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Abstract  
As the retail apocalypse is increasing, it is common to face stores without consumers in city 
centers. E-commerce is one of the factors that has had a negative impact on physical stores, 
both in city centers and in shopping malls. It has been easier for shopping malls than for 
city centers to fight the increased competition.  
 
The purpose of this thesis was to explore who the typical shopping mall consumer was and 
if this consumer felt excluded from city centers. Four concepts were investigated; consumer 
stereotype, place image, shopping experience and place attractiveness. A qualitative, 
method and an exploratory approach were applied, and the data was collected through an 
online focus group and interviews. 
 
The findings showed that the perceived typical shopping mall consumer had seven traits; 
social, fun, curious, open, flexible, time thrifty, calm and patient, and four characteristics; 
young, families with children, females and formal styles/ fashion oriented. Furthermore, 
this consumer felt excluded as a shopper because of the limited supply and divided city 
center. 
 
The implication of this study was to understand who the typical shopping mall consumer 
is and, if and why he/she felt excluded. Hence, this can provide retailers in city centers with 
understanding of what factors affect the perceived typical shopping mall consumer’s choice 
and thus will enable them to make their stores more welcoming also to the typical shopping 
mall customer.  
 
The original value of this study is an understanding of the perceived typical shopping mall 
consumer and if this consumer feels excluded from city centers, which has previously not 
been explored. 
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1. Introduction 

Today, as you walk in city centers, it is common to face stores without consumers, 

regardless of size of the city. This phenomenon is also known as the brick-and-mortar stores 

apocalypse (Biron, 2019). The brick-and-mortar stores apocalypse in city centers has been 

discussed for some time but is still of relevance today in many cities in Sweden. Many 

retailers wonder what the reasons behind the decline are. One reason behind the dying city 

centers is the high costs that retailers are not able to pay such as rent; therefore, they end 

up in debt. This is also the reason why many retailers move out of town (Lund, 2020). 

Another reason of the brick-and-mortar stores apocalypse is the increased competition from 

other retailers, such as from shopping malls, and e-commerce has affected brick-and-mortar 

stores in city centers (Anselmsson, 2018 ). According to Anselmsson (2018), consumers 

prefer to shop in shopping malls or over the Internet due to the convenience. 

  

In this study, shopping place relates to a physical area with stores, cafes and restaurants, 

namely either a shopping mall or city centers (Collins, 2020). Shopping malls refer to 

medium to large and enclosed space with various stores, that is located on the outskirt of a 

city, compared to a galleria that is close to a city center and is smaller in size (Hasa, 2017). 

Shopping malls are also facing the brick-and-mortar stores apocalypse, however, since they 

are more available and offer more attractions, they are able to combat the apocalypse better 

than city centers (Anselmsson, 2018 ).  Shopping malls have been around for a long time, 

however, the global trends such as changed demographics and increased urbanization have 

changed the role that shopping malls play in today’s society. Consumers visit shopping 

malls for the experiences that stretches over the traditional shopping. Additionally, e-

commerce is one of the global trends that changes the role that shopping malls play 

(Fantoni, Hoefel, & Mazzarolo, 2014). E-commerce is a new phenomenon and threatens 

all physical stores (Hagberg et al., 2017). This problem can be seen in various cities, both 

in larger and smaller ones. However, this issue affects the smaller cities more because 

generally those city centers are not as attractive as the bigger cities (Kharazmi & Isaksson, 

2019).  

 

Generally, city centers are important to the society and the city itself. City centers are a 

source of turnover for the national economics, since they also provide jobs. Moreover, city 
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centers cover 14 percent of the jobs and 8 percent of the businesses (Jeffrey & Enekel, 

2020). City centers are facing the brick-and-mortar stores apocalypse, where 

announcements of stores closing down due to underperformance of sales, thus the economic 

loss is increasing (Berman, 2019). One of the reasons to the in-stores underperformance is 

an outcome of e-commerce (Berman, 2019). The change of e-commerce growing, has put 

a significance change in today’s society, which includes elements in both everyday life and 

in businesses (Hagberg, Sundström and Egles-Zandén, 2016). Hagberg, Jonsson and Egles-

Zandén (2017) discuss the importance of this transformation in the retail sector. Through 

e-commerce, consumers are provided with digital services and products. This has put 

pressure on the brick-and-mortar stores (Tunca & Anselmsson, 2019), since the emergence 

of e-commerce influences the competitive environment among retailers (Hagberg et al., 

2017).  

  

Due to the above-mentioned factors, it is harder for city centers to manage the apocalypse. 

This can be seen today in, for example, Malmö or Kristianstad where several shops are 

closed due to a reduced number of consumers (Anselmsson, 2018 ), and from the threat 

that shopping malls hold (Larsson, 2014). Smaller cities are more affected by the increased 

competition from e-commerce and, therefore, is it harder for them to manage. Shopping 

malls are able to manage better, which may depend on accessibility, which is an important 

factor that contributes to place attractiveness (Anselmsson, 2018 ).  

 

1.2 Problematization  
Retailing consists of different shopping channels, such as e-commerce, physical shopping 

in city centers and/ or shopping malls. Because of this, consumers are able to choose where 

they wish to shop, and often they choose what is most convenient and least time-consuming 

for them (Wahlberg et al, 2016). Consumers have nowadays shifted to online shopping 

because it is more convenient since they are able to quicker compare different products and 

prices online (Tandon & Kaur, 2018). Although, e-commerce lead to a positive boost for 

different retailers and for the economy, the negative outcome is that its growing popularity 

outcompetes with the brick-and-mortar stores, both in city centers and in shopping malls 

(Anselmsson, 2018 ). Even though e-commerce might not lead to a complete death of all 

brick-and-mortar stores, a large number of them will close down gradually. Sweden is not 
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an exception, where the number of physical stores has decreased by 14% between year 

2014 and 2017, due to the e-commerce (Lund, 2020).   

 

Even though e-commerce has put pressure on and outcompeted the brick-and-mortar stores 

in both city centers and shopping malls, it is overall easier for shopping malls to fight 

against the competition from e-commerce. It easier for shopping malls to fight against the 

competition mostly because of  the accessibility and all the different attractions that they 

offer, especially the ones on the outskirts of the cities (Anselmsson, 2018 ). Different 

attractions have made it easier for shopping malls to outlive the competition from e-

commerce. These attractions include restaurants, cafés, and other entertainments such as 

hairdressers, cinemas or nail salons (Risselada, Warnaby, & Weltevreden, 2018). 

Furthermore, according to Anselmsson (2018), accessibility in form of parking lots and 

longer opening hours are important factors for attractiveness of a shopping place.  

 

 

 Another reason why city centers are being outcompeted is that they tend to attract mainly 

two target groups, namely the elderly and people of higher social class, since city centers 

are associated with high social class (Tunca & Anselmsson, 2019). City centers are built in 

a way that is customized for older shopper (Kohijoki & Koistinen, 2019). Thus, other target 

groups might be excluded from city centers (Bishop & Corkery, 2017). According to 

Bishop and Corkery (2017), the problem lies within the fact that city centers are planned 

and structured for the needs of the elderlies, which might results in the exclusion of other 

groups of people. This has also been strengthened by Kohijoki and Koinstinen (2019), 

where the authors argue that the main visitors of a city center are elderlies and that the 

reason why they visit city centers is because they are also able to perform different outdoors 

activities in connection with shopping. The second target group in city centers are people 

of a higher social class, according to Tunca and Anselmsson (2019). The authors explain 

that often the general price level of product and parking fees are higher in city centers, 

compared to shopping malls.  

 

Furthermore, Tunca and Anselmsson (2019) found that typifying consumers who shop at 

different places, such as city center and shopping malls, might have occurred due to the 

social consequences that happened in the early 1900s because people typified others based 
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on their social class. As an outcome, people of lower classes did not feel welcomed in the 

city centers. In that way a stereotype of customers who visit and shop in city centers was 

created. This might result in not everyone feeling welcome in city centers, since some 

groups might feel excluded (Tunca & Anselmsson, 2019). Furthermore, Kohijoki and 

Koistinen (2019) studied the older consumers' perception of city centers, and that the older 

consumer is perceived as the frequent shopper there. This creates a problem for those who 

do not want to be associated with the stereotypes, or for those who feel like they do not fit 

in these categories, resulting in fewer customers in city centers (Bishop & Corkery, 2017).  

 

However, the existing research of consumers' choice of a shopping place do not provide a 

clear and specific answer if and why the other segment groups feel excluded and if the 

typical shopping mall consumer choose shopping malls because he/she feels excluded or if 

there are other factors affecting his/her choice. Therefore, it is important to understand what 

characterizes the typical shopping mall consumer why this consumer choose to shop in 

shopping malls and not in city centers, and if it is possible for city centers as a shopping 

place to be more attractive and make consumers who do not shop in city centers feel 

welcomed.  Thus, we aim to investigate who the typical shopping mall consumer is as well 

as if and why this consumer feels excluded from city centers. This can contribute to the 

creation of more appealing of city centers for a larger segment group and will possibly 

make more consumers feel included and welcomed also in city centers. This topic is also 

crucial for marketers to investigate in, since they can learn how they can contribute to the 

city center attractiveness in cities and attract more consumers, thus for everyone to possibly 

feel welcomed. Hence, marketers can learn what consumers are searching for, what is 

valued, what is missing and if and why it is only a specific segment of consumers that feel 

welcome in city centers (Tunca & Anselmsson, 2019). 

 

1.3 Purpose and Research Question 
The purpose of this thesis is to investigate who the typical shopping mall consumer is and, 

if and why this consumer feels excluded from city centers as a shopping place. The reason 

why we want to examine the typical shopping mall consumer is because we want to 

examine consumers that do not shop in city centers, in order to investigate if and why this 

consumer feels excluded from shopping in city centers. In order to do so, we will examine 
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what characterizes the typical shopping mall consumer and what image this consumer has 

of city center as a shopping place. In that way, will be able to understand what factors 

influence the choice of shopping place. This thesis will provide us with an understanding 

of how city centers can possibly make themselves more appealing to everyone. 

  

The research question is: 

Who is the typical shopping mall consumer and, if and why does this consumer feel 

excluded from city center as a shopping place? 
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1.4 Outline 

 

 
 
  

Chapter 1

• The first chapter presents the introduction, background and the 
problem of the topic. Further, the problematization of the 
declining number of customers in city center will be connected to 
the purpose and research question.

Chapter 2 

• The second chapter presents the theories used in the thesis, along 
with the conceptual framework. The four concepts Consumer 
Stereotype, Place Image, Shopping Experience and Place 
Attractiveness, are used togehter in order to find out who the 
typical shopping mall consumer is and if this consumer feel 
excluded from city center as a shopping place

Chapter 3

• The third chapter presents the methology used in this thesis.  It 
justifyes the research philisophy, how the data was collected and 
analyzed, how the participants were chosen, the practice of the 
focus group and interviews, and trustworthiness. 

Chapter 4
• The fourth chapter presents the empirical findings and the data 

analysis of the online focus group and the interviews. 

Chapter 5

• The fifth chapter presents a discussion of the findings and 
concludes them. The findings regarding what characterizies the 
perceived typical shopping mall consumer and if this consumer 
feels excluded will be addressed.

Chapter 6

• The sixth and last chapter presents a summary of the whole 
thesis and presented the conclusions. Further, an explanation of 
how the findings of this thesis could be used in practice and in 
theory, the limitations and suggestions for further research were 
discussed.



 

 12 

2.  Literature Review 
In this chapter, the theoretical framework is presented where four concepts are 

introduced.  The first concept is consumer stereotype, which will be used to understand 

who the typical city center consumer is, in order to later use the information to understand 

who the typical shopping mall consumer is. The second concept is place image, which will 

be used to understand what image the typical shopping mall consumer has of city centers. 

The third concept is shopping experience, which will be used to understand how the 

experience of a shopping place affects the choice where to shop. Lastly, the fourth concept 

is place attractiveness, which will be used to understand what factors, influence the choice 

of shopping place. The reason why we want to investigate who the typical shopping mall 

consumer is and if and why this consumer does not shop in city centers, is because we want 

to find what characteristics this person has and what factors make him/her eventually feel 

excluded.  The four concepts will be combined together in order to answer the research 

question, thus, to investigate what characterizes the typical shopping mall consumer and 

what image this consumer has of city centers, will provide us with an understanding of why 

this consumer choose shopping mall as a shopping place. Moreover, if the image affects 

the shopping experience and further how the shopping experience and place attractiveness 

affect the choice of a shopping place. The four concepts will be combined in a conceptual 

framework, which will be used to analyze the results. 

 

2.1 Consumer Stereotype 
Consumer's perception of both stores and other shoppers have been emphasized recently 

(Kohijoki & Koistinen, 2019). Tunca and Anselmsson (2019) described consumer 

stereotypes as judging other consumers based on their choice of shopping channel, and 

what they shop. The channels that consumers can choose to shop from were associated with 

different factors, such as price level and consumer profile. Thus, others' perception on a 

shopping place may affect the choice of where the consumer shop. Kohijoki and Koistinen 

(2019) discussed that it was not easy to understand the consumers’ perception of a shopping 

place and control it in shopping environments.  

  

According to Tunca and Anselmsson (2019), the typical city center consumer can be 

differentiated from the shopping mall consumer by different characteristics related both to 
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the individual and to the place. Generally, people had a positive attitude toward city centers, 

and the positive attitude that people had towards city centers reflected the perception of the 

city center consumers (Teller , 2008). Furthermore, city centers were also perceived as a 

positive place since they were associated with historical and cultural characteristics (Tunca 

& Anselmsson, 2019; Teller, 2008). Teller and Reutterer (2008) found that majority of their 

participants shopped in city centers because of its historical characteristics. Kohijoki and 

Koistinen (2019) discussed that consumers thought that the beautiful buildings that were 

colorful were associated with historical characteristics. Since the perception of a consumer 

was defined from the association of a place, the typical city center consumer was typified 

as a person with historical characteristics (Tunca & Anselmsson, 2019). 

  

City centers were associated with cultural capital (Tunca & Anselmsson, 2019). This can 

be explained as high status social signals, and in that way the consumers that shop in city 

centers were associated with high status. Consumers with high social status signals 

preferred artisanal products, for example niche shops in city center (Holt, 1998), and 

therefore the typified city center consumer was associated with high social class (Tunca & 

Anselmsson, 2019). Those perceptions of city centers may define the stereotypical shopper, 

since the consumer was associated with the place (Tunca & Anselmsson, 2019). In other 

words, the perceptions of a place defined the perception of the shopper.  

  

Kohijoki and Koistinen (2019) discussed that older people often shop in city centers, 

because their social interaction was an important factor for them, which they can receive 

easier in city centers. The typified city center consumer was perceived as social person, 

thus, the city center consumer went there for social interactions (Kohijoki & Koistinen, 

2019). A reason to why many elderlies chose to visit city centers was because it was 

perceived as barrier free and safe, since the streets were usually straight, which made it 

easier to go from one store to another (Kohijoki & Koistinen, 2019). Hence, city centers 

were designed for the comfort of older shopper (Bishop & Corkery, 2017). Thus, the 

typified city center consumer was an older shopper, since he/she was frequent and a social 

shopper (Kohijoki & Koistinen, 2019).  

  

Tunca and Anselmsson (2019) found that city center consumers were not frugal since the 

price level in city centers was high. What characterized frugal consumers was 
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consciousness of price and value (Hoyer, Maclnnis, & Pieters, 2013). Thus, city center 

consumers were not characterized as frugal, since they were not conscious of price and 

value (Girard, Korgaonkar, & Silverblatt, 2003). Even though city centers and shopping 

malls had the same stores, the price level in city centers were higher (Tunca & Anselmsson, 

2019), which Gomes and Paula (2017) discussed and could be a consequence of higher 

landmark in city centers. Thus, city centers were perceived as more expensive than 

shopping malls. Therefore, city center shoppers were not perceived as frugal and 

economical. The consumer’s perception affects attractiveness of a shopping place and 

which type of people visits it (Teller, 2008). Risselada et al. (2018) discusses that the 

attractiveness could increase by reversing the perception of city centers to family and child 

friendly environment. 

 

2.2 Place image  
Place image has been emphasized by researchers. Place image is the aggregate beliefs, 

understanding, perception and impression people have toward a place (Kotler & 

Armstrong, 1994). Furthermore, place image brings components of functional and 

emotional basis that flow into the customers experience (Foroudi, Cuomo, Foroudi, 

Katsikeas, & Gupta, 2020). Each person has different images of a place (Kotler & 

Armstrong, 1994). When the images become aggregated, a reputation is created (Foroudi, 

Cuomo, Foroudi, Katsikeas, & Gupta, 2020), thus when people’s images are shared and 

accepted, their images become stereotypical for those places (Boisen, Terlouw, & Gorp, 

2011). Place reputation  is described as people’s corporate attitudes toward a place, which 

is a key driver that form and affect decisions (Braun, Eshuis, Klijn, & Zenker, 2018). 

Reputation differs from images in that way that reputation is centered on long-term 

impressions that is built around diverse images and actions (Fombrun & Shanley, 1990). A 

place is a relational place where different relations are stimulated and therefore become a 

part of the place itself (Foroudi, Cuomo, Foroudi, Katsikeas, & Gupta, 2020).  

 

The image that a consumer has reflect the value that the shopping place has and the 

impressions that the consumer has in mind, which in turn creates a competitive advantage 

that cannot be designed by a competitor (Shafiee & Es-Haghi, 2017). Hence, it is important 
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to manage a shopping place image effectively in order to enhance positive word-of-mouth 

and patronage.  

 

By developing a unique place image, cities empower investments and attraction capabilities 

(Foroudi, Gupta, Kitchen, Mohammad, & Melewar, 2016). Foroudi et. al (2016) also 

discuss that in order to be competitive, it is important to emphasize identifying 

opportunities a place has to offer. Kotler and Armstrong (1994) stress that in order to 

improve a place image, a marketing strategy must be developed in order to shift the image 

toward a desired one. It is important to regard the public’s view of a place in order to 

improve it (Clouse, Dixit, & Turken, 2019).  

  

A city’s reputation is often a reflection of real-life conditions or problems. Reputation holds 

responses from outsiders that might not have visited the city, about predictions made from 

the internal origins of a city (Clouse, Dixit, & Turken, 2019). Braun et al. (2018) discusses 

that conflicts between stakeholders connect the relationship between identity and image, 

thus, matching place identity and image leads to less conflicts and therefore the reputation 

improves. Furthermore, the role of the media is important since it forward the 

communicated image and makes a place recognizable (Clouse, Dixit, & Turken, 2019). 

Moreover, if consumers have a positive image of a place, their feelings and evaluations get 

positively affected and the reputations of a place improves (Foroudi, Gupta, Kitchen, 

Mohammad, & Melewar, 2016) 

 

2.3 Shopping experience 
In order to differentiate oneself and gain competitive advantage, retailers must offer a 

satisfactory shopping experience for the customers. To create value for consumers it is 

important to make them feel satisfied with the shopping place, and also to make them return 

(Ellingsen, Leknes, & Kringelbach, 2015). Shopping experience stretches beyond the 

purchase of a product itself and includes the involvement with the whole environment. 

Therefore, shopping also becomes a social experience which should be memorable for the 

consumer in order to attract them (Cachero-Martínez & Vázquez-Casielles, 2017). 

Consequently, it is not enough to only provide basis offerings and experience to 

differentiate oneself, therefore the retailers must also consider all external attributes of a 
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shopping place. Besides the physical adjustable factors such as ambience or convenience, 

customers should be provided with a fulfilling physical and emotional experience. 

Additionally, it includes the interactions and communications with other customers, as well 

as personnel (Terblanche & de Villiers, 2019).   

 

Shopping experience is a combination of the utilitarian and the hedonic experience 

(Sadachar & Fiore, 2018). The utilitarian experience, namely the basic/expected experience 

is about the basics of the product and service which is necessary, and often taken for granted 

and not asked for since the function should be there. Thus, it is a basic fulfillment which 

do not lead to associating or remembering the shopping place for something special 

(Ainsworth & Foster, 2017). The hedonic experience is searching for improving customers 

value and reach beyond the basic/ expected level. It can for instance be friendly 

environment, clean desks, friendly staff or attractive posts, which is a way to increase 

recognition and shopping experience (Higgins, 2006).  

 

2.3.1 Hedonic Experience 

Hedonic shopping experience is the experience beyond the actual purchase, and it can also 

include the relationship and the service one can get from the interaction with the employees 

(Terblanche & de Villiers, 2019). Hedonic value can be defined as the value received from 

the whole shopping experience. However, a hedonic shopping experience is a subjective 

experience, which every individual perceives differently (Ellingsen, Leknes, & 

Kringelbach, 2015). This can be received from the multisensory, meaning that consumers 

are using various senses, fantasy and emotions at the same time. A hedonic consumption is 

the enjoyment and a fun shopping experience. For instance, the enjoyment and excitement 

derive from the store environment such as aesthetics or tone or the escape from the 

everyday activities (Ainsworth & Foster, 2017). Furthermore, it has been shown that a 

hedonic value is one of the key drivers to consumer satisfaction, which further can 

contribute to a positive shopping experience. However, except that hedonic experience is 

about finding a positive experience and enjoyment, it is also about avoiding the boring and 

painful experiences. Therefore, it is not always about visiting a place one finds pleasure in 

but avoiding places that generates unsatisfying shopping experience (Higgins, 2006) 

(Dessart, Velloutsou, & Morgan-Thomas, 2016).  



 

 17 

 

The emotional bond that customer develops with a certain shopping place after the purchase 

is equally important. When a customer feels like they have received for instance a satisfying 

experience while purchasing, the chance that they will recommend the place to a person 

they know or return to the specific store is higher (Terblanche & de Villiers, 2019). Thus, 

shopping experience is often created in brick-and-mortar stores because customers and the 

staff are able to have a personal interaction and rate the overall experience compared with, 

for instance, e-commerce (Srivastava & Kaul, 2014). The shopping experience can be 

fulfilled in physical stores, for example, when consumers visit different shopping places 

such as city centers or shopping malls only for the physical experience, without a purchase 

in mind (Davis & Hodges, 2012; Kakar, 2017).  

 

2.3.2 Utilitarian Experience 

Utilitarian experience explains that the focus lays on the task-related and rational 

consumption and the importance to complete the purchase. In other words, the utilitarian 

value is mostly about the purchase itself where the focus is on the product and/ or the price. 

The goal is to find/ buy a specific product or complete the shopping-goal (Davis & Hodges, 

2012). When evaluating the utilitarian value, the customer is ignoring the emotions related 

to the feeling beyond the purchase and focusing on the functions of the product. People 

shop for both hedonic and utilitarian reasons, however, it has been shown that the hedonic 

value have a bigger impact on customer’s shopping experience (Terblanche, 2017). This is 

mainly because when a customer is satisfied and entertained by the, for instance, in store 

experience, he or she tend to spend more time on the shopping and also make more visits. 

However, both hedonic and utilitarian values are important for customers satisfaction and 

loyalty to the product and retailer (Cachero-Martínez & Vázquez-Casielles, 2017). 

 

2.4 Place Attractiveness 
Place attractiveness is a broad concept with many definitions. In this thesis, place 

attractiveness refers to satisfying consumers by offering different preconditions in order to 

attract and make consumers stay and/ or return to the shopping place. The reason why place 

attractiveness is important, specifically in retail sector is mainly because it contributes to 
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growth and development of the city in terms of new businesses and jobs, which further 

contributes to an overall better local economy of the city (Öner, 2017). Additionally, it 

contributes to business, entertainment and historical and cultural heritage and significance. 

This play an important role in terms of economical, historical and institutional development 

of the city (Ezmale & Litavniece, 2012). When a place is considered as attractive, it draws 

more visitors and consumers, and in this way the territory becomes more relevant when the 

government invest and plan the city. The general environment makes a place attractive, 

contributing to higher sales rate, and a better economy growth and also to competitive 

advantages (Ezmale & Litavniece, 2012).  

 

The existence of different factors that a consumer or visitor acknowledge as attractive in a 

place, makes them want to choose this specific place to shop in, and in that way he/ she 

becomes a frequent consumer. Therefore, it is important to satisfy and make the place as 

attractive for the consumers as possible (Teller, 2008). An attractive shopping place is not 

always associated only with the purchase and shopping, but also with enjoyment and 

experience or social interaction with others (Öner, 2017). However, city centers around the 

world are facing competition both from e-commerce and out-of-town shopping malls. It 

has been shown that more consumers consider both e-commerce and out-of-town shopping 

malls as more convenient for them (Wahlberg et al., 2016; Weltervreden & Rietbergen 

2007). Therefore, in order to make a place attractive, there are few important factors to 

examine, namely: safety, accessibility, infrastructure, tenant mix and ambience (Teller, 

2008). 

 

Firstly, in order to make the consumers return to a place they perceive as attractive; they 

must feel safe while being there. Badrinarayanan and Becarra (2019) discussed that when 

a consumer develops feelings of safety in a place, the greater the chance is to develop a 

relationship with the place and return there frequently. The patronage can evolve 

consumers’ emotions and bond with the specific place. Furthermore, it leads to an 

attachment because the consumer feels comfortable with the relationship between himself 

and the place (Badrinarayanan & Becerra, 2019). This further leads to convenience and the 

chance that the consumer returns to the shopping place. Furthermore, the relationship and 

frequent returns will lead to a greater attractiveness of the place (Wahlberg et al., 2016; 

Weltervreden & Rietbergen 2007). 
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Secondly, one of the most important factors for consumers when they evaluate a place to 

shop in is how accessible it is. According to Ezmale and Litavniece (2012), accessibility is 

the most important factor when it comes to attractiveness of a place. The more accessible 

something is for the consumer, the less time they spend to, for instance, search for a specific 

store, which is appreciated in terms of time. The location between the consumer and the 

shops needs to be enjoyable and practical in order to be attractive (Öner, 2017). 

Accessibility, in terms of location and distance, also leads to convenience for the consumer. 

When a place is planned and located in a way which suits the consumers or the target group, 

their attitude towards the place becomes more positive and the attractiveness increases. 

Besides the distance and location, accessibility also refers to the opening hours. Due to the 

stressed life in the western world nowadays, time convenience is one of the factors that 

matters when consumers consider a place to shop in. The busy lifestyle is an obstacle for 

many consumers since they cannot go shop anytime, instead they have to adapt to their 

working and shopping hours (Wahlberg et al., 2016). For this reason, the opening hours of 

the stores are as crucial for the attractiveness. The longer the opening hours are, the bigger 

the chance is that more consumers will visit the store, due to the accessibility. Moreover, 

when the opening hours are longer, consumers are automatically able to spend more time 

in the shopping area, if they already are there. In that way, retailers do not only attract 

people who lives nearby, but also consumers from the neighborhood areas, which is a win-

win situation for both the retailer and the consumer (Wenzel, 2011).  

 

The third factor refers to the infrastructure. Reimers (2013) argues that many consumers 

consider the infrastructure around the place, and how they easily can get to the place. 

Factors such as travel frequencies of busses or trains are of importance for consumers to 

get to the place quick and smoothly. Road networks to and from the place, should as well 

be comfort for the car-owners (Teller, 2008). In the past decades, more people have started 

to travel by car on a daily basis, which can be both convenient and timesaving. Therefore, 

many consumers also choose to travel by car when they are going out to shop (Reimers, 

2013). For that reason, parking availability is one of the most crucial things consumers 

consider when going shopping (Risselada et al., 2018). Makgpa (2016), also found that 

parking accessibility was one of the most essential factors for consumers. Thus, in order to 
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make a place more attractive, it is important to consider accessibility for car-owners as well 

(Teller, 2008). 

 

Tenant mix, the fourth important factor for place attractiveness refers to the mix of different 

entertainment offerings. These offering can include cafés, restaurants and other 

entertainments that will satisfy the consumers (Teller, 2008). The assortment of 

entertainment such as restaurants/ cafés, beauty salons, cinemas or any other activities for 

adults or kids is highly appreciated. Some consumers might for instance go to a shopping 

place to entertain themselves with such activities, thus if these disappear, some consumers 

might as well (Wahlberg et al., 2016). This is because shopping is as well associated with 

experience and enjoyment of different entertainments (Öner, 2017). Different 

entertainments are also a part of the social interaction, crucial for many people and 

determines which place a consumer chooses (Öner, 2017). Such places have become 

important for social meetings, which increase visitation frequency. Thus, the accessibility 

of stores, restaurants/ cafés and different entertainments with a convenient distance 

location, increases place attractiveness (Makgpa, 2016).  

 

Lastly, the fifth important factor is ambiance. Ambiance, or atmosphere as some authors 

also express it, explains the environment of a specific place. The better the consumers 

perceive the atmosphere, the better the place attractiveness. It includes attributes such as 

visual, tactile, olfactory and auditory stimuli (Teller, 2008). Consequently, factors such as 

temperature, lights, music and cleanliness are important factors for how a consumer 

perceive a place. Others environmental features such as buildings, nature, open areas and 

street maintenance, namely the overall landscape has also an impact on the attractiveness 

of a place (Wahlberg et al., 2016).  

 

2.5 Theoretical framework  
The purpose of this thesis is to examine who the typical shopping mall consumer is and if 

and why this consumer feels excluded from city centers. In order to investigate that, we 

will examine what image the typical shopping mall consumer has of city centers, and how 

the image can influence the choice of shopping place. Furthermore, place image affect 

consumer’s shopping experience, which further affect the consumer’s choice of a specific 
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shopping place. Shopping experience also affects the attractiveness of a place. The 

framework consists of four concepts (see table 1); Consumer Stereotype, which will be used 

to examine who the typical shopping mall consumer is, Place Image, which will be used to 

understand what image the typical shopping mall consumer has of city centers as a shopping 

place, Shopping Experience, to understand what factors influence the choice of a shopping 

place, and lastly Place Attractiveness, to understand what factors are essential for a 

shopping place and how that affect the choice of a shopping place. 

 

The concept consumer stereotype refered to judgding other consumers based on different 

factors, such as age and social class, but also the channel this consumer shop in (Tunca & 

Anselmsson, 2019). However, in our study, the concept of stereotype will be used in order 

to understand the consumer’s individual experience of shopping in shopping malls and how 

he/she perceives herself and others in the same shopping place, and not how others perceive 

the shopping mall consumer.  Therefore, the shopping mall consumer will be refered to as 

a perceived typical shopping mall conusmer.  

 

Furthermore, the concept Place Image, refers to the aggregated beliefs, understandings, 

perceptions and impressions people have toward a place (Kotler & Armstrong, 1994). In 

this thesis, place image of a city center will be examined from a shopping mall consumer’s 

point of view, in order to understand how typical shopping mall consumers, perceive city 

centers. The image that the typical shopping mall consumer has towards city center as a 

shopping place can become the reputation of city centers, if the image is accepted by several 

shopping mall consumers (Foroudi, Cuomo, Foroudi, Katsikeas, & Gupta, 2020). However, 

in this study, reputation will not be considered because reputation is centered on long-term 

impressions, thus, this study investigates in a short time of period. The examination of the 

beliefs and impression shopping mall consumer have of city center as a shopping place, it 

will give us an understanding of how the typical shopping mall consumer perceive city 

centers as a shopping place. Hence, this thesis will examine if the shopping mall consumer 

has the image of an excluding city center. That will give us an understanding of how the 

perceived image affect the shopping experience.  

 

Shopping experience consist of utilitarian and hedonic experience, however, in this thesis 

the utilitarian experience will not be investigated. This is because utilitarian experience 
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relates to the need and necessity of the purchase, and often relates to the product itself, 

which is connected to store experience. Since, this study is about choice of shopping places 

(and not products) the focus will be on the hedonic experience. The hedonic experience 

will, lead to an explanation of how a consumer evaluates the experience of a shopping 

place,  (Sadachar & Fiore, 2018). Hence, by examining the hedonic aspect of shopping 

experience, we will be able to understand what factors make the consumer enjoy the 

experience in shopping. In order to investigate that, the consumers’ individual shopping 

experience will be examined. That will give us an understanding of how the shopping 

experience can affect the attractiveness of a place. 

 

Lastly, how a consumer perceives the hedonic shopping experience, will further determine 

how attractive a place is for an individual and if he/she are willing to visit and return to the 

place (Öner, 2017). In order to examine the place attractiveness, factors such as 

accessibility, infrastructure, tenant mix and ambience will be considered. That will give us 

an understanding of how these factors influence the attractiveness of a place, thus the 

experience too.  Place attractiveness is also affected by the consumer’s shopping place 

image, when images become shared and accepted by other consumers which then creates a 

reputation that results in stereotyping the shopping place. 
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Table 1. The four concepts of the conceptual framework  
Concept  Item Description Author(s) 
Consumer 
Stereotype 
 

Perception Perception of shopping malls 
and city center consumers  

Tunca & Anselmsson 
(2019); Kohijoki & 
Koinstinen (2019) 

 Attitude Attitude toward shopping 
malls 
 

Kohijoki & Koinstinen 
(2019); Holt (1998) 

 Characteristics The typical shopping mall 
characteristics 

Tunca & Anselmsson 
(2019); Holt (1998) 

    
Place Image Beliefs/Impressions Impressions and beliefs 

toward city centers from 
shopping mall consumer 
perspective  
 

Kotler & Armstrong 
(1994); Foroudi et. al 
(2016) 
 

 Attitude Attitude toward city centers Braun, Eshuis, Klijn & 
Zenker (2018); Kotler, 
Armstrong Harker & 
Brennan (2011); 
(Boisen, Terlouw, & 
Bouke, (2011) 
 

 Image Functional and emotional 
basis that flows into 
experience 

Foroudi, Cuomo, 
Foroudi & Katsikeas 
(2020) 

    
Shopping 
Experience 

Experience The enjoyment of shopping Terblanche (2018); 
Ellingsen & Leknes 
(2015); 
Higgins (2006); 
Srivastava & Kaul 
(2014) 

    
Place 
Attractiveness 

Safety  The safety in shopping malls 
and in city centers  
 

Badrinarayanan & 
Becarra (2019) 

 Accessibility The distance to a shopping 
place and between the stores 

Öner (2017); 
Balogh, 
Lindberg,Karlberg, 
& Johansson (2019); 
Wahlberg (2016), 
Risselada et al., 
(2018) 
 

 Infrastructure If the place is available in 
terms of around and if it is 
reachable  
 

Reimers (2013); 
Teller (2010); Makgpa 
(2016), 

 Tenant mix Offerings of entertainment 
such as restaurants and cafés 

Teller (2010); 
Wahlberg (2016); Öner 
(2017); 
Makgpa (2016). 

 Ambience The atmosphere of a place in 
term of external factors 

Teller (2010); 
Wahlberg (2016) 
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3. Methodology 
Since this study aimed to investigate who the perceived typical shopping mall consumer 

was and, if and why this consumer felt excluded from city centers. This chapter will present 

the research philosophy and approach, the research strategy, chosen research method, how 

the data was collected and analyzed. Furthermore, the trustworthiness of this study was 

discussed. 

  

3.1 Research Philosophy 
When researchers evaluate the research philosophy, they must choose the method carefully 

since it will contribute to the understanding of the purpose of the study. Research 

philosophy refers to the strategy used when data is collected, analyzed and used. 

Epistemology is the study of knowledge, concerning its limitations and its validity. It also 

explains how human beings view the world and which assumptions they have on their 

physical environment. These assumptions of how researchers perceive their environment, 

will further determine which research philosophy that will be used. There are two different 

kinds of research philosophy, namely positivism and interpretivism (Bryman & Bell, 

2015).  

  

According to Bryman and Bell (2015) positivism is a research approach that is purely 

objective and independent from one’s own assumptions or beliefs. Positivism is an 

objective approach that is independent and separated from the researchers’ observations 

(Kankam, 2019). The focus lays on the scientific properties, usually on facts and numbers. 

For a phenomenon to be reliable, the observations should be repeated a few times. Thus, 

the positivist approach only accepts theory and knowledge that are approved by facts 

(Denscombe, 2016). Hence, this is typically a quantitative method since a big range of data 

is analyzed, and often in terms of empirical observations (Denscombe, 2016). Positivism is 

often seen as reliable and trustworthy because it is scientific and provides objective 

information (Kankam, 2019). However, just like with any research method, there are 

always some limitations and insufficiencies. The disadvantage with positivism is for 

instance the fact that a human being can not in all cases ignore his/her feelings or own 

perceptions, and in that way the study becomes subjective (Denscombe, 2016). Moreover, 
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the research findings are only descriptive, and therefore the in-depth investigation are 

lacking (Bryman & Bell, 2015). The concept positivism is important to understand in order 

to get an objective view of the research philosophy. However, this research philosophy is 

not going to guide this thesis, considering our research purpose. Since the aim was to 

explore who the typical shopping mall consumer is and if this consumer feels excluded 

from city centers, thus, positivism cannot be applied since their perceptions and experiences 

are subjective views.  

  

The second kind of research philosophy is interpretivism. Interpretivism is based on 

humans’ interests, views and perceptions, which is a subjective approach (Bryman & Bell, 

2015). Knowledge of the world is constituted through an individual's experiences. The 

purpose is to view the social context through humans’ thoughts and actions. Researchers 

interpret different social phenomena through their own point of view, in order to develop 

knowledge and insight from peoples’ own perceptions (Denscombe, 2016). In this case, 

researchers try to understand diverse perceptions and angels, instead of generalizing the 

whole population or a big group of people. This is a way to investigate in-depth, in smaller 

groups of people and, therefore, is a qualitative method (Bryman & Bell, 2015). Although, 

there is a positive aspect in not generalizing people’s interpretations and trying to deeply 

understand different phenomena, there are some disadvantages with this research 

philosophy. One of the biggest limitations is that this research method leaves a gap in 

validity and convenience since the result cannot be generalized to other people or in other 

contexts (Pham, 2018).  

 

Interpretivism is the research philosophy that was used in this thesis, since it is most aligned 

with our research purpose. This is mainly because we want to explore who the typical 

shopping mall consumer is, and in-depth investigate what perceptions and experiences the 

participants have of city centers and if they possibly feel excluded. The participants' own 

opinions and experiences of what image they have and what they find attractive about a 

physical shopping place were explored. Thus, these are the participants' individual and 

subjective opinions and experiences, we seek to investigate it in an interpretative way. 
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3.2 Research Approach 
According to Bryman and Bell (2015), in order to investigate and solve the research 

problem, it is crucial to understand the relationship between theory and practice in a thesis. 

The approach of the empirical data analysis can either be deductive or inductive, however 

a combination of them both can also be used, namely an abductive approach. A deductive 

approach means that the researcher derives hypothesis, based on experiences and theories 

(Bryman & Bell, 2015). An inductive approach enables the researcher to build new theories 

through the empirical materials and findings (Bryman & Bell, 2015). An abductive 

approach is, as mentioned above, a combination of deductive and inductive research 

approach. The researcher uses a mix of theories and empirical data, where the theories are 

tested empirically, and at the same time related back to an already existed theory (Bryman 

& Bell, 2015). 

  

In this thesis the abductive research approach was used. The reason behind the choice is 

that we wanted to in-depth explore, who the typical shopping mall consumer was and 

investigate if this consumer possibly felt excluded from city centers. It was further possible 

to investigate why, and which factors affects their choice and how they perceive city centers 

and how this image affects their hedonic shopping experience, and lastly, the place 

attractiveness. This thesis was based on previous theories and research that were 

empirically explored in order to provide a better understanding of who the typical shopping 

mall consumer is, and if and why they felt excluded from city centers as a shopping place. 

Therefore, both the collected empirical data and previous theories on who the typical city 

center consumer was used, in order to answer the research question. Considering that 

theories within this research area already exist, it was possible to gather and analyze new 

data and, in that way, gain new insights within the research field. 

 

3.3 Research Purpose and Strategy 
The purpose of this thesis is to investigate who the typical shopping mall consumer is and 

if and why he/she felt excluded from city centers as a shopping place. Therefore, in order 

to better understand the problem and investigate in, we used an exploratory research and 

used open ended questions in our interview guide (Ahrne & Svensson, 2011). In order to 

gain new knowledge about a subject, one has to collect the information that will be analyzed 
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further. There are two different ways of conducting a business research, namely through 

quantitative or qualitative strategy (Bryman & Bell, 2015). These are distinguished by two 

completely different strategies, with the same goal, namely, to gain empirical data. The 

quantitative strategy focuses on gathering a large amount of numeric data in an objective 

way. In contrast, a qualitative study aims to gather a smaller amount of empirical data 

through subjective understandings and perceptions. In this thesis a qualitative study was 

chosen since it was most aligned with the research question where we aimed to explore 

rather than quantifying a phenomenon. Additionally, since the sample selection was small, 

it was preferred to analyze the data, namely the experiences and perceptions, in-depth. The 

study aimed to investigate subjective perceptions and experiences of what characterizes the 

typical shopping mall consumer and if and why he/she felt excluded from shopping in city 

centers. These are subjective perceptions which cannot be applied on other participants; 

therefore, it was possible to gain a deeper understanding through a focus group and 

interviews. Since we investigated the participants’ perceptions and experiences of 

themselves as consumers, other consumers in the same shopping place and the shopping 

place, we refrained from using the term stereotype when referring to the shopping mall 

consumer that were investigated. That because, the definition stereotype referred to judging 

others, while we investigated the participants’ perceptions of themselves, therefore, the 

term stereotype was refrained from.  

 

3.4 Data Collection 
In order to answer our research question, we decided to execute an online focus group 

through Facebook, which was inspired by Störby and Strömbladh (2015). They posted 

questions on a private Facebook group every day, and on the last day all participants were 

online at the same time in order to have a discussion. However, the focus group did not 

provide us with all the information we needed to our study, thus we executed interviews as 

a complement. It is common to use qualitative research methods among researchers. 

Qualitative research methods investigate what and why people think about a specific topic, 

through an open-ended communication (Bryman & Bell, 2015). This could be done in 

several ways, such as in-depth interviews one-to-one, observations and focus groups 

(Denscombe, 2016). This study used focus groups on Facebook (see appendix 9), and 

interviews through Skype. 
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3.4.1 Focus Group 

Focus group consisted of a small group of people where their perceptions and experiences 

were investigated. One strength of the focus groups is the interaction between the members 

(Denscombe, 2016). We believed that the use of online focus groups as our research method 

gave us open answers from the participants, which we sought, and that it would benefit our 

study as we sought to explore the participants’ perceptions. Additionally, with the current 

pandemic in our society, this was the most optimal form of research method, since Covid-

19 limited social gatherings and people wanted to stay home instead of going out. This 

outbreak was an obstacle to the data collection. Focus groups online was the safest method 

we could use.  

  

Focus groups can either be in physical form or over Internet, where the session is recorded 

and transcribed (Bryman & Bell, 2015). In this study, online focus group as a research 

method was used. The circumstances in the society made it harder to execute focus groups 

in physical form, due to people's safety. Since we investigated the participants' perceptions 

and experiences, focus groups as research method would help us answer our research 

question.  Furthermore, online focus group was chosen because we could pick the 

participants based on who we thought was suitable and relevant for this study.  

  

Moreover, we did not have to think about the distance limitations with the use of online 

focus groups (Bryman & Bell, 2015). According to Denscombe (2016), focus groups can 

either give the researcher a sense of connection as a whole group or different thoughts from 

each individual. The participants that were chosen for our study had in common that they 

were a frequent shopping mall consumer. This enabled the participants to discuss and 

reflect upon the subject. This was an advantage for this study since we examined who the 

perceived typical shopping mall consumer was and if this consumer possibly felt excluded 

from city centers. According to Bryman and Bell (2015), focus groups enabled the 

participants to discuss and express their thoughts and perception and express their opinion. 

  

However, there were some disadvantages and limitations with focus groups. Bryman and 

Bell (2015) discussed that all writers perceived focus groups as a disadvantage when it 
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came to controlling the procedure. Furthermore, it is not clear when it is suitable to 

surrender control to the participants of a focus group. It could be hard to organize the 

procedure with the participants and therefore the data could be difficult to analyze. 

Moreover, the participants might respond at the same time which could affect the flow of 

the conversation (Bryman & Bell, 2015).  

 

Additionally, we should be aware of the interviewer effect (Denscombe, 2016). The 

interviewer effect lead to that the interviewees base their answers on who the interviewer 

is, which could lead to that the gathered information was not what was asked for. The 

interviewer’s identity could influence the interviewees’ answers, but this did not have the 

same impact on social interaction over internet (Denscombe, 2016). Denscombe (2016) 

discussesed that for online focus groups, the interviewer might not have the possibility to 

confirm the identity of the respondent or that the respondent gives legitimate information.  

  

Although, there are disadvantages with this research method, we believed that the 

advantages counterbalanced them. According to Denscombe (2016), online focus groups 

could reduce the interviewer effect. The participant also got time to reflect upon the 

questions and provided an answer that was extensively thought out (Denscombe, 2016). 

Even if the procedure was difficult to control, we had a steady plan and were clear through 

the whole process, which facilitated for both participants and us. Furthermore, even if the 

participants responded at the same time, everything was documented which means 

participants were easily tracked and analyzed, therefore, we did not need to transcribe 

everything (Denscombe, 2016). Hence, we believed that using focus groups online gave us 

the best possible outcome. 

 

3.4.2 Interview 

In qualitative research methods, the most used method is interview. This method can take 

different forms, however, there are two major types which are semi-structured or 

unstructured (Bryman & Bell, 2015). In this study, semi-structured interviews were 

conducted. With unstructured interviews, the questions were not specifically 
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predetermined, even if the interviewers have certain subjects in mind (Denscombe, 2016). 

On the other hand, despite semi-structured interviews follow a predetermined structure, 

they are flexible. The interviewers had an interview guide which they followed, however, 

they can change the order of the questions and add questions that are not included in the 

guide when they found it appropriate. Generally, the questions are the same for all 

participants (Bryman & Bell, 2015).  

 

The reason to why we chose semi-structured interviews as a completion was because we 

aimed to examine the participants’ perceptions and experiences. That by investigating 

subjective aspects considering the participants’ perceptions and experiences of themselves 

as consumers, other consumers and the place they shop in. Since the focus group did not 

provide the thesis with all the information needed, we wanted another qualitative method. 

Hence, the most relevant method for this study was semi-structured interviews. In a semi-

structured interview, the interviewees had the possibility to speak freely and share his/her 

opinions and experiences, thus the question could be adjusted to each interviewee. In that 

way, the interviewee shared more detailed information, which was desired in qualitative 

research. Hence, a semi-structured interview was conducted with 8 participants, that shop 

in a shopping mall three to five times a month. Due to the outbreak of Covid-19, we 

conducted interviews online, with the use of the platform Skype, where we could see and 

hear our participants through. There are both advantages and disadvantages with 

conducting interviews online (Bryman & Bell, 2015).  

 

A disadvantage with online interviews is that the participants must have access to a 

computer, and the internet connection could be slow. It can be hard to observe the 

participant in the same way as in a face to face interview, which may lead to some 

misunderstandings. Furthermore, another disadvantage with online interviews is that some 

participants might not be comfortable with having a camera on, thus might not perform as 

well as in person (Bryman & Bell, 2015). Although there are disadvantages with this 

research method, we believe that the advantages counterbalance them. It was possible to 

interview a participant that otherwise would be unapproachable. Another advantage was 

that interviews online was timesaving for both the participant and the interviewer compared 

to interviews in person. Furthermore, the interview could be recorded to view later on 

(Bryman & Bell, 2015). According to Denscombe (2016), internet-based interviews have 
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the same advantages as interviews in person. The perceptions and views expressed during 

the interview come from one source, which is the interviewee and that makes it to primary 

data. This made it quite easy for the researcher to locate special ideas to certain people, thus 

the interviewer can ask more detailed and customized questions for each participant 

(Denscombe, 2016).  

  

3.5 Participant Selection 
We recruited the participants for this study through a convenience sampling strategy. A 

convenience sampling strategy means we chose participants who were familiar with us, 

which could make the discussion less tense. According to Denscombe (2016), this method 

is convenient for limited resources and does have limited rules on how the data should be 

gathered. A disadvantage with convenience sampling strategy is that it does not provide a 

representative result that can be generalized. Another disadvantage is that the researcher 

might bias the participants (Bryman & Bell, 2015). In order to minimize the disadvantages, 

we strived to select participants that were a frequent shopping mall consumer, with different 

backgrounds and ages, whom we did not have a close relationship with. This was because, 

in order to explore who the perceived typical shopping mall consumer was, we needed to 

interview frequent shopping mall consumers. In order to get a wide scale of perceptions, 

the participants should have different ages and backgrounds. What they had in common 

was that they visited shopping malls frequently, and we intended to seek what factors made 

them choose shopping malls based on who they were. However, we did not manage to 

recruit participants with different ages. The average age of the participants were 20-29 years 

and one participant was 57 years old. The reason to why we decided to keep this participant 

was to confirm if this participant’s perceptions matched the other participants’ 

perceptions. Having an average age of the participants of 20-29 years is an outcome of the 

convenience sampling strategy that we used, thus this study focused on young adults.  

  

Since we aimed to examine who the typical shopping mall consumer is and if this consumer 

possibly felt excluded from city centers, we selected participants that were frequent shopper 

at shopping malls, with three to five visits per month. We decided to have a focus group 

with nine participants, whereas the recommended size is 8-12 participants (Denscombe, 

2016). Bryman and Bell (2015) argued that participants who were familiar with each other 
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might open up more about their feelings which could contribute to a more effective 

discussion. Therefore, we recruited the participants from our acquaintance. For the 

interviews, we also recruited frequent shopping malls shoppers. We recruited 8 participants 

that we had one to one interviews with. The reason to why we have chosen to select 

participants that were familiar with us was because we wanted them to feel relaxed about 

sharing their perceptions with each other and with us. However, we did not want them to 

feel any pressure from the other participants and therefore it was important not to have 

former relationship with each other. In order to have a flowing discussion with different 

perspectives, we included both women and men, two men and seven women in the focus 

group. For the interviews, we recruited five men and three women. It was important to have 

a heterogenous group and to include participants of both sexes (Ahrne & Svensson, 2011), 

hence we sought to have a heterogenous group.  

 

 We put a post on Facebook and Instagram to invite participants. In the announcement, we 

asked our Facebook and Instagram friends if they were interested in participating in our 

focus group, with the requirement that they should be a frequent shopping mall consumer. 

For the interviews, the people that were not included in the focus group but offered to join 

were instead interviewed.  

 

In table 2 the participants of the focus group are presented. The group consisted of two 

males and seven females. Their ages ranged between 22-57. Three of them were full-time 

workers and six of them were students. Three of them owned/used a car and six did not 

(table 2).  
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Table 2. Participants of the focus group 

Name Age Gender Occupation Own/use of car 

Khatrin 22 Female Student No 

Sahra 22 Female Student No 

Rewa 29 Female Employed No 

Wiktoria 23 Female Employed No 

Ibaa 57 Female Employed Yes 

Nina 22 Female Student No 

Filip 22 Male Student No 

Ghambar 26 Male Student Yes 

Kimberly 29 Female Student Yes 

 

 

In table 3 the participants of the interviews are presented. The participants consisted of five 

men and three women. Their ages ranged between 20-25 years. Seven of them were 

students and one worked full time. Five of them owned or used a car and the rest did not 

use or own a car (table 3).  
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Table 3. The participants of the interviews 

Name Age Gender Occupation Own/use of car 

Darek 20 Male Student Yes 

Ben 21 Male Student No 

Zeinab 25 Female Student Yes 

David 21 Male Student  Yes 

Sanna 20 Female Student Yes 

Jaafar 21 Male Student  Yes 

Vendela 24 Female Student No 

Armin 24 Male Employed No 

 

3.6 The practice of the procedure 
This subchapter presents the procedure used for the focus group and the interviews. Each 

procedure will be presented separately.  

 

3.6.1 Focus Group session and interview guide 

The study consisted of one online focus group. One group was used because we found it 

sufficient for this study to create results. The reason to why only one focus group was used 

was because we thought that if we divided the group into two smaller groups, the 

conversation would lose the flow and the participants would not be as active, since it was 

conducted online. Furthermore, since the focus group was conducted online, there was no 

chance that the participants could talk past each other. The focus group sessions were 

conducted with the help of a semi-structured interview that consisted of 13 main questions 
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and five sub questions. The questions were open-ended in order to be flexible and for the 

participants to be able to think through and develop their thoughts and answers before 

answering (Denscombe, 2016). The focus group was conducted over the course of five days 

(6th May to 10th May). The first two days consisted of a warmup discussion to explore 

who the typical shopping mall consumer was in a secret Facebook group. The next two 

days consisted of a discussion about what factors made the participants chose shopping 

malls and why. On the last day, all participants were online at the same time. These 

meetings were carried out with the use of Facebook’s wall function, where the participants 

commented on the post, and on the last day Facebook’s chat function was used (see 

appendix 6).  

  

The Facebook group was opened on the 5th of May 2020. On the opening day, the 

participants received information about the plan and the purpose of the research. The warm-

up discussion was supposed to function in the same way as an opening in a traditional focus 

group to make the participants comfortable and familiar with each other, also to get the 

participants more familiar with the topic (Denscombe, 2016). The discussion started on the 

next day, with an introduction of themselves and questions about their thoughts of a typical 

shopping mall consumer, in order to get the options of the participants to be open (Bryman 

& Bell, 2015). The participants were given three questions a day. For example, the first day 

they were asked about their thoughts of a typical shopping mall consumer in general. The 

discussion was planned to proceed on its own so that we could stay in the background as 

moderators. After each day we looked through the answers in order to understand the 

participants’ knowledge and comprehension of the topic, that in order to know if the 

participants answered in line with our study. To conclude the four first days of the 

discussion, on the last day we asked them if they would shop in city centers. This question 

was asked in order to understand their perceptions of city centers.  

 

The focus group session on the last day started 10th May at 15:30. All the participants were 

invited to the group chat. Before inviting the participants, we informed them about the 

group chat and asked them what time was most suitable. During the chat session, all 

participants were online at the same time. The participants responded quickly, and it was 
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smooth. We collected all the information we needed. However, since the participants 

answered simultaneously, it could be challenging for us at sometimes to follow the 

conservation. The chat lasted until 17:23.  

  

In order to ensure that we gathered the data that we intended to gather, we wrote down how 

the data and important information were collected (see appendix 5). For example, we noted 

if the participants had the same thoughts, how many answered and what time, also if the 

answers were within the same topic and if we could derive anything from the discussion. 

Although we used one focus group, we believe that the numbers of participants have 

ensured that the data collection was sufficient. That because we had nine participants in the 

focus group, which resulted in a wide perspective of perceptions and experiences of the 

participants. A disadvantage of having one focus group could be that the participants might 

not answer or give a shorter answer because another participant might have already 

answered with the same perceptions. Thus, we might lose another perception. Furthermore, 

when there are several participants in one group, the conversation might lose focus and thus 

change topic from the intended question. However, in order to minimize the disadvantages 

that come with one focus group, we were both moderators in the group which gave us the 

possibility to control the group and interfere if needed.  

 

3.6.2 Interviews session and interview guide 

In order to complement the empirical findings of the focus group, we conducted semi-

structured interviews, that consisted of 19 main questions and five sub questions with the 

same categorizing as the focus group interview guide. Eight people were interviewed over 

the internet. The interview sessions were conducted through the platform Skype and lasted 

approximately 35-40 minutes. The interviews were conducted during three days where we 

had two to three participant per day. The discussion during the interviews had a good flow 

and provided us with useful information. Before the interviews, we explained how we will 

use the collected data from the interviews, and they agreed to us having the interviews 

through the platform Skype. We also explained what we refer to when we referred to 

shopping malls, that is, a medium to a large and enclosed place with various stores that is 

located on the outskirt of a city. The interviews started with a brief introduction about 

themselves, and that we would audio record the interview. Then, we begun the interviews 
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with a brief introduction about how they view shopping malls in general. The semi-

structured interview had four parts. This was done by categorizing the questions to the 

theoretical framework; Consumer Stereotype, Place Image, Shopping Experience and 

Place Attractiveness.  

 

We began the interview with introduction in order to make the participant more relaxed. 

The remaining questions regarded our framework. The first part of the semi-structured 

interview regarded the consumer stereotype, in order to gather information on who the 

typical shopping mall consumer is, both from the participants’ perceptions and experiences. 

Examples of questions that were asked follows as:  

- What characterizes the typical shopping mall customer according to you? 

- What qualities do you think you have that make up you to a typical shopping center 

customer? 

 

The second part regarded the image of city centers as a place to shop from a shopping mall 

consumer’s point of view, for example:  

-   What is your view of the city center? 

 

The third part concerned the shopping experiences of the participants. Lastly, the fourth 

part concerned what the participants view as attractive in a place to shop. The questions 

were open-ended; thus, this allowed the interviewees to answer descriptively. Each 

interview lasted approximately 35 minutes and was conducted in Swedish, in order to 

facilitate the discussions and have a flow. When the interview ended, we showed 

appreciation by thanking them for participating and providing us with their perceptions and 

experiences.  
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3.7 Data analysis method  

3.7.1 Focus group 

After finishing the focus group interview and before beginning the data analysis, we 

transcribed the collected data from the focus group sessions. The data were transcribed 

directly in a document from the Facebook page (see appendix 6). In order to facilitate the 

data analysis, the collected material was color coded after the transcription. Each concept 

was given a different color and all the answers associated with each concept were 

highlighted with the given color (see figure 1). The concept consumer stereotype was given 

two colors, orange for the characteristics of the typical shopping mall consumer, and light 

blue for the personality. The concept place image was given the color red, the concept 

shopping experience were given the color green, and lastly the concept place attractiveness 

was given the color purple. The reason to why consumer stereotype got two colors was 

because we coded the characteristics of the typical consumer, such as the age was orange 

coded, and the personality was light blue coded. After finish coloring the answers, the 

answers were analyzed in a document (see appendix 7,8). 

  

 

Figure 1. Example of coded material from the focus group 

 

3.7.2 Interview 

After finishing the interviews, and before beginning the data analysis, we transcribed the 

collected data. The data were transcribed by listening to the recorded audio. In order to 

facilitate the data analysis for the interviews, the collected data were coded in a similar way 

as described in 3.7.1.   
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3.8 Trustworthiness 
It is important to be critical and reflect upon the used method (Bryman & Bell, 2015). It is 

important to discuss the relevance of the gathered data in a qualitative approach, by 

discussing four different criteria. The four criteria are credibility, transferability, 

dependability and confirmability are paralleled with reliability and validity (Bryman & 

Bell, 2015).  

  

Credibility stresses on ensuring that the research is conducted accordingly, and the findings 

are accurate (Denscombe, 2016). In order to increase the credibility, we have chosen to 

conduct two research methods, one focus group with nine participant and one to one 

interview with eight participants. In total, we interviewed 17 participants, and the 

participants were from Skåne. The interviews were semi-structured, which allowed the 

participants to answer openly that provided in-depth information about their perception and 

experiences. The focus group were conducted online by the help of the platform Facebook, 

and the interviews were conducted by the help of the platform Skype. That created a 

comfortable environment which allowed the participants to express their opinions more 

sincerely. However, interviewing people one is familiar with might lead to a 

misunderstanding of assuming that you understand each other. Thus, this can lead to, 

instead of clarifying the opinions, the interviewers assuming that they know and understand 

what is being said (Bryman & Bell, 2015). This can affect how the interviewers interpret 

the participants’ answers and thus affect the results. In order to curtail the 

misunderstandings, the we asked follow-up questions in order to assure we had understood 

what was said. 

 

Transferability stresses on the extent to which the findings can be generalized in other 

contexts (Denscombe, 2016). We have investigated who the typical shopping mall 

consumer was by investigating how the image of city centers affect the perceived typical 

shopping mall consumer's choice of shopping place and feelings regarding exclusion in city 

centers. However, we could not say that only these factors determine who the perceived 

typical shopping mall consumer was. That because we investigated in a limited area and 

the participants were in average the same age and had the same background.  
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According to Denscombe (2016), dependability refers to if the study would provide the 

same results if it was conducted by another researcher or in the future. The use of an 

interview guide ensured that the same question will be asked. It is important to store the 

gathered data, in order to have it accessible for future research or if it would be requested. 

Additionally, we have transcribed and coded the empirical data from the focus group and 

the interviews. Therefore, the gathered data from this study has been saved in our mobile 

phones, Facebook and on Google Drive. However, the translation of the answers from 

Swedish to English could vary depending on the translator, which could influence the 

accuracy of the answers.  

 

Confirmability, according to Bryman and Bell (2015), stresses the insurance of objectivity 

and that the researcher acts in a good faith. In order for us to be as objective as possible, 

we have read each other’s transcription and coding in order to see if our perceptions of the 

results are alike (see appendix 7-8). Furthermore, after coding the answers of the 

participants, an analysis of the findings, with a connection to the theory was done in the 

next chapter. 
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4. Empirical Findings and data analysis 
This chapter presents the findings regarding who the perceived typical shopping mall 

consumer is and if this consumer feels excluded from city centers. Furthermore, essential 

factors that influence this consumer’s choice of a shopping place will be presented. 

Analysis of each concept is presented. The structure is based on the conceptual framework. 

Firstly, the findings regarding consumer stereotype will be presented. Secondly, the 

findings regarding image. Thirdly, the findings regarding shopping experience, and lastly 

the findings concerning place attractiveness will be addressed.  

 

4.1 Customer Stereotype 
There are some findings regarding the perceived typical shopping mall consumer’s 

personality and findings regarding the perceived shopping mall consumer’s looks. Some 

findings from the interviews differ from the focus group, and some findings correspond 

with each other.  

 

Firstly, the perceived shopping mall consumer was a person that was social, according to 

the participants. This person liked to hang out with people or liked to see a lot of people 

when shopping. According to the participants, both the participants from interviews and 

focus group, even if the perceived shopping mall consumer went to a shopping mall alone, 

this consumer liked to be around a lot of people. 

 

“They are social beings and like to meet people when they are out shopping, even 

though they may go there themselves.”- Vendela 

This can also be seen in that the perceived typical shopping mall consumer liked to have 

fun while shopping. The participants thought it was fun to meet up with their friends in 

shopping malls and have fun by doing some activities and have fun doing something 

together. 

 

“I may find it fun to visit the mall with my friends or family if I have no purchases in 

mind, go there with a friend who is going to make a purchase, or just go visit a 

restaurant or something like that. I also appreciate the quality and the physical 

atmosphere of the mall.”- Darek 
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Another trait the perceived shopping mall consumer had was that this person was curios. 

This consumer liked to explore and try out new things: 

 

“You want to see different choices, so you are a little adventurous at the same time 

as you are a little curious about and see what is available in different places in the 

mall.”- David 

 

Exploring could be done in shopping malls since the supply range was large and one can 

find a lot of things in shopping malls. Thus, this consumer was also open, according to the 

participants. This person was accepting and open for different products and stores. 

According to the participants, they saw themselves as open and flexible, making them the 

perceived typical shopping mall consumer: 

 

“I consider myself flexible and open. I like it to go fast, which it does in malls.” – 

Ben 

 

This was consistent with what other participants said about themselves. The participants 

saw themselves also as time thrifty and time efficient when they went shopping in shopping 

malls, thus this made them to a typical shopping mall consumer, according to them: 

 

“I am a very busy person who needs to streamline my time. Considering that you save 

so much time by visiting shopping centers, compared to the city center, I think this 

suit me very well. Everything is in one place, I also require parking to be easily 

accessible, but also so that I can get there by bike. In addition, in addition to being a 

frugal person on time, I am flexible and open.”- Zeinab 

The participants also perceived shopping malls as cheaper in the total costs, which benefit 

all. However, the participants did not find themselves as frugal just because shopping malls 

have less expensive stores: 

 

 “I can also say that I am frugal when I shop in shopping centers as we who are 

young have a tendency to want to buy something when we see something. It is easier 

to buy unnecessary stuff in town, as there are more expensive stores such as branded 
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stores. But then again, I do not see myself as frugal just because I visit shopping 

malls.”- Sanna 

 

This view also corresponded with what another participant from the focus group thought: 

 

“At lower prices, for example, I can shop things I have not really thought about 

shopping, which is not very frugal.”- Khatrin  

 

It was perceived as cheaper to shop in shopping malls rather that in city centers, something 

which was discussed by Gomes and Paula (2017). Tunca and Anselmsson (2019) also 

found that frugality was important to the shopping mall consumer. However, we did not 

find a relationship with frugality and shopping malls. The participants saw themselves as 

frugal sometimes and other times not. It depended on if they knew what to buy or if they 

were spontaneously shopping, which did not correspond with Tunca and Anselmsson’s 

(2019) discussion about shopping mall consumer being more frugal than city center 

consumers.  

 

The last trait(s) that the perceived shopping mall consumer had according to the participants 

was that they were calm and patient. The perceived typical shopping mall consumer was 

patient since visiting shopping malls could be a day activity which required that the person 

was patient to visit a lot of stores during a day. Also, when it came to the visitors, there 

could be children playing and screaming, which the participants found that it required the 

consumer to be patient and calm in order to manage being there. 

 

 “I am also thinking of families who are there with their children for the children to 

have fun and play, as many shopping centers have specified places for children to 

play.”- Ben 

 

This takes us further to what characterizes a typical shopping mall consumer. According to 

the participants, when they went shopping at shopping malls, they saw a lot of younger 

people with their friends. They also saw families with their children. Thus, age was one 

factor that characterizes the perceived typical shopping mall consumer. Tunca and 

Anselmsson (2019) found that families and younger people visited shopping malls mostly. 
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However, the perceived typical shopping mall consumer was also someone in middle-age, 

according to the participants: 

 

“Then I think that person is in middle age, and more towards the younger side, so 

somewhere between 20-40 years old. This is because they usually have the strength 

to walk more and move more in shopping centers.”- David 

 

In contrariwise to the other participant’s perceptions of a typical shopping mall consumer, 

one participant pointed out that when shopping at a shopping mall, she tends to meet up 

people at her age (57 years): 

“I am a customer who always shops physically. There I usually come across people 

my age. I can imagine that younger people choose to shop via the internet instead. 

However, there are some occasions where I come across young people, however, 

they tend to be in groups. I interpret this more as an activity they do together, than 

shopping.” - Ibaa 

 

The perceived typical shopping mall consumers were females, according to the participants. 

That because they mostly saw groups of younger females in shopping malls, that went out 

to meet each other and have fun: 

 

 “This is both what I see when I shop there, but also from my own experiences when 

I notice that it is more often my girlfriends who visit the shopping center, compared 

to my boyfriends.”- Jaafar  

 

“Many people take it for granted that the typical shopping center customer is that 

teenage girl who tries to be in phase with fashion, etc.”- Armin 

 

Although, the perceived typical shopping mall consumer could not be characterized by a 

specific clothing style, the perceived typical shopping mall consumer had a more formal 

clothing, more accessories and were more into fashion. Several participants thought that 

the perceived shopping mall consumer had mixed styles, however, the perceived consumer 

was more of a person with formal clothing, according to the participants: 
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“I had also said that a mall customer is better and more formally dressed and does 

not walk around in loose soft pants for example. They are usually dressed more 

decently because you are out and about among people, although not that they are 

dressed in a suit perhaps, but they look decent.”- David 

 

“This is also the style as I think the clothes can vary, but it is noticeable that most 

people have more accessories that are only available in a shopping malls and not in 

the city center. I mean then that shopping mall consumers wear more accessories 

compared to city center consumers.” – Ben 

 

4.2 Place Image  
What image a shopping mall consumer has of city centers was investigated. The findings 

came from the participants’ experiences of visiting the city centers. That, in order to explore 

if the participant felt excluded from city centers, and why.  

 

Firstly, in order to get an understanding of the participants’ view of city centers, they were 

asked what image they had towards the people shopping in city centers. Tunca and 

Anselmsson (2019) discussed that the perception of a consumer was associated with a 

shopping place. According to the participants, the perceived city center consumer was a 

rich person: 

 

“High status, exclusive. They look arrogant. They have an attitude, specifically the 

younger ones. I have e.g. never seen an influencer in a mall, I only see them in town, 

as it is expensive there.”- Sanna 

 

This is also discussed by Tunca and Anselmsson (2019), that the stereotyped city center 

consumer is of higher social class.  

 

According to Kotler and Armstrong (1994), every person has a different image of a place. 

According to the participants, they had the image of a divided city center. The city center 

was not welcoming for everyone as one of the participants said:  
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“Depending on where you are in the city center, it can feel differently welcoming for 

everyone. In some parts there are only young people, in others only the elderly, while 

in another part it is mixed, so in the end it feels like there is something for everyone, 

there is a little of everything. But I would not say that it is welcoming to everyone at 

the same time.”- Ben  

 

Several participants discussed that the city center as a shopping place consisted mainly of 

older shopper or people that the participants perceived as rich. One reason to the perceived 

typical shopping mall consumer feeling excluded may be that the construction of the city 

center is not done for everyone as some people may be excluded: 

 

“In shopping malls, it is always adapted for the disabled, but it is not in the city. For 

example. there is no elevator, only escalators or ordinary stairs if a store has two 

floors, which is mean and not so welcoming.” – Sanna 

 

“I do not think I fit into the city center because I do not think I fall into the group of 

people I think are there. Then you can say that I think I do not fit in there because I 

am not a middle-aged person who is rich, even though I am financially well off. Nor 

am I in the older age group that makes me fit in there. When I think of the city center, 

I think of the elderly and who are a little better off financially.” - David 

 

Furthermore, according to the participants, the supply of products and stores is limited to 

only some consumers:  

 

“Many people around me think that it can be difficult to shop in the city center as 

you usually do not find the products you want due to the prices being expensive and 

the supply very small.” – Jaafar 

 

“Cafés that are not open for as long can also have an effect, as the image you get in 

your head is that the city center "dies out" after a certain time of day and it becomes 

very boring to visit it then. It is very "adult" in a way, and very limited range.” - 

Zeinab 
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However, the participants also had the image of a cozy city center, on special occasion such 

as feasts or festivals. A special feast for the participants was Christmas, when the city center 

had lights and food festivals and people could walk around in the city center and enjoy the 

atmosphere, as described below: 

“I like shopping in the shopping center when I am, for example, shopping for 

Christmas presents or if it is a summer or Christmas sale. That is since in Christmas, 

for example, there are a lot of food trucks and decorations, therefore, it is cozy to 

walk around. Otherwise, it is quite dead there.” – Vendela 

 

In case the images are shared and accepted, then they became a reputation (Foroudi et al., 

2020). In this case, the participants had similar images of city centers, however, since the 

study was conducted in a short time of period and it is not possible to tell whether or not 

this might constitute a reputation. 

 

The image that the participants had of city centers affected their choice of shopping there. 

However, the participants were not directly affected by others’ image of city centers. Even 

though they were open for recommendations from friends regarding shopping place as 

pointed out below: 

 

“My image is not affected, I still feel the way I do no matter what my friends and 

surroundings say. But when it comes to the actual shopping, I also have to take into 

account that the majority prefer shopping centers and in that way I do not have the 

opportunity to be in the city center so often either.” - Jaafar 

 

Even if it was cozy according to the participants, they did not want to shop in city centers, 

because they did not feel welcomed or did not see themselves fit in city centers as a 

shopping place. The participants thought that they did not fit in because they did not see 

themselves as rich and that the offers that city center had were not made for everyone, as a 

participant pointed out: 
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“I believe that the city center is not for everyone. This is because once I'm there, I do 

not see types of all kinds, it is only certain types you see there, which makes me feel 

left out. I would not want to go to a place that does not make me feel welcome.” – 

Armin 

 

The city center was a place mostly for richer people, according to the participants, thus the 

participants did not feel that they blended in with those people since most of them were 

students with average income: 

 

“I do not think I fit into the city center because I do not think I fall into the group of 

people I think are there. Then you can say that I think I do not fit in there because I 

am not a middle-aged person who is rich, even though I am financially well off.” – 

David 

“Partly I fit in, but partly no. When or if the weather is nice and many people my age 

are out in the city center, I do not think I do fit. But in the low seasons, I feel that it 

is not as fun to be there, especially that I do not have a high income because I am a 

student and they offer quite expensive prices and products in general.” - Jaafar 

 

Also, the participants perceived city center as a stressed place, and they did not want to be 

stressed when shopping, as presented below: 

 

“/…/ the people there tend to be much more stressed. I do not like to stress too much 

when I shop, but I like to take my time and take it easy when I check in the different 

stores or when I chew between shopping.” - Vendela 

 

4.3 Shopping experience 
Firstly, we wanted to get an overview why the interview participants choose to shop in a 

specific shopping place, shopping malls respectively city centers, and if there were a certain 

pattern. Since most of them were the same age, we wanted to identify if there were more 

reasons behind the choice of shopping at shopping mall. The most used words were 

“comparison”, “time-saving” and “entertainment”. It was appreciated that the consumers 
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were able to compare prices and offerings quick and on the spot. They also thought that it 

was timesaving to have everything near each other, both different stores, but also to have 

restaurants and cafés near each other. The respondents also thought that it was entertaining 

to be in shopping mall. Thus, they were there to have a good time with their friends and/ or 

family. Since they often visited shopping malls with their friends, which were of the same 

social class and age group as them, they also explained that they felt more welcome to the 

shopping malls, than in city centers. They felt that they could blend in more in the crowded 

area, and the prices and offering were more adjusted for them. 

 

In order to compare and contrast, we also investigated what the focus group participants 

preferred and thought about the shopping experience in shopping malls. Besides the 

accessibility, Dessart et.al. (2016) discussed that it was important to meet the consumers’ 

goals and offer a wide supply of different products and stores. All the participants discussed 

that they preferred to shop in shopping malls over city centers, for different reasons. Six of 

the participants emphasized the importance of good parking possibilities, and that was the 

main reason for them to visit shopping malls. This was, just as discussed earlier, one of the 

most important reasons for the consumers which could also be strengthened by Tunca and 

Anselmsson (2019). Besides that, another crucial factor was the accessibility and that the 

shops were gathered together under the same roof which facilitated the location distance. 

As discussed by Dessart et al. (2016) discussion, these offerings make the consumers 

satisfied by fulfilling their desires and experience and in that way, they want to return to 

the place. Since a few participants also discussed the importance of restaurants and cafés, 

this also made it an important factor to satisfy the consumers. Khatrin and Nina answered 

that they overall preferred shopping malls, however, they preferred to shop in city centers 

when the weather was nice and in connection with holidays such as Christmas, due to the 

atmosphere.  

 

In order to understand what the interview participants perceived as satisfaction in a 

shopping experience in shopping malls, we asked them why they shop there, if it was due 

to necessary purchase or experience related. Most of the respondents answered that usually 

it was a mix of both fulfilling the purchase, but also for the experience. The explanation 

was that often, it was too far away and too time-consuming to go all the way to a shopping 
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mall just for a small purchase. Therefore, when they went there, it was considered as a 

“whole-day activity”, which the quotes below demonstrate: 

 

“However, most of the time I usually take my time just to be there and enjoy the 

experience. It can include the social interaction with the people who are there, or the 

staff, but also the feeling of just being there.”- Darek 

 

“When it comes to shopping malls, however, it is a bit varied. It may be that I go 

there to both make my necessary purchases, but also for the experience itself.”- 

Zeinab 

 

This also aligned with what Sadachar and Fiore (2017) stated, that a purchase should be a 

combination of utilitarian and hedonic experience in order to be fulfilled. Thus, in order to 

get a full satisfaction, the consumer should find what they were searching for and also be 

provided with entertainment and positive experience. However, some of the respondents 

also said that often when they were in a shopping mall by themselves, they did not feel 

comfortable and ignore the experience, and only focus on buying what they came for. 

Meanwhile, when they have company, they tend to enjoy the experience, more and focus 

less on the purchase. However, neither Sanna nor Jaafar came to the shopping mall for the 

purchase and shopping itself, but for the experience. The enjoyment was derived from, 

among others, from the social interaction with others.  The finding corresponded with 

Srivastava and Kaul’s (2014) statement that the physical, personal interaction with people 

can only be created physically, and it has an influence on the shopping experience.  

 

Further, we investigated in what the focus group participants think about hedonic 

experience while shopping, and if they visited shopping places without having a purchase 

in mind. This was done in order for us to investigate if the purpose behind the visit in 

shopping places was driven by the purchase itself, or the hedonic perspective such as 

enjoyment (Kakar, 2017). The discussion proved that all the participants saw shopping mall 

as an activity, and not only as a shopping place. Almost all of the participants discussed 

that they visited shopping malls in order to grab a coffee in the café or to eat at a restaurant. 

Also, another reason to why the participants visited shopping malls was because many 

viewed it as a meeting place with friends and family. Some participants also indicated that 
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entertainments such as gyms or cinemas improves the attractiveness and made it a reason 

to visit shopping malls. These results indicated that the hedonic attribute was equally 

important as the utilitarian attribute, which was strengthened by Kakar (2017) as well.  

  

“Yes, a visit to a shopping center does not always have to mean that you have 

purchases in mind. Sometimes it's nice to just change the environment and just look 

around. Maybe meet friends and something like that.” -Khatrin 

 

Further, to compare if the respondents also had shopping experience in city centers, and 

what experiences they had, the question whether they had a previous shopping experience 

there was asked. This was done in order to get a fair picture, since it would not be fair to 

compare their perceptions about the shopping experiences in different shopping places, 

without any experience in city centers. However, all of the respondents answered that they 

have had experience from visiting and shopping in city centers at least a few times. Most 

of them responded that they would not go to city center to buy something, rather for the 

experience that city center offer, which do not relate to shopping. Both David and Ben 

explained that they perceived the environment in city centers as very stressful, therefore 

they avoided going there: 

 

“It is an environment where you are not really focused on going into the store, but it 

is more a stressful environment where you just walk by, and maybe now and then 

peek into some store.”- David 

 

“I have to be a little more patient. When I visit the city center, it is because I shop for 

something or want to shop for something that I can take my time for.”- Ben 

 

A few of the responders argued that they might visit city centers in specific seasons, such 

as summer and wintertime. The experience they receive from city centers, are beyond the 

experience of a shopping mall, according to four responders. This is highly appreciated 

when the weather was nice as well. Most of the participants discussed that they visited city 

centers more often for the whole experience and atmosphere, however, not anyone went 

there only for the sake of shopping. However, two of the participants, David and Darek 

thought that the atmosphere in city centers was stiff and stressful; therefore, they avoided 
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visiting them. Since some of the respondents perceived the hedonic shopping experience 

as very positive, and some quite negative in city centers, it is fully related to Ellingsen and 

Leknes’s (2015) statement that it is a subjective experience.  

 

We investigated what respondents, both the focus group participants and the interviewees, 

had experienced about the environment in city centers. The responders answered that often, 

they do not visit city centers with an intention to shop, but because of the experience. 

Particular, their experience enhanced when the weather was satisfactory, therefore during 

the summer they tended to visit city centers often than shopping malls. As Kakar (2017) 

discussed, the hedonic aspects were important for the consumers when evaluating a 

purchase or a shopping place. In this case, there was an indication that the hedonic aspect 

regarding experience was highly valued by the participants. Further, in the discussion, the 

participants answered that due to that reason, they preferred making their purchases in 

shopping malls or online, even if they thought that city centers had a nice atmosphere. 

These finding were also aligned with what Ainsworth and Foster (2017) stated, that when 

consumers’ needs are being satisfied and their experience enhanced, they appreciated the 

place more and wanted to return.   

  

Since most of the participants answered that when they visited city centers, it was only for 

the experience, and not for the purpose of shopping and making any purchases. Therefore, 

we investigated what factors contributed or prevented them from shopping there. The most 

common answer was that the offering was very poor, and the long distance between shops 

were too overwhelming. Not only were the offerings too poor, but the stores that are located 

there, were often too unique and expensive, in the respondent’s opinions. Other factors such 

as too short opening hours, and poor parking possibilities also affected their negative 

opinions and experiences about shopping in city centers. Since there were a few important 

factors that affect the participants and made them avoid shopping in city centers, it was 

aligned with what Higgins (2006) discussed. He stated that, the hedonic experience was not 

only about visiting and shopping from a place one appreciated but avoided to visit/ shop 

from a place that creates obstacles and contributes to a poor experience.  

  

During the online group discussion in the Facebook-chat with the focus group participants 

and the interviews, a discussion about what thoughts the participants had regarding city 
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centers, and what would possibly have made them shop there, since most of them, as 

mentioned above, avoided to shop there. The most discussed factors were the lack of 

parking lots and the high parking fees in city centers. This was aligned with Tunca and 

Anselmsson (2019) study, which states that the accessibility of parking lots was one of the 

most influential factors for customers, and also that the parking fees are often much higher 

in city centers than in shopping malls. Therefore, the finding that parking accessibility was 

one of the most crucial ones, can fully be strengthened by the results in our study. 

Additionally, opening hours has also a big impact, and the participants discussed that if 

they were longer, they would for sure visit the city center more often. This was also an 

important factor since it would enhance their shopping experience in shopping malls, since 

they usually had longer opening hours, and the consumers did not have to adapt their 

schedules to the same extent (Risselada et al., 2018). Several of the participants criticized 

the poor offering of stores in city centers. They discussed that a richer offering of stores 

and products in the city center would make it more attractive, and more of a shopping place, 

rather than a place to visit without making a purchase. This was also an indication, that the 

consumers were not fully satisfied with the offerings in city centers, and therefore they 

were not as attracted to returning and the place was not as attractive due to the bad 

experience (Dessart et al., 2016) Another factor that was debated was the weather. Many 

participants stated that fewer visits city centers because of the climate in Sweden, however 

it was an uninfluential factor. 

 

4.4 Place attractiveness 
In order to understand what factors influence the place attractiveness, we have investigated 

in how safety, accessibility, infrastructure, tenant mix and ambience influenced the place 

attractiveness of a shopping place. Badrinarayanan and Becarra (2019) pinpointed that 

making consumers feel safe when they were out shopping or visiting a place, creates a 

greater bond and relationship between the visitor and the place itself. In that way it also 

made them return, since they felt safe and trusted the feeling of finding themselves in that 

place, increasing the attractiveness. When asking our respondents during the interviews if 

they considered different perspectives of safety, the majority explained that it was not 

something that they considered much when being out in shopping places. They put weight 

on the importance of it, however, they thought that the safety both in city centers and 
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shopping malls was quite high, therefore it was easy to neglect it away. However, when the 

responders compared the safety in city centers versus shopping malls, it showed that they 

considered that shopping malls were a bit safer. From their own experience, there were no/ 

barely any guards in city centers, but always several guards in shopping malls. 

Additionally, they perceived the traffic, including cars, busses and cyclist in city centers as 

very mobile and stressful, mostly dangerous for the pedestrians and children. 

  

“In shopping malls, it is safer if something should happen as there are security 

guards who are always on site. [...] Sometimes I find that cyclists can be a little 

insecure when cycling across pedestrian streets, especially for the younger ones.”- 

Vendela 

  

“The traffic could have been improved. There are many cyclists on pedestrian streets, 

which can disturb you when you have to walk.”- Zeinab 

  

When comparing the interview answers with the answers of the focus group regarding 

safety, we found a pattern. None of the participants in the focus group mentioned that they 

felt safer when they visited the shopping malls, than when they visited city centers, or vice 

versa. The did not pay much attention to the safety. Therefore, this cannot be strengthened 

since we did not find any relationship between safety and willingness to visit/ return to a 

specific shopping place as Badrinarayanan and Becarra (2019) argued. Thus, both the 

interview and the focus group did not care much about the safety, however, the interview 

group discussed that they felt safer in shopping malls compared to city centers, which did 

not align with the answers of the focus group participants.  

  

Ezmale and Litavniece (2012) explained the importance of accessibility when referring to 

place attractiveness. The authors highlighted it since accessibility will provide a 

comfortable shopping experience for the consumers, the more accessible a shopping place 

was. They explained that the distance between one’s home and the shopping place should 

not be too long, otherwise it could result in unattractiveness and choice of another place. 

Most of the participants explained that an open area made it easier to find different stores 

and also it prevented too many people in one place. The respondents referred to 

“accessibility” as “the accessibility to a great supply of products and stores” and “the 
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accessibility to get to the place”, however in this study we only focused on the accessibility 

to get to the place. Wanting to make it as convenient and easy for oneself during shopping 

was crucial, according to the participants: 

  

“Variety, openness, size, that there is enough space, that is, that everything is not too 

small and too close to each other because then it can feel like you do not get your 

space. These factors are important to me. Availability as well.”- Ben 

 

Distance between the stores and how the shopping place is designed was also a discussed 

factor. Most of the interview responses indicated that the consumers were not willing to 

walk too long distances between stores/ restaurants/ cafées. It could be too overwhelming 

to walk an unnecessary long distance to go from store A to store B, or to go visit a 

restaurant. By analyzing the answers, we could find a link to Wahlberg (2016) statements, 

that the distance and location of a place could either dissatisfy or satisfy the consumers, if 

the distance or location was bad or too long. Since the distance between different stores 

and restaurants in city centers were considered as too long, it affected the shopping place 

attractiveness in a negative way, unlike the shopping malls that had a convenient distance 

between stores.   

  

“The distance between the stores is also a thing that I take into account, it is always 

more convenient to have the stores close to each other and at hand.”- David 

  

  

Another important factor for place attractiveness was the infrastructure. The fact in which 

condition the infrastructure was had an impact on how attractive the responders thought 

that the shopping place was. When asking the interview participants, some of the interview 

answers indicated that another shopping place could be preferred if the area/ location of a 

shopping place was bad, or if it would be hard to get to the place because of the poor 

infrastructure. Most of them wished the shopping place to be located in a maximum of 

cycling or near car distance, in order to easily get to the place. Reimers (2013) also 

emphasized that the infrastructure is of importance for the consumers, because often most 

of the consumers had to travel a certain distance before arriving at the destination, therefore 

they also wished the infrastructure to and from the shopping place to be satisfactory. The 
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responders do not want to spend too much time travelling, especially when they had other 

plans for the day than shopping. Therefore, infrastructure and public transport around the 

shopping place was highly valued. However, when asked how the respondents would prefer 

to come to the shopping place, most of the interview participants answered that they 

preferred to take the car and therefore also considered the parking availability. 

  

“It does a lot, accessibility is almost the most important thing to me. Sometimes I 

even feel compelled to shop online even though I do not really like it if the shopping 

place is too far away. It is usually possible to get to certain places by public transport 

/ bus, but on days when you are in a hurry, it can sometimes take too much time to 

take long distances to different shopping places.”- Jaafar 

  

“A lot, I like not having to go that far as this can take quite a lot of time, which I 

would rather spend on something else. Therefore, if, for example, I have to go by 

public transport, I usually plan a few days in advance, so that I know that I am free 

on that particular day and have no major plans, otherwise these can be affected as it 

takes quite a long time to get around to places sometimes.”- Vendela 

  

“Drive a car. This is because there are a lot of people and it can be a bit cumbersome. 

You can also always decide for yourself when you want to go there or get out of there. 

You do not have to adapt to the bus or train. You save time.”- Sanna 

  

In order to investigate if the infrastructure mattered for the focus group respondents, we 

asked if the participants would choose bus or bicycle over car, if they had the possibility. 

The answers were very different. In contrast to the interview participants, almost half of 

the focus group participants reasoned that they preferred the bus over any other transport. 

The participants that preferred the bus did it because the access to the public transport was 

satisfying. Reimers (2016) discussed that infrastructure and transport possibilities were an 

important factor for the consumers when they chose their shopping place. Further, they 

discussed that in that way they avoided the traffic and to spend time searching for a parking 

lot. This indicated that our findings did not align with Reimers (2016) findings, since half 

of the focus group participants chose bus over car. According to some participants, the 

reason why they chose a bus over car is mainly because they felt that the bus connections 
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are satisfying, and they wanted to avoid the traffic and difficulties with finding free parking 

lots.   

  

The rest of the participants in the focus group answered that they preferred to take the car 

over anything else. This is because it is more convenient for them, mainly because of the 

parking possibilities. Since many consumers own a car, good parking possibilities were 

crucial for them (Risselada et al., 2018; Makgpa, 2016). The participants did not discuss 

parking fees overall, however one of the participants pointed out that it can be decisive:  

  

“If there is free parking and I have a car then I prefer to go to the mall. Is it expensive 

with parking or bad with parking places then I prefer the bike or bus.”- Rewa 

  

Teller (2010) and Wahlberg (2016) explained that in order to make a place attractive, 

different offering, besides the stores, should be offered for the consumers. The more 

entertainments, the more different consumers a shopping place attracts, and this resulted in 

a higher place attractiveness. Therefore, during the interview we investigated if the offering 

of tenant mix such as restaurants/ cafés or any other activities such as cinemas or playrooms 

could affect or improve the overall place attraction. Everyone, except Sanna, stated that the 

supply of extra entertainment and restaurants/ cafées affect the place attractiveness 

positively. Sanna explained that she visits shopping malls only to focus on the purchase, 

and she does not prioritize anything else. However, the rest counts of the participants 

considered extra entertainments and restaurants/cafées as a part of the whole experience, 

and thus the place attractiveness. It was definitely highly appreciated to have restaurants/ 

cafées to choose between and have the possibility to take a break while shopping. Also, 

some of the respondents explained that they preferred to go shopping with their friends, 

and they like to socialize with each other especially when eating together.  

  

“Definitely, if you have cafes and restaurants close at hand, it is always good if you 

want to have a coffee or just take a break, so it is good that they are available. Usually 

when I go to the mall I might go with friends and then it often happens that we want 

to have a coffee together and sit in a cafe. It also often happens that we want to sit 

down and eat and socialize after we are done with the shopping, and then it is a plus 
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that there are restaurants so you do not have to go around to other places just to 

eat.”- David 

  

Lastly, the interview question investigated what the respondents thought about the 

atmospheric elements such as temperature, smell and cleanliness and it could affect the 

attractiveness of a shopping place. Apparently, it was a very important factor since 

everyone explained that it was a decisive factor whether they would return to a place or 

not. Mostly, they paid attention to the cleanliness of the whole city center or shopping mall, 

but also to the individual stores. The temperature could also affect the whole attractiveness 

and experience. Often the temperature was much more pleasant in shopping malls since it 

was adapted to customers, however, the temperature in city centers was not adjustable 

whatsoever, and this had to do with the weather outside. Other factors such as music or 

smell were also important, however, not to the same extent. Some of the participants did 

not bother if the music played or not, some of them liked the idea of hearing sounds in the 

background. Also, several participants thought that it was nice if it smelled good in the 

stores since it could make them stay longer in that place. This has a link to what Teller 

(2010) stated. The author argued that the atmosphere has a great impact on how attractive 

a visitor perceives a place, and since all of the participants discussed that these factors were 

of big importance, it goes in line with what was stated. 

  

“It affects a lot. I am a perfectionist by myself and do not like when my environment 

and surroundings are messy, so I pay a lot of attention to what it looks like, smells, 

etc. Cleanliness is probably the most important factor, then I think of the individual 

shops, restaurants but also the toilets and corridors.”- Vendela 

  

“It matters a lot. If the music is too loud, if it is snowing, and the hygiene in the 

shopping center / area is poor, you absolutely do not want to visit that place, no 

matter how good the selection of shops and the area is” - Jaafar 
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5. Discussion 
In chapter five, a discussion of the findings will be presented. After analyzing the collected 

data, 11 findings answered the research question of who the perceived typical shopping 

mall consumer was, which will be presented down below. Furthermore, two findings 

regarding if shopping mall consumers felt excluded from city centers as a shopping place 

will be presented. Moreover, there were three factors that influenced the shopping 

experience and four factors that were essential for the typical shopping mall consumer’s 

choice of shopping place. 

 

The results showed that the perceived typical shopping mall consumer had seven traits 

that characterized him/her (see table 4).  

Table 4. Traits of the perceived typical shopping mall consumer 
Findings regarding traits of the perceived 
typical shopping mall consumer 

Explanation 

Social 
 

Likes to meet up with people and socialize  

Fun 
 

Likes to do activities with friends 

Curious 
 

Likes to explore new things 

Open 
 

This consumer is open for new things 

Flexible 
 

Wants to go from store to store quickly  

Time thrifty 
 

Wants to streamline his/her time 

Calm and patient  Shopping can be demanding, and this consumer 
can handle it by being calm and patient 

 

The results of the study showed that the perceived typical shopping mall consumer could 

be defined as a social person that liked to meet up with friends when shopping. This person 

also liked to be around a lot of people, even when he/she went shopping alone. This person 

also liked to have fun while shopping, thus this person liked to meet up with others and do 

activities in shopping malls, according to the participants (see table 4). Moreover, the 

perceived typical shopping mall consumer was curious to what shopping malls had to offer, 

the customer liked to explore new stores or products. Thus, this person was open for new 

things since the supply range in shopping malls was wide and one can find a lot of things. 

This person is perceived as flexible, according to the participants, since the perceived 

typical shopping mall consumers want the shopping to go fast, and that the person may be 
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a busy person who otherwise would not have been able to go out and shop. They saved 

time as everything was in the same place, which made it easier to get around. That also 

made the perceived typical shopping mall consumer time thrifty. According to the 

participants, they liked it when the shops were near each other and that it goes quickly to 

go from one store to another. Furthermore, according to the participants, the perceived 

typical shopping mall consumer was calm and patient, since there could be a lot of people, 

specifically children that are playing and screaming. In total, we identified seven traits that 

characterizes the perceived typical shopping mall consumer (see table 4).  

 

Furthermore, there are four characteristics that formed the perceived typical shopping 

mall consumer, according to the results (see table 5). 

Table 5. The characteristics of the perceived typical shopping mall consumer 
Findings regarding the characteristics of the 
perceived shopping mall consumer 

Explanation 

Young person 
 

The perceived typical shopping mall consumer can 
be recognized by those characteristics 

Families with children 
 
Females 
 
Formal styles and fashion-oriented 

 

Based on the results, the study indicated that there were characteristics that defined the 

perceived typical shopping mall consumer (see table 5). The results in the study showed 

that the perceived typical shopping mall consumers could be defined as a young person, 

according to the participants. The young people were mostly seen in groups with friends, 

that met up to do activities together. Those activities could include everything from 

shopping to just hanging out. Other characteristics was that families with children were 

typical shopping mall consumer, according to the results. They went to shopping malls to 

entertain their children and to shop at the same time. According to Tunca and Anselmsson 

(2019), mostly younger people and families visited shopping malls. However, according to 

one participant, the perceived typical shopping mall consumer were older shoppers, 

because this participant also went shopping with her friends who are the same age as her 

(around 57+ years). Hence, this one participant cannot represent all the shopping mall 
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consumers that are her age.1 Furthermore, according to the participants, the perceived 

typical shopping mall consumer was often female. Moreover, the perceived typical 

shopping mall consumer had a style that could be mixed, but mostly formal, according to 

the participants. The perceived typical shopping mall consumer dressed formally and was 

more fashion-oriented, according to the participants. Overall, there were four 

characteristics that defined the perceived typical shopping mall consumer (see table 5).  

 

The perceived typical shopping mall consumer could comprise a stereotype, that could be 

compared to the stereotypical city center consumer, as described by Tunca and Anselmsson 

(2019). According to Tunca and Anselmsson (2019), a stereotypical city center consumer 

was found to be less frugal than a shopping mall consumer. However, in our study, we did 

not find that the shopping mall consumer was frugal in money. According to Kohijoki and 

Koinstein (2019), older consumers shop in city centers because it was easier to socialize 

with other and because they felt it was more barrier free than other shopping places. In our 

study, the perceived typical shopping mall consumer was a social person, however, this 

consumer was described as either a young person or families with children. This indicates 

that both the perceived typical shopping mall consumers and city center consumers are 

social people. The stereotypical city center consumer was found to like historical 

characteristics of city centers, according to Tunca and Anselmsson (2019).  

 

Furthermore, the perceived typical shopping mall consumer had an image of city centers as 

a shopping place that made them feel excluded due to two factors, according to the results 

(see table 6).  

 

Table 6. Factors that make shopping mall consumers feel excluded from city 

centers 
Reason for exclusion Explanation 
Limited supply A limited range of offers can make the consumer 

feel excluded 
 

Divided city center The city center’s image of a divided place for 
richer and older shopper can make a shopping mall 
consumer feel excluded 

 
1 The other participants cannot either represent all the shopping mall consumer that are in the same age. However, they 
had similar perceptions about the perceived shopping mall consumer, and they were a bigger group compared to only one 
participant, which might represent a bigger group of shopping mall consumers.  
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Even if the perceived typical shopping mall consumer and stereotypical city center 

consumer had similarities, based on our results, the study showed that the participants that 

represented shopping mall consumers felt excluded from city centers. This is due to two 

factors, as we interpret it. Firstly, the participants perceived the city centers as a meeting 

point, however, they did not feel welcomed due to a limited offering which mostly attracted 

rich people. In other words, the supply range variation was limited to richer people, which 

made the participants feel excluded. Secondly, the participants felt that the city center as a 

shopping place was divided in two parts, mainly for either the rich people or for the older 

shopper, which made the participants feel left out and not included in the offers that city 

centers had as a shopping place. However, we should consider that the participants were 

young people and that their results might not be applicable of other shopping mall consumer 

that are older. Even though the participants felt excluded from city center, they occasionally 

went to the city centers when there were feasts or festivals, that because there were a lot of 

people and they enjoyed the food served on these occasions. Thus, the typical shopping 

mall consumers, in our study, felt excluded from city centers as a shopping place (see table 

6).  

 

The results showed that there were three important factors that influenced the perceived 

typical shopping mall consumer’s hedonic shopping experience (see table 7).  

Table 7. Essential factors for a hedonic shopping experience   
Essential factors Explanation  
Social interaction 
 

The interaction with friends, family and/or 
personnel is important shopping experience 
 

Entertainment 
 

Entertainments such as restaurants/ cafées gives 
a shopping experience to the consumer 
 

Design  The design of a shopping place is important for 
the consumer regarding saving time when 
shopping which affects the shopping experience 

 

Based on the results, it has been shown that the participants often went to a shopping place 

in order to enjoy the hedonic experience. Most of the participants preferred to shop in 

shopping malls because they perceived the hedonic experience to be richer there compared 

to shopping in city centers. However, the reason behind that could be that we required our 

participants to be a frequent shopping mall consumer. Although the participants went to a 
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shopping place with a necessary purchase in mind, most of the time they also considered 

the enjoyment and hedonic aspect. Above all, it has been shown that the hedonic experience 

derives from the physical social interaction with others, such as friends or personnel. 

Therefore, based on the connection and interaction with others, the experience could either 

be positive or negative. This was discussed by Terblanche and de Villiers (2019), that the 

hedonic aspects of a shopping experience included social interactions. Furthermore, the 

results showed that entertainments in a shopping place were valued. Entertainment could 

include restaurants /cafées, which the participants appreciated and made the shopping 

experience richer. According to Ainsworth and Foster (2017), the activities in a shopping 

place can be a key to the enjoyment of shopping experience. The reason why the hedonic 

shopping experience was richer in shopping malls compared to city centers was because it 

was more timesaving due to the design of a shopping place, according to the participants. 

Having all stores near each other could save time by comparing prices and products quicker, 

which enhanced their shopping experience. However, the only time the participants would 

choose to find themselves in city centers were in connection with holidays to feel the 

atmosphere and experience, however it was not connected to shopping (see table 7). 

 
The experiences that the participants received made them view shopping malls as attractive, 

and a reason to why they chose shopping malls as a shopping place. The results showed 

that there were four essential factors that the perceived shopping mall consumer considered 

when shopping, that makes a shopping place attractive (see table 8). 

Table 8. Essential factors that the shopping mall consumer consider for an 

attractive shopping place 
Essential factors Explanation 
Tenant mix There should be more to offer in a shopping place 

such as entertainments and restaurants/cafées 
 

Infrastructure The availability of parking spots and the 
availability to a shopping place increases the 
attractiveness  
 

Accessibility The distance to a shopping place and between 
stores makes a shopping place more attractive 
 

Ambience The general atmosphere was important for the 
shopping mall consumer, and the most important 
one was cleanliness 
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One of the four essential factors that influence the participants’ choice of a shopping place 

was the tenant mix. That includes entertainment, restaurants and cafeterias in a shopping 

place, that the participants thought resulted in a greater place attractiveness, because they 

had the opportunity to take a break while shopping. They could also meet up with friends 

without having a purchase in mind. According to Teller (2008), different offerings, such as 

entertainments and restaurants, could satisfy the consumers. Secondly, the accessibility in 

terms of location and distance between the start-point and the shopping place and between 

stores mattered a lot for the participants and could be a decisive factor. Ezmale and 

Litaveniece (2012) discussed, that accessibility is an important factor when it comes to 

attractiveness, which satisfy the consumer. Thirdly, infrastructure was also important for 

the participants when choosing a shopping place, since parking spots, the public transport 

and the travel to the shopping place were important factors for the participants, and that 

made a place attractive. The importance of infrastructure around the place has also been 

discussed by Reimers (2013). Lastly, an important factor for the participants was the 

ambience, which made a shopping place more attractive. The study showed that cleanliness 

made the atmosphere more enjoyable and the place more attractive (see table 8). 

Badrinarayanan and Becarra (2019) discussed that safety was an important factor for the 

place attractiveness, however, the results showed that the participants did not considered 

safety as an important factor. 
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6. Conclusion 
This final chapter will start off with a summary of the whole thesis, in order to give the 

reader an overview of the thesis, and who the perceived typical shopping mall consumer is 

and, if and why this consumer felt excluded in city centers as a shopping place. Further, a 

presentation of our theoretical and managerial implications and how these can be used in 

practice will be presented. Lastly, the limitations of the thesis, and suggestions for future 

research will be discussed. 

 

6.1 Summary of the thesis 
Since the retail landscape has changed a lot in the past few decades, and more people choose 

online shopping over physical shopping, which led to the brick-and-mortar stores 

apocalypse. However, shopping malls are generally coping better than city centers with the 

pressure and competition. Therefore, the purpose of this thesis was to explore who the 

typical shopping mall consumer is and if and why this consumer feels excluded from city 

centers, by examining what characterizes a typical shopping mall consumer, what image 

this consumer has of a shopping place and the shopping experience in a shopping place, in 

order to understand what makes a shopping place attractive.   

 

After an examination of the literature, four important concepts consumer stereotype, place 

image, shopping experience and place attractiveness, were used to build a theoretical 

framework. A qualitative data collection approach was used. An online focus group session 

on a private Facebook group with nine participants, who frequently visited shopping malls, 

was conducted in order to understand their perspective of what makes a shopping mall more 

attractive than a city center. Additionally, in order to complement our data, eight Skype-

interviews were conducted. The research focused on the Malmö area since almost all of the 

participants lived there. 

  

6.2 Conclusion 
In conclusion, the aim of this thesis was to investigate who the perceived typical shopping 

mall consumer is, and if this consumer feels excluded from city centers as a shopping place.  
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To answer our research question, the perceived typical shopping mall consumer is often a 

young person/ families or females that are fashion oriented. As well as curious, social, open, 

fun, flexible, time thrifty, calm and patient. The findings have also shown that these 

consumers felt excluded from shopping in city centers, mostly because they perceived city 

centers as a place mainly for richer people of a higher social class and older shopper, but 

also due to the limited offerings of products and stores in city centers. 

 

Firstly, the consumer stereotype resulted in seven findings regarding traits and four 

characteristics of a typical shopping mall consumer. The typical shopping mall consumer 

was perceived as a social and curious person, who was open and flexible, fun, time thrifty, 

calm and patient. When it came to the physical features there were four important features. 

According to the findings, there were often younger people, families and females visiting 

shopping malls. Besides that, the typical shopping mall consumer was often perceived to 

have a formal clothing style and be fashion oriented. 

 

Secondly, the place image contributed to our conclusion that the participants felt excluded 

from the city centers city as a shopping place, since city centers were perceived as divided. 

The findings showed that the perception of consumers that visit city centers are of higher 

social class, and therefore it is not welcoming to every type of consumer, which also is in 

line with Tunca and Anselmsson’s (2019) study, but that older shoppers were frequent 

shoppers in city centers as well. The reason to that the participants felt excluded was 

because city centers were perceived as having offerings mainly for richer people, thus the 

participants felt not welcomed. According to the participants, city centers consisted of 

richer people and older shopper. This further affected their choice, since the participants 

felt that they did not fit into their perceived “city center image”.  

 

Thirdly, the shopping experience showed that the participants valued some factors that 

enhanced their experience when shopping. That included social interaction, entertainment 

and the design of a shopping place. Since all of these factors are available in shopping 

malls, but not in city centers, according to the participants, it could be a reason to why the 

participants do not shop in city centers. Additionally, the participants visited shopping 

malls to fulfill both the utilitarian and hedonic aspects. This was since they felt that they 

were able to find more offerings and also enjoy a satisfactory shopping experience in 
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shopping malls. City centers, on the other hand, contributed only to a hedonic experience, 

particularly when the weather was satisfactory, according to the findings, however, nothing 

connected to the shopping itself.  It was like Kakar (2017) stated, that some shopping places 

are visited without a purchase in mind, but only for the experience. According to Sadachar 

and Fiore (2017) that in order to maximize a shopping experience, it should fulfill both the 

utilitarian and hedonic experience, which our findings showed that shopping malls did.  

 

Fourthly, the findings showed that an attractive place is not only associated with the 

shopping, but also with the enjoyment of being in the place. The importance of tenant mix 

such as restaurants/ cafées and other activities were significant for the place attractiveness. 

The analysis has also shown that determining factors for the place attractiveness were the 

infrastructure around the place and how easy it was to get to the shopping place. According 

to the results, the most important factors were the accessibility in form of distance between 

the starting point and the shopping place and also between the stores and restaurants/ cafés. 

A satisfactory ambience was also important; however, cleanliness mattered the most. Teller 

(2008) discussed that making a place attractive would satisfy the consumer.  

  

6.3 Theoretical implications 

From a theoretical perspective, this study mainly adds one insight into the retail field, 

specifically, when analyzing the consumers’ perceptions and experiences of choosing a 

shopping place. The theoretical contribution of this study is that it emphasizes the 

importance of understanding how the perceived image of city centers as a shopping place 

can influence consumers who usually chose to shop in other places. Moreover, this study 

gives an understanding of who the perceived typical shopping mall consumer is, since a 

previous study by Tunca and Anselmsson (2019) showed who the stereotypical city center 

consumer was. This study showed that the typical shopping mall consumer felt excluded 

from city centers due to a divided city centers, for people of higher class and older shoppers, 

with a limited supply, thus, this study has contributed with an understanding to why this 

consumer felt excluded from city centers and chose another shopping place, as pointed out 

by previous research by Bishop and Corkery (2017).   

 



 

 68 

6.4 Managerial implications 
This understanding of how and why consumers choose specific shopping places could be a 

competitive advantage since retailers and marketers would be able to consider consumers’ 

demands more and make themselves more attractive. Thus, the findings could be a 

contribution for both shopping malls and city centers on how they can improve, according 

to consumers, important factors and attract even more consumers and make everyone feel 

welcomed. It was also important since city centers contribute to the economic growth of 

society. The managerial contribution of this study is that city centers could be more 

welcoming to all segment groups, by improving the shopping experience and designing the 

shopping area in the city center to be more accessible, for instance, between the stores.  

 

6.5 Limitations and Future research 
There are a number of limitations of the current study. One of the biggest limitations was 

the limited age range of the participants. All of the participants, except one, were young 

adults in the age between 20-29 years. This limits the study to only cover the perspective 

of young adults and what they considered as attractive in a shopping mall. The second 

limitation in this thesis is the location. Since the participants of our study were from Skåne, 

Sweden, their opinions were based on shopping malls in Skåne, mostly in Malmö since it 

is the biggest city. Because of the limited location, findings may not be applicable to apply 

in other cities or countries since the circumstances are different depending on city and/ or 

country. A third limitation could be that the use of the concept stereotype could bring 

misunderstandings when referring to the typical shopping mall consumer instead of using 

the notion stereotypical. These limitations might, in practice, mean that this study does not 

present the true reflection of an actual typical shopping mall consumer. 

  

As a suggestion for future research, it would be interesting to investigate what older people 

consider attractive in shopping malls, and also if they have the same traits, like the younger 

adults had in our study. This, to understand if our findings could be applied to everyone, or 

if the young adults and older shoppers have completely different opinions regarding 

shopping malls. It is important to investigate what different segments, prioritize in order to 

make different shopping places be a welcoming place for everyone. Also, since the supply 

of stores, parking lots, location and atmosphere were some of the most crucial factors 
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according to our participants, an examination of differences and similarities considering 

these factors could be done. A last suggestion for future research would be to study this in 

another area in Sweden, since all of our participants were Swedish and living in only one 

area, Malmö. It would be interesting to see if there are differences when other cities which 

have bigger city centers with a wider range of offerings, and if that would influence 

people’s choice of shopping place.  
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Appendix 1 – Focus group interview guide  
 

Introduction 
-   Name 
-   Age 
-   Occupation 
-   Do you own/use a car? 

  

Questions Purpose 

Consumer Stereotype 

1. What are your general thoughts about 
shopping in shopping malls? 
  

Warm up question to understand the 
participants beliefs toward shopping malls. 

2. What comes to mind when you hear a 
“typical” shopping mall consumer? 

To understand if the participants have a 
stereotype in mind of the typical shopper in 
shopping mall. 

3. Do other people’s opinions influence 
your shopping place? 

To understand if the participants are aware 
that they could be judged and to investigate 
how they are affected of other people's’ 
opinion when shopping. 

Place image 

4. What are your thoughts about the city 
center? 

To investigate and understand the 
consumer’s behavior regarding the choice of 
shopping place, and what motives they could 
have made they change their decisions. 

Shopping Experience 
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5.  Do you prefer to shop in shopping 
malls over city centers? 
-   If yes, what does shopping malls have 
that city center do not? 

To understand what attributes shopping 
malls have that makes the consumer shop 
there. 

Place Attractiveness 

6. Do you perceive shopping malls as an 
activity, for example do you visit 
shopping malls without any intentions to 
buy anything? 
  

To investigate if there are other intentions 
behind the visits to the mall than to shop 
only. 
  

7. If you have to possibility to take the 
bus/ bike when you visit a shopping mall, 
would you choose that or your car, why? 
- If you chose the car, would your 
thoughts be the same if there would not 
be good parking possibilities or if the 
parking fees would be expensive? 

To investigate if the infrastructure matters, or 
if the consumer chooses the car regardless 
because it is convenient  
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Appendix 2 – Focus group interview guide in 

Swedish 

Introduktion 
- Namn 
- Ålder 
- Yrke 
- Äger/använder du en bil? 

  

Frågor Syfte 

Consumer Stereotype 

1. Vad är dina allmänna tankar om shopping 
i köpcentra? 
  

Värm upp fråga för att förstå deltagarnas 
uppfattning mot köpcentra. 

2. Vad kommer att tänka på när du hör en 
"typisk" köpcentrum konsument? 

För att förstå om deltagarna har en 
stereotyp i åtanke av den typiska kunden i 
köpcentrum. 

3. Påverkar andras åsikter din 
shoppingplats? 

För att förstå om deltagarna är medvetna 
om att de kan bedömas och undersöka hur 
de påverkas av andra människors åsikt när 
de handlar. 

Place image 

4. Den har inte till någon del av Vad har du 
för tankar om centrum? 

Att undersöka och förstå konsumentens 
beteende när det gäller valet av 
shoppingplats, och vilka motiv de kunde 
ha gjort de ändra sina beslut. 

Shopping Experience 
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5. Föredrar du att handla i köpcentra över 
stadskärnor? 
- Om ja, vad har köpcentra som stadskärnan 
inte har? 

För att förstå vilka attribut köpcentra har 
som attraherar konsumenten. 

Place Attractiveness 

6. Uppfattar du köpcentra som en aktivitet, 
till exempel besöker du köpcentra utan 
några avsikter att köpa något? 
  

Att undersöka om det finns andra avsikter 
bakom besöken i köpcentret än att bara 
handla. 
  

7. Om du har möjlighet att ta bussen / cykeln 
när du besöker ett köpcentrum, skulle du 
välja det eller din bil, varför? 
- Om du väljer bilen, skulle dina tankar 
vara desamma om det inte skulle finnas bra 
parkeringsmöjligheter eller om 
parkeringsavgifterna skulle bli dyra? 

För att undersöka om infrastrukturen är 
viktig, eller om konsumenten väljer bilen 
oavsett eftersom det är bekvämt  
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Appendix 3 – Interview guide  
 
Introduction 
-   Name 
-   Age 
-   Occupation 
-   Do you own/use a car? 
 

 

Questions Purpose 
Consumer Stereotype 

1. What are your thoughts about 
shopping in shopping malls? 

 

Warm-up question to understand the 
participants' thoughts about shopping 
malls. 
 

2. What qualities does a typical shopping 
mall customer have? 

 

To investigate whether there is a 
stereotype on the shopping center 
customer 
 

3. What characterizes the typical 
shopping mall customer according to 
you? 

 

To investigate whether the shopping 
centre customer has the same character as 
the city center customer 
 

4. What qualities do you think you have 
that make up you to a typical shopping 
center customer? 

 

To investigate whether the person has the 
same opinion of himself as his/her 
perception of the typical customer. 

5. What is your image of the people in 
the city center? 

 

To investigate whether the customer has a 
stereotype of city center consumers and to 
investigate whether the customer has an 
idea of these customers creates a picture 
of city centers 
 

Image 
6. What is your view of the city center? To understand if the shopping center 

consumer has an image of the city center 
 

7. How does your perception/image of 
the city centre affect your thoughts on 
shopping in the city center? 

 

To investigate whether image affects the 
consumer's emotions and in turn the 
experience 
 

8. Are you affected by other people's 
perception of the city center. If so, 
how are you affected by other people's 
image/perception of the city center? 
- Does other people's opinion affect 

your decision to shop there? 

To investigate if other people's image of 
the city centre affects the participants and 
whether the image of the city center is 
acceptable. 
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9. Do you think you do not fit into the 
city center, why / why not? 

 

In order to examine if the consumer’s 
perception of the city center make them 
feel excluded 
 

Shopping Experience 
10. Why do you shop in shopping malls? To investigate what factors attract the 

customer and how it sees the  shopping  
experience in shopping centers. 

11. What do you associate shopping 
centers with? 
- Do you associate the city/ 

shopping center only with the 
necessary purchases, or do you 
also take into account the 
experience? 

To investigate whether the shopping 
experience creates value for the visit of 
the shopping 
 

12. Do you have any experience of 
shopping in the city center? 
- How could you describe your 

experience in the city center? 

To investigate if the customer has had a 
positive or negative shopping experience 
of shopping in the city centers, if they 
visit the city centers 
 

13. What factors in the city centre prevent 
you from shopping there? 

 

To investigate which factors, internal or 
external, affect the customer's shopping 
experience 
 

Place Attractiveness 
14. How does intangible factors, such as 

temperature, music, cleanliness, odor 
ie. atmosphere your decision to shop in 
one place? 

To investigate how external factors affect 
the customer's perception of the 
atmosphere, and whether this affects the 
customer's view of place attractiveness 
(ambience) 
 

15. What factors do you consider makes a 
place attractive? 

 

To investigate which factors the customer 
feels comfortable in and creates place 
attractiveness   for the customer 
 

16. How would you describe your view of 
safety when you are out shopping, 
when there is something you take into 
account? 

To investigate how the customer views 
security and what view it creates on place 
attractiveness 

17. How does the range of additional 
activities affect your view of shopping 
centers? 
- Can the range of cafés/ restaurants 

affect the attractiveness of a place? 
 

To investigate whether the range of 
additional activities such as 
restaurants/cafés can affect place 
attractiveness for the customer 
 

18. What do you think about the 
accessibility of a shopping place? 

To investigate how accessibility affects 
participants' perception of attractiveness at 
a shopping venue 



 

 82 

- How does the geographical 
location of the place affect your 
decision to visit it? 

19. How would you like to get to a 
shopping place? 

To investigate whether infrastructure is 
an important factor for the participants 
and affects the perception of 
attractiveness. 
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Appendix 4 – Interview guide in swedish 
Introduktion 
- Namn 
- Ålder 
- Yrke 
- Äger/använder du en bil? 

 

Frågor Syfte 
Consumer Stereotype 

1. Vad är dina tankar kring att handla i 
köpcentrum? 

 

Uppvärmningsfråga för att förstå 
deltagarnas tankar kring köpcentrum. 
 

2. Vilka egenskaper har en typisk 
köpcentrumkund?  

 

För att undersöka om det finns en 
stereotyp på köpcentrum kunden 
 

3. Vad karaktäriserar en typisk 
köpcentrumkund enligt dig? 

 

För att undersöka om köpcentrum kunden 
har samma karaktär som cc kunden 
 

4. Vilka egenskaper tycker du att du äger 
som utgör just dig till en typisk 
köpcenterkund? 

 

För att undersöka om personen har samma 
uppfattning om sig själv som hens 
uppfattning av den typiska kunden.  

5. Vilken uppfattning har du kring 
människorna i stadskärnan? 

 

För att undersöka om kunden har en 
stereotyp på citycenter konsumenter samt 
för att undersöka om kunden har en 
uppfattning om dessa kunder skapar en 
bild av stadskärnor 
 

Image 
6. Vilken bild av stadskärnan har du? För att förstå om det köpcentrum 

konsumenten har en image av city center 
 

7. Hur påverkar din uppfattning/bild av 
stadskärnan dina tankar kring 
shoppingen i stadskärnan? 

 

För att undersöka om image påverkar 
konsumentens känslor och i sin tur 
upplevelsen 
 

8. Påverkas du av andras uppfattning av 
stadskärnan. I så fall hur påverkas du 
av andras bild/uppfattning av 
stadskärnan? 
- Påverkar andras uppfattning ditt 

beslut om att shoppa där? 

För att undersöka hur andras bild av 
stadskärnan påverkar deltagarna samt ifall 
bilden av stadskärnan är acceptera. 

9. Anser du att du inte passar in i 
stadskärna, varför/ varför inte?  

 

För att undersöka om den uppfattningen 
konsumenten har av stadskärnan 
exkluderar hen 
 

Shopping Experience 
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10. Varför handlar du i köpcentrum?  För att undersöka vilka faktorer som 
attraherar kunden och hur den ser på 
shopping experience i köpcentrum. 

11. Vad associerar du köpcentrum med? 
- Associerar du stan/ köpcentrum 

endast med nödvändiga köp, eller 
tar du även hänsyn till 
upplevelsen?  

För att undersöka om shopping 
experience skapar värde för besöket av 
shoppingen 
 

12. Har du någon erfarenhet av att handla i 
stadskärnan? 
- Hur skulle du kunna beskriva din 

upplevelse i stadskärnan? 

För att undersöka om kunden har haft en 
positiv eller negativ upplevelse/shopping 
experience av att shoppa i stadskärnan, 
om hen besöker stadskärnan 
 

13. Vilka faktorer i stadskärnan hindrar 
dig från att shoppa där? 

 

För att undersöka vilka faktorer, interna 
eller externa, som påverkar kundens 
shopping experience 
 

Place Attractiveness 
14. Hur påverkar immateriella faktorer, 

såsom temperatur, musik, renlighet, 
lukt dvs. atmosfären ditt beslut av att 
shoppa på ett ställe? 

För att undersöka hur externa faktorer 
påverkar kundens uppfattning om 
atmosfären, samt om detta påverkar 
kundens syn på place attractiveness 
(ambience) 
 

15. Vilka faktorer anser du utgör ett ställe 
attraktivt?  

 

För att undersöka vilka faktorer som 
kunden känner sig bekväm i och skapar 
place attractiveness för kunden 
 

16. Hur skulle du beskriva din syn på 
säkerheten (safety) när du är ute och 
shoppar, när det något du tar hänsyn 
till? 

För att undersöka hur kunden ser på 
säkerheten och vilken syn den skapar på 
place attractiveness  

17. Hur påverkar utbudet av 
tilläggsaktiviteter din synd på 
köpcentrum?  
- Kan utbudet av caféer/ 

restauranger påverka 
attraktiviteten av ett ställe?  

 

För att undersöka om utbudet av 
tilläggsaktiviteter såsom restauranger/café 
kan påverka place attractiveness för 
kunden 
 

18. Vad anser du kring tillgängligheten av 
ett shoppingställe? 
- Hur påverkar ställets geografiska 

plats ditt beslut av att besöka det? 

För att undersöka hur accessibility 
påverkar deltagarnas uppfattning av 
attraktiviteten på ett shoppingställe  

19. Hur skulle du vilja ta dig till ett 
shoppingställe? 

För att undersöka om infrastruktur är en 
viktig faktor för deltagarna och påverkar 
synen på attraktiviteten.  
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Appendix 5 – Focus group diary 
Tuesday 5th May  
11:01 
 
 
21:02 

The focus group was opened 
 
 
We uploaded information about how we 
seek to proceed with the focus group. We 
uploaded a background photo of a 
shopping mall. 12 persons were added to 
the group, including our supervisor. 

  
Wednesday 6th May  
13:15 
 
 
 
 
 
 
 
 
 
 
 
 
 
14:49 
 
 
 
 
 
 
 
 
21:03 
 
 
 
 
 
21:11  
 
 
 
 
 
22:50  

We uploaded the three first questions 
which was and an introduction question: 
Introduction: Name, Age, Relationship 
status, Occupation, Do you own/use a 
car?; What are your general thoughts 
about shopping in shopping malls?; What 
comes to mind when you hear a “typical” 
shopping mall customer? Which of those 
pictures do you perceive as a shopping 
mall customer? 
 
 
The first person commented on the 
introduction question. The last comment 
on the introduction question was 22:15. In 
total in the evening, there were 7 
comments. The participants had similar 
opinions regarding the typical shopping 
mall customer, even though some could 
have another perception 
 
The first comment on the third question. In 
total, there were 9 comments. 
 
 
The first comment on the two first 
questions. In the evening there were 6 
comments. 
 
 
The last comment of the day was made. 
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Thursday 7th May  
00:40-15:46 
 
 
 
 
13:00 
 
 
 
 
 
 
 
 
15:49 
 
 
 
 
 
 
 
 
 
 
 
 
 
23:14 

The participants that did not answer to 
yesterday’s questions answered them. 
 
 
 
The three questions of the day were posted 
which are: Do other people’s opinions 
influence your shopping place?; Do you 
perceive yourself as frugal when you 
shop?; What are your thoughts about 
family and child friendly environment in 
shopping malls?. 
 
 
The first comment of the today’s questions 
was uploaded. The participants’ answers 
were in the first question alike, were most 
of them did not feel that they were 
influenced. On the second question, the 
participants were divided in their opinions 
of how frugal they were. All the 
participants had a positive attitude towards 
family friendly environment in shopping 
malls. In total 2 participants did not 
answer the first question, 3 did not answer 
the second question and 6 did not answer 
the last question.  
 
The last comment of the day was posted. 

Friday 8th May   
00:35-13:06 
 
 
13:00 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The participants that did not answer 
yesterday’s question answered except one.  
 
Today’s three questions were posted 
which are: If you have to possibility to 
take the bus/ bike when you visit a 
shopping mall, would you choose that or 
your car, why? -If you chose the car, 
would your thoughts be the same if there 
would not be good parking possibilities or 
if the parking fees would be expensive?; 
Do you perceive shopping malls as an 
activity, for example do you visit shopping 
malls without any intentions to buy 
anything?; Do you prefer to shop in 
shopping malls over city centers?    - If 
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16:51 
 
 
 
 
 
 
 
 
 
 
 
23:59 

yes, what does shopping malls have that 
city center do not? 
 
 
The first comment was uploaded. The 
participants agreed on taking the car to a 
shopping mall. The participants also 
agreed on seeing shopping malls as an 
activity, and they prefer to shop in 
shopping malls over city centers. In total, 
2 answered the first question, 3 answered 
the second and 4 answered the last 
question. There was not a lot of activity 
this day. 
 
The last comment was posted for the day. 

Saturday 9th May  
00:48-16-52 
 
 
 
 
 
13:59 
 
 
 
 
 
 
 
 
 
 
16:47 
 
 
 
22:18 

The participants that did not answer 
yesterday’s question answered them 
except 5 participants on the first question 
and 4 on the other questions.  
 
 
Today’s questions were uploaded which 
are How do you feel about longer opening 
hour? - Does it affect your choice of 
shopping place?; What factors affect your 
buying decision / shopping location?; 
What are your thoughts about all the stores 
under the same roof/ near each other? - Is 
it crucial for store attractiveness? 
 
The first comment was posted. In total 2 
participants were active that day. There 
was not a lot of activity 
 
The last comment was posted 

Sunday 10th May  
04:48-21-28  
 
 
 
 
 
 

The participants that did not answer the 
questions of yesterday and the days before 
did answer them all. All the questions are 
answered by everyone except one 
question that one participant did not 
answer. We encouraged the participants to 
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11:22 
 
 
 
 
 
15:29 
 
 
 
 
 
 
 
15:38 
 
 
 
 
15:32 
 
17:23 

develop their answers if we found the 
answer not well argued. 
 
We posted information about the last day, 
and how we will proceed. We asked what 
time suited them for the online chat 
session, 4 participants answered that 
around 16:00 would be good.  
 
The group-chat was opened. All the 
participants were invited. We posted the 
last question in the group chat which is 
What are your thoughts about the city 
center (centrum)? -What could have made 
you go shopping in the city center? 
 
 
We posted information in the Facebook 
page of the focus group that the chat was 
opened. 
 
 
The first participant started the discussion.  
 
The chat session ended 17:23 
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Appendix 6 - Example of focus group interview 

200510 

Below, a small selection of how the chat-session of the last day looked like, is presented  

Ghambar  

Jag tror an hade kunnat få in samma system i stan. Där flera butik går ihop och hyr 
en stor parkering som ligger nära alla och varje butik kan lösa in parkeringsbiljetter.  
 
Ghambar har svarat Khatrin 
 
Jag brukar se mest folk i stan när det är högtider, marknader, festivaler osv. Man kanske hade underlätta 
regelverket för de som vill öppna eget och kan erbjuda ett större utbud? T.ex gatukiosker/stugor 
 
Jag tycker samma sak däremot tycker jag att vädret spelar större roll, sommaren 
brukar det alltid vara mer folk i stan än i butikerna. 
 
Ibaa har svarat Ghambar 
 
Jag tror an hade kunnat få in samma system i stan. Där flera butik går ihop och hyr en stor parkering som ligger 
nära alla och varje butik kan lösa in parkeringsbiljetter. 
 
det hade absolut inte varit omöjligt. jag tror de hade lockat fler personer att åka in 
till stan 

1 
Rewa  

Nej, jag tror inte att stan har med parkering att göra. Utan det har mest med vädret. 
Man vill inte springa runt i regn eller oväder mellan affärer 
Då är man hellre under ett och samma tak 
När det är fint väder orkar man strosa runt bland och mellan affärer. 
 
Wiktoria 

Jag håller faktiskt med Ghambar, vädret är en faktor som man inte kan påverka, 
oavsett vad man gör. Sen som jag sa tidigare visst är parkeringar och butiker en 
fördel, men det är inte alltid det kommer till nytta när det exempelvis regnar eller 
blåser mycket, då vill man hellre vara inomhus. 

1 
Rewa  

Exakt. Håller med dig 
 
Ghambar  

Tror ni att detta är anledningen att många företag har börjat sälja sina varor på nätet 
 
Rewa  

Kan bero att man vill hellre ha något som är tillgängligt och smidigt 
Nätet är tillgänglig 24/7 365 
Så det blir tillgängligt och smidigt att beställa på nätet. Så slipper man transportera sig 
och förflytta sig mellan butiker 
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Appendix 7 - Categorizing of empirical findings 
A small selection of the categorization of the focus group 
 
Filip, Ghambar, Sahra, Ibaa, Wiktoria, Nina, Khatrin, Kimberly and Rewa 
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Appendix 8 - Categorizing of empirical findings 
A small selection of the categorization of the interviews 
 
Darek, Zeinab, Ben, David, Sanna and Jaafar 
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Appendix 9 - Example of the Facebook page on the 

last day 
This is how the front page looked like 

 


