Comparative Shopping e 743
Feputation of 3tores L 739
Tyose of 3hoppers + 633

Value for Price . «+ 931

‘



#

62

TABLE 13

FACTOR ANALYSIS 3Y TOTAL FAMILY INCOME
>$40,000 .

a¥ 3tone Raoad Hall

VARIANCE PERCENTAGE OF CUMULATIVE
EXPLALNED  IQTAL YABIANIE  BROPORTIONS

Factor 1 3.232 22.2 2242
2 1.937 12.3 35.1
3 1.431 12,2 4773
4 1737 12.0 59.3
o S“W_ ) l.§99 11.3 ’ 70+ 5
LOARIdGS
Factor ' 1 2 3 4 3

Availability of Parkingz

Sales Personnetl ‘ -,161
Traffic Con;estiod +« 345

Variaty of Products e 5123

Cleanliness of Stores + 591 639

Priceas

Building ani1 Landscape 330

4all Hours ' « 720

Advertising . 751

Nuality of Stores «305

Variety of Stores

Comparative Shapping -e924
Reputation of Staores » 393

Type of 3hoprers + 7173

VYalue for Price 172



TABLE 13 (continued)

JACTOR ANALSIS BY TOTAL FAMILY IVCIME
>$40,000

£) Willow West Mi}t

VARIANCE
EXELAINED LOTIAL Za3gliasce
Factor 1 34365 22.5

2 J.271 2149

3 1335 13.4

4 1.769D 11.9

5 1.350 3.0

LOADINGS
Fazstor e 2 3
. .

Availability of Farking -“s326
Sales Parsonnel « 311
Traffic Congestion
Variety of Products « 703
Cleanlipness of Stores «306
Prices
Yuildinz and Landscape « 7135
dall dours e 331
Afvertisinz » 399
Yuality of Stores +330
Variety of Stores NLE
Comparative Shogping « 301
Reputation of Jtores 155 «33

Type of 3hoppers
Value for Price

PERCENTAGE OF

X.‘\“

CUMYLATIVE
B32203TIJ43

22,5
44,4
57.3
63.6
73+%

597

“i



w,

FACTOR AJALYSIS BY EDUCATICN =

164

TABLE 14

a) 3tone Road Mall

VARIANCE

Factor 1 3.523
2 2,741
3 2.30S
4 2+.266
3 1.73)
Factor

i A

PERCENTAGE OF
ELPLALNED  TOTAL YARIANZE- 2RQPORIIONS-

23‘9
13.6
15486
15.4
11.7

&\

LOADINGS

1

. .
Availability of Parkingz 532

Sales Personnel
Teaffic Congestion
Variety of Products
Cleanliness of Storzs
Prices )
Buildinz and Landscape
Mall Hours
Advertising

Quality of Stores
Variety of 3Stores
Comparative Shopring
Reputation of Stores
Type of Shopgers
Value for Prica

« 777
« 319

e

«3041
NEEE

<GRADE 9

CUMIJLATIVE

23.7
‘ 42.53
53.1
73.5
35.2
3 4.
751
- T72
+ 351
+ 565 +652
«179
+«53S
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TABLE 14 (continued)

FACTOR ANALYSIS BY EDUCATICN ~ <G24DZ 9

£) Aillow Wwest Mall

N VAR IANCE PSACENTAGE OF
ot EXPLAINED  IQIAL YAZIANCE

Fadtor 1 4,013 27.4
! 2 2,492 17.9
| 3 24250 15.3
g 4 24131 14,5
| g 1e621 11.0
| )
T - LOADINGS

ﬂactor 1 2

Availabiltity of Parking
3ales Personnel

Traffic Congzestion « 500
Variety of Products +512 e 753
Cleanliness of 3Stores ) » 751
Prices «322
Builiing and Landscape +533 4

Yall Hours 71390 i
Atvertisiaz «302

Quality of Stoares e 782

Variety of 3Stores Y A X

Cowmparative Shopping » 360

Reputation of 3Stores «547
Type of Shoppers e 645

Vailue for Price

CUMULATIVE
B2OL0O3TIANS

27.4
14.4
59.7
T4.2
35.2

+ 359
#7155

+763




W%

1586

TABLE 15
FACTO®? ANALYSIS BY EDUCATION <« S2ADES 3 TO 12
[ a) Stone Road Mall

VARIANCE PEICENTAGE OF CUMULATIVE
S32LALYED ICTAL YAa3Iisngz 220202TIQN3

Factor 1 3.903 2546 25,54

2 3.7713% 2543 51,1

3 1,315 12.2 633

4 1+141 146 o T70.9 —

LQARINGS
Factor - 1 2 3 ‘ 1
Availability of Parking . « 135
- S3ales Personnel . + 671 ‘
Traffic Congestion $3592 ’
Variaty of Products v 760
Cleanliness of Stores e 541 « 551
Prices + 719
3uiltinz ani Landscape »A37
Yall Hours o + 595
Alvertiging « 730
Quality of 3tores + 1S6
Variety of 3tores « 343
Comparative Shoppging 651
Reputation of 3tores” «582 « 549
Tvpe of Shoppers « 5T
Yalue fopr Price « 341
L1




TABLE 15 (continued)

167

FACTOR ANALYSIS BY EDUCATION - GRADE3S 9 TO 12

£ Jillow West Mall

VARIANCE .

EXELAINZD

Factor 1. "2.521
2 2,466
3 1,958
4 1.5927
5

1.625

neg mET

Factor

availability of Parking

Jales Personnel
Traffic Congestion
Yarijety of Products
Cleanliness of Stores
Prices

3uiltineg and Landsc¢ape
Mall Ysurs
Advertisingz

Jdality of 3Stores
Variety of Stores
Comparative Shopping
Reputation of Stores
Type of 3Shopgpers
Value for Price

i

I

”7\ o
{

¢
b

BERCENTAGE OF CUMULCATIVE
TOTAL YABL1AHCE  (RRBOPQRILONS
16,9 16,3
16.4 33.2

' 13.1 46.3
1242 58.5
108 69.3
LOADINGS ~~
i 2 3 4 s
777
-65_?__5
+ 3313
544 +587
+ 17173
+ 531 +506
' 527
6113
+59) .« -
+323 s
+ 521
2719
522
+718
+ 773




Ly

FACTOR ANALYSIS 3Y

-

VARIANCE

EXELAINED
Factor 1 3.038
2 24507
3 24353
4 2.0%s

Factor

Availability of Parking

3ales Personnel -

"Traffic Conzestian

Variety of Products
Cleanliness of Stores
Prices -
Buildinz and Landscape
Mall Hours

Atvartising

Juality of Stores
Variety of 3Stores
Comparative Shopping

_Reputation of 3Stores

Type of 3hoppers
Value for Price

158

ZLUCATICN

PERCENTAGE OF
LOTAL ZARBRIANCE

1

» 721

+» 3514

313

+ 739

TABLE 16

20.4
1647
15.7
13.3

LOADINGS

- GRADE 13

a) Stone Road 1all

LS

« 575

+ 302
+554
«579

CUMULATIVE
229202L1243

20.4
37.1
52.,8
66T

371

+ 734

«519

+ 748

«351

+503




TABLE L6

i
FACTIR ANALYSIS BY

169

(continued)

EDUCATION = GRADT 13

£t} Hillow ¥est 4all

i
i
i

 VARIANCE PERCENTAGE OF CUMULATIVE
SXELALMED TOQYAL YABIANCE BROPORIIANS
Factor 1 1,341 29.0 “ 29,0
2 3,203 21.4 5041
3 2,139 ™~ 19.5 63,73
1 1729 - 1b.S 90.1
4
:
' Loanlisas
Factor 1 2 3 4
Availapi Lity of Parking .765. 5
Sales Pe rsoanel + 854 e 543
Traffiec <Conzestion +S14
Variety of Products «397
Cleanliness of Stores « 317
Prices + 643
Buildinn 2 aad Landscape o137 « 510
Mall Hours +« 185
Adverti 3 ing ¢«582
Juality of Stores +« 317 .
Variety of stords +313
Compirat i ve Shoppine «» 846 . * 1;
Siteputat i on of Stores » 3731
Type of Shoppers 310
Vﬁlue for Price « 733
*
\-A
* -
% +
~ Cg
) e
" -

Q



-

- Fagtor

FACTOR ANALYSIS B8Y EDUCATION ~ COMMUNMITY COLLEGE

170

TABLE 17

a) Stone Road “all

VARTIANCE
EXBLAINED

3.435
24637
24137
2.113
1,753

U da 2 A

Factor

Availability of Parxin
Sales Personnel

" Traffic Conzestion

Varbiety of Prodjucts
Cleatiliness of Stores
Prices

Builiinz and Landscape
Mall Hours
Afvertising

Quatity of Stores
Yariety of Stores
Comparative Shopping
Reputation of 3taores
Typae of Shoppers
Value for Price

PERCENTAGE OF
I0TIAL Ya3lANg

¥

LOADINGS

L

2343
18.1
119
14.4
1.9

1

g*.734

»309

+H36
« 751
» 565
+530

¢ 347

CUMULATIVE
220BR02T1Q43

23.3
1.4
3643
70.7
82+ 6

«361

&
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TABLE 17 (continued])

— .

FACTQR ANALY3IS BY EDUCATION = COMMUNITY COLLEGS

) ¥illow West “all

VARIANCE PERCENTAGE OF
i ) EXBLALINED IOTAL YARIANCE
Factor 1 2,735 1346 |
) i 2 2.57S 17,2
3 2.443 1647
4 2.119 14,1
3 1.593 107
i LOADINGS
L
Factor t 2 3
Availability 6f Parking
Sales Personnel
Traffic Conzestion « 769
Variety of Products -
Cleanliness of Stores T2
Prices + 344
Building ani Landscape ‘Qﬁ33
Mall Hours . 1515
Advertising 1562
Quatlity of stores »313
Variety of Stores 186
Comparative Shopring +564
Raputatiaon of Statres
Type of Shopgers +309
Value for Price
»
/ 4
[ : 'y

CUMULATIVE

B2ORQRTIQNS

19.56
35,3
52.1
664+ 2
7649

7137

«2560

541

+550

i

«330
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TABLE 113

FACTOR ANALYSIS 3Y EDUCATION = UNIVEL3ITY

a) Stone Road MHall

VARIANCS PERCENTAGE

oF

EXBLALIZD IQTAL YS3IaNCE

Factor 1 2.333
T2 2,334
3 T 14637
4 1.895
5

1.443

LOADIUS

Factor 1

Availability of Parcing
Sales Personnel

Traffic Congestion,

Variety of Products
Cleanliness of Stores + 534
Prices .
Builiing and Landscape

Mall Hours ) . 787
Advertising «93)
Quality of 3tores :
Variety of Stores
Comparative Shopping
Reputation of Stores

Type of Shoprers

.Value for Price

-

13.4
19.3
12.6
12.3
10.4

3

2% -742

» 707

122

»516

547

« 309

CUMULATIVE
BRQBQ3ITIINS

19,4
36,7
19,3

61.6"

72.14

.310

+333

+ 317

+T14
+ 333
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: TABLE 19 (continued)
" FACTOR ANALYSIS 3Y EDUCATION = UNIVERSITY
r) Zillow dest Mall

VARIANCE PEACENTAGE OF CUMULATIVE
ELBLALJZD IOIAL YARIANCE 230PQRT1343

Fagtor 1 2.,905 13.4 . 19.4
3 24432 1642 53.9
] 1406 344 62.1
S 1233 e 6 T1.5
LOADINGS
Factor 1 S 2 3 4 3 *
) ' Availability of Parxing + 555
3ales Personnel + 518 .
Traffic Conzestion +» 332
Variaty of Proiucts + 735
Cleanlinass of Stores . + 393
Prices 331
Building ant Landscape 545 .
Mall Hours . 53D
Afvertisiang 7150
Quality: of 3tores «467
Variety of Stores v 312 i
omparative Shopping « 731 ‘
Raputation of 3tores « 764 o -
Type of Shoprers oo «57S
Value for Price e 133
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Appendix E ; | '

RELATE ANALYSIS RESULTS

TABLE 1

j COMPARISCN OF THE FACTOR STRUCTURE OF
° STCNE HOAD AND WILLOW WEST MALLS3

BY SEX
FEMALE !

Stone R0ad Mall Facstors

B! 2 3 1 5
i .
dillow 1 0.319 0170  0.077 =0.031 0,343
"‘stt 2 -0.12C 0.265 0356 0.014' 0.022 |
Mall 3 0.208% ~04212 - 04063 %373 0+332 .
Factors 4 0-0A§ 0.341 =0.233 =0.092 0.434
1‘(‘“ " -
MALE i . '
3tone Road Mall Factors ”
" >
N 1 2 3 ‘ 1
4illow 1 0.899 -0,030 0,352 -0, %47
Test 2 ~0.040 T 04945 S 947397 =0.319 ,
Mall 3 0.423 G.290 -34555 0.654
Factors 4 =0.104 0.130 0,745 O0.6441
, " d
1
I




fitloaw
fest
Mall
Factors

" Aitlo
deit
dall

Ffactors

¥illow
Aest
tﬁall ’
Facegtors

115

.TABLE 2

COMPARISON OF THE FACTOR STRUCTURE OF

ke 02 -

w

_3TQNE RCAD AND WILLOW JFEST MALLS

LN N

BY AGE
<2s
- ., Gtonz Road
1 2 13
0.358 0,414 -0.976
0.046 0,379 0,035
0.198 0.53% D.673

-

Mall Factors

1 5 o
0.063 9.123 0.321
0,513 0,673 =0.351

-Og225 =-0e¢34] =0.221

o

0703 =04530 04233 =0,175 04313 -0.017
04088 =04267 04272 04302 ~3.434 0,123

1 2
1 00391‘ =-D.511-
2 0.521 0.439
3 0,595 -0.02)

4 d.347 04422
bS] =3,313 0573 .
38 TO 19

Stone Road Mall Factors

i 2 3
‘0-357 " 0e314d d.669 0.
0.153 0.0841 84125 -9,
0,431 0.573 =3.423 i
CeTL0: -0.37S 0'406, VRS

-3
£ ¥

25 Ta 34

Stone Road Mall Factors

Ds.
0,220
=0,7149
0.220
Dendd

4

303
145
393
374

>

! ©

{continued)
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Lot

%

Willow
Hest
Mall

- Factors

Villow
fest
4all

. Fac¢tors’
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TABLE 2 (continued) ,L

BY AGE

50 TO 65

# .ot

Stone Road‘ﬁall~?16tbrs

1 2
0.932° . 0.836
0.583 =0+050
d.106 0459

04133 0.166
“0l674 " -0,175

555
étone Raad
1o 2 - 3

0,722 =0.133 0,372

.. 0«08&C D+794 0.452
04127 0,140 =0.679

“0,406 =0,492 0.4356

-~

|

"0-30]
-0¢100
0,675
0,351
-3:139%

Mall Factors
L1 5.

-0.312 9,352
0+377 ~0.111
0.515 0,353
0.529 0,933

1

4

’0-115
0,723
036D
3.901L
D0.573
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dest

_Factors

fillow

daltl

b T

dillow

fest
Mall

-

CO4PARISCN
STCNE ROAD AND WILLOW WEST MALLS

Factors

tillow
Aest
1all
Factors

|
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TABLE 3

OF THE FACTOR 3TRUCTUIE HOF

BY TOTAL FAMILY INCOME

1

0.324
“(.,11S
0.243
C.390

1

0«347
C0.358
" 0e531
-0.203

+ <310

2
Jed66
~ 0.064

D772
-0e314

vy000

3

Stone Road Mall Faictors

*

1 5

0,773 =0.137 =0.211
0.3097 0,337  0.271

~0s454

0,018 0.361

~0.166 - D+213 ~“0.159

£10,000 TG 320,000

4, Stone Road Mill Factors 4

1
04647
0. 378

‘q. 305
De594

£20,000 TO 533,000

*

2 .

-0.417 0,237
01835 -Dy016
0.295 ‘ 9,330 .,

“0.003 - 3,204

i

Stone Road Mall Factors

2

0,321

00136“
-04+340

0.0481

3

0,033
0.2013
0.028
0,837

o4 3 6

0.2%93 -0,200 =-0,274
0,008 0.141 0,379
3.331 9.552 -9.,266

({continuet)

.
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b

. TABLE 3 (continued) '
3Y TOTAL FAMILY INCOME
$30,009 TC 310,000

‘Stone Hoad Mall Fagtors .

1 2 3 L S 5
DA | 0+s547 04532 0,154 0.350 0.117 -0.313
¥iltow 2 0s171 04123 =0.123. 0,567 <0318 04744
> lesu 3 04287 ~0.1560 0._539 =~0+251 ~0.,3139 7.192
dall 4 =0.135 -04333 0,379 0.371 0,700 9,143
Factors, 3 «0e231 04642 04143 =0,333 0,342 I.1566
& 0e888 «04232 -0,339 =0,33%  D.347 24232
) “ [4
p o , ’ >149,000
v ’ ‘ Stone Hoad Mall Factors
- I 3 1 5
Fillow L © 04187 0.235 0,919, 0.549 =0.431
dast 2 ~0.046 D.608 =0,13¢ 0710 ND.N513
_Mall 3 0333 0.029 ' =2.077 =0.,157 =0,201
Factors 4 0-190 D262 0:,139 - N.239 0.333
S

T =0L.012 D.922 04015 =04s260 =0.141
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TABLE 4

COMPARISCN OF THE FACTOR STRUCTUYRE OF
STCHE SCAD ANMD WILLOW #E3ST MAULS

8Y EDUCATION
<GRADE 9

3tone Road Mall Factors

1 2 1 4
¥illowe 1 0s.106 0.470 7.731% 0.128%
Nest 2 =0.,023 0,046 G.351 ~0s178
Mall 3 0-903 =3.403 0.0865 0.127
Factors 4 G377 0.603 -0.082 “0e6373
S 0.172 0,497 -(+572 ’J-S‘Sl
GRADES 9 TO 12
Stone Road Mall Factors
1 2 3
#illow 1 0.906 «0,200 =J,157
dest 2 0-113 0:709 "0-159
Vall 3 G.293 0,491 0,127
Factors 1 -0e223 0.3949 =-0.:237
B Q164 0.251 0.335
I
GRADE 13
! Stone Road HaLI.Faetors
1 2 3
Aillow 1 0.313 -0.230 0.1353
West 2 0,223 0,394 U R4
M:llt 3 =~0.039 0,133 . =0,4255
Factors 3 0,455 0.7234 =-0.,202

(continuad)

-‘1.216
9.919
0.044

“0.121
0.307

0,330
0,043
-J3.1356
© D.736

7.182

0,323
0,062
0.303

" =0,443
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TASLE ¢ (continued)
83Y EDUCATION
COMMUNITY COLLEGE

3tone Road Mall Factors

1 2 3 3 5
" Willow 1 0,715 0.2333 0,071 =-3.217 0.554
West 2 =0.079 0e512 -0.303 0.730 0.171
Mall 1 =0.4p0 -3.613 0.838 Ds 381 0.362
Factors 4 0.505 0.001% 0+.280 71,313 =0.475
5 =0.104 0766 0+354 =9,1310 0.2390
UNIVERSITY ‘
3tone Road Mall Factars
"
¢
1 U S 3 1 5
¥illow 1 0157 0,160 20,3513 ) 36 001.36
Hest 2 0,252 O, 827 3,073 J.133 -N.457
Mall } 0.767 «0.,080" <=041%69 947392 0.173
Factors 4~ 0.1%3 04333 =0.s232  =9.3190 0,337
5

=-04+348 0. 411 =0.067 0.1330 0.613
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