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Abstract:

Shopping Centers offer certain advantages to customers such as social activities, lack of car
parking problems, security, product variety, and hygiene; these advantages enable them to hold a
considerable market share in the retail sector. Shopping centers are also superior in providing their
customers with ease and comfort as well as keeping the retail stores alive. Shopping centers, due
to the proximity of stores to each other, create a synergy inside, despite the competition among
these stores. Despite a considerable number of shopping center oriented studies both at home and
abroad, in the literature, a study on determining the level of importance of the factors influencing
costumer satisfaction and expectation selection could not be detected.This study looks into the
factors that are influential on the preferences for shopping center’s costumers satisfaction and
expectation selection and explains these factors through a conceptual model. By means of a
comprehensive literature search, the theoretical framework of the factors affecting the causes of
preference is established and relevant research questions are chosen. Thus, the theoretical
foundations of the model have been created. The field research includes the 7 different types of
shopping centers that operate in Istanbul. In this study, among the qualitative research methods,
in-depth interview technique and interview form approach are preferred. Interviews have been held
with people from shopping center’s costumers pursuing different characteristics. In 7 different
shopping center, 420 questionnaires in total have been given by using face-to-face interview
technique. The results of the study have been evaluated by applying One-way Analysis of Varience,
Factor Analysis and Regressional Analysis. These methods can be defined as the decision-making
and estimating method, which gives the percentage distribution of decision points in terms of
factors affecting decisions; it is used in the identification of decision hierarchy.The occurrence of a
competitive environment with the increase in the number of shopping centers in our country, there
is not enough research to provide guidance to investors as well as to enliven the retail industry.This
study aims at becoming a source for shopping centre investors, developers, architects and other
related disciplines; additionally, expects all these sides to act with the knowledge of what is
expected from them.
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1 I ntroduction

Industry evolves, consumers demand new products samdices in different, and in the
competitive environment congruent with their expdons venues are preferred. Therefore, the
modern marketing concept, changes in consumer rprefes and trends in advance of making
market research to determine the number of mawetimctions are (Akatlar et al., 2005).
Shopping center to remain on the agenda by respgridiconsumer demand, this research will
be carried out periodically with. Research whild&af Takin and Ozdemir (2005) have done in
their study; motivated behavior to be, to be compl@aried activities, hosting, scheduling across
the different reactions can exhibit environmentdtérs influence and dynamic process have
characteristics ignored should not be.

Different lifestyles, different cultures and diféet demographic structures, to create segments of
consumers, markets have gradually leads to a lygeeous structure. A shopping center will
create a marketing strategy, three main factorsséfare;

» Market segmentation and identification of the taegelience of these segments,
» Determination of the concept of the shopping center

= Ensure an environment of diversity and sustainaampetitive factors, (Lehew and
Fairhurst, 2000).

The target audience should be determined duringdhstruction of the shopping center and the
structure of the building to residential tenantghe form on this basis must be shaped. These
factors are now considered by many developers andoe applied successfully. Already on the
market, considering the diversity of each groupl Wi seen that it is impossible to reach.
Determining concept was introduced factor is adiatdken into account as yet. Shopping centers
EnginYildirim 's agent in shopping malls, compantaat do not pay enough attention to the
concept will have difficulty in finding refers tohé customer, the customer is no longer
emphasizes selective than before (Yildirim, 2007).

Located in the heart of a nature shop, every custoim equally impossible to influence.
Commonalities of the people, by accepting the comtastes and expectations will be addressed
according to the demands and expectations of thes may be aspects of shopping center
properties. Classification to be made when selgdtie target audience, the consumers' lifestyle,
social status and personal preferences, such ae rdafined grouping of features should be
considered.

Shopping centers, primarily in order to stand eabf their competitors to analyze they well and

they need to be able to offer different servicds@ping center agent EnginYildirim (2007), this

differentiation or selling products is to say wiecah be done with the area. Almost every product
sold that resembles each other to differentiate fireducts in the retail sector; the market with

the introduction of different brands will be podsib
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Nowadays, there are numbers of shopping centemgetisas the size increases. Leasable area
increases, in proportion to increase in salessg@ale. That occurs as a result of this competitiv
environment, it is important productivity of leagalrea (Lehew and Fairhurst, 2000).

2 Literature

Consumers shopping during the decision-making nméshes, has been the subject of several
investigations, research result, consumers; expestaand are subject to many classifications
according to their preferences (Patel, 2008). Timpgse of this classification is done, analyzing
and addressing the client's best shopping malthenlight of the information obtained is to be
developed.

In this section, the study carried out among custsmfrom the architecture of the shopping
center, a few studies which have been studiedectkat expectations. In this context, the behavior
and preferences of customers shopping center ig foad

= Attractiveness of Shopping Centers: Segmentatigorégech (EI-Adly, 2006),

= Consumers in Retail Shopping Centres, Shoppingr€gnand to identify the Attitudes
towards a Research (Cengiz and Ozden, 2006),

= Proximity to Shopping Malls Shopping Center Custoridfects of Being (Demirci,
2000),

= Consumer Buying Behavior in Shopping Centers: Ad-&tudy On (Alturgik and Mert,
2001),

» Hanzaee, Kheiry and Abghari Environmental Condgi@md Tenants on the Consumer
Satisfaction Evaluation of the Effect of Combinatistudies aims, methods and results
were transferred.

3 M ethodology

Of investors trying to make a profit, as well asatieag to the region, consistent with user
expectations attached to the need to build shopgnter type has revealed. Hence to understand
user expectations "Consumer Expectation Analysas' inade attempts to identify. The steps in
this context during operation (work flow) are aidws:

= Consumer and investor based measurements, detdonirag the size of the model
creation,

= Determination of studies analyzed in shopping asnte

= Survey to determine the types of questions usebdrform of questions and the creation
of the questionnaire,

= Performing pilot study,
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= According to the results of a pilot study examinthg results of the questionnaire was
updated,

» The implementation of face-to-face survey
= The collection of data,
= Obtained with the method according to statisticellgsis,

» Acquisition and interpretation of results.

31 Method

Survey studies forming the basis of the questioendata related to the preparation and sample
selection are presented in this section.

Aaker (1991) proposed model for the measurementaosfsumer based brand equity on a
multidimensional scale developed by Yoo and Dor{2Q01) is considered the first work in the
literature and has been verified. The scale deeeldyy Yoo and return the survey questions were
the basis for the prepared.

A pilot study done prior to the survey and the hssaf this study will be used to minimize the
number of questions, we understood, was aimedctease the applicability and consistency.

Testing of the draft questionnaire, in order to pemsate the missing pilot study was conducted
in approximately 20 subjects. The subjects offaggart of the pilot study were asked to answer
the questionnaire draft. General survey of thectire and the number of questions to be
answered in a healthy way is made to check whetherappropriate. Pilot study data obtained

have been made in the light of modifications todhestionnaire.

3.2  Sampling

As a limiting factor in the selection of the sampl&ing the analysis of the cost and work scope
of work to be done in a healthy way with three madies of Ankara, Istanbul and Izmir,
Istanbul, reflecting the implementation of the den is given.

Sample size when calculating the following formiglaised.

_Pix(1-Pi)

O 2

In the formula "Pi" main mass of the standard diwme the "e" margin of error, and "Z", which is
the standard deviation of the distribution corregpog confidence limits indicate the amount.

The volume of sample to be analyzed in the stuéfy,n®argin of error (95% confidence limit) is
calculated in the following way:

nZ

2 _05+(1-05)
- 0,05
(E) 2
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n = 384 was obtained as a person.

Istanbul, which is active throughout the shoppiagter are about 70. Each in a shopping center 3
different time frames within the 70 survey shoukldone considering that, every mall this poll
would be quite difficult and the data as desiredcdptor may not be as it can be, "Clustering
Method" using, different features and areas, usene on the side preferred, decided to conduct
the survey in six different shopping center is.%5confidence interval, margin of error of 5 %
has been considered. "Missing" may be the answersample size must reach a meaningful
subset considering that the total number of questoes for each analysis may need to exceed
the 400 a bit. In this sense, using six differdmpping centers, a total of 420 units in the 70
survey questionnaire are intended to achieve. béted using the method of clustering malls
shown on the map below.

Carrefour
Umraniye

Fig. 1: Surveyed Shopping Centers

3.3 Data Collection

In the first part of the survey in terms of providiusers the convenience of grouping questions
directed towards demographic characteristics, salfiisers on questions about shopping centers
is given in the second section. In the third pathe survey questions about creating the shopping
centers were evaluated in the results later.

4 Results

Through SPSS users have given for each questioedbas the average of the scores of the
severity of each problem found, and among them weade by. 4 figures range between 1-5 (1)
from a very insignificant (5) was evaluated as viemportant. Thus, each participant's general
opinion about that segment was reduced to a rahfy¢oo5 points.
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4.1 DataAnalysis

Subject to the findings regarding the expectatiohghe shopping centers before place, age,
gender, education level, and income distributiota delated to occupational groups listed below
are shown in the charts.

No of Percentage
Person (%0)
19 35 8.3
20-29 232 4.7
30-44 115 27.1
Age 456l 38 3
65+ 4 0
Total 424 100

Fig. 2: Thedistribution of respondents by age group

No of Percentage
Person (%) 0 50 100 150 200
Woman 212 30 212
Gender |Man 212 50 12
Total 424 100

Fig. 3: Thedistribution of respondents by gender group

Gender distribution of the sample is balanced ardysri. Interviews were carried out with users
over the age of 18 and the average age was cadudat33,5. As can be seen from the illustration

above age range covers all age ranges.

According to the survey, the age group distribui®shown in figure 2. Accordingly, the most

preferred shopping centers of the age group 54.7% avratio (232 people) of the 20-29 age
group said to constitute. Subsequently, the se@ndompared to 27.1% (115 people) group
constitutes between 30-44 years.

No of Percentage
Person (%)
PrimarvEducation 44 10.4
High Schoal 193 455 193
Educational |University 162 38.2
Background (Master 21 5
Doktorate 4 0.9
Total 424 100

Fig. 4: The distribution of respondents by education status

Face to face interviews conducted using the teckniof the educational status of the people
interviewed in the survey, such as is shown in figare below. The results obtained in

accordance with the most preferred shopping cen#ér$% of high school education level of

those in a ratio secondly, of those with a unitgreducation accessible to the conclusion that.
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Those who prefer shopping centers, we examinedigtebution of vocational students and civil
servants of the most preferred result that has gader

No of | Percentage
Person (%)
Housewife 35 8.3
Student 92 217
Retired 12 28
Tradesman 42 99
Manager 17 4
Occupation |Specialist 53 12.5
Officer 91 2135
Emloyee 72 17
Unemployed 3 0.7
Others 7 16
Total 424 100

No of Percentage

Person (%0)

1-1000 TL 131 30.9

1001-2000 TL 171 403

Level of |2001-3000 TL 90 21.2
Income |3001-4000 TL 30 71
5000 TL + 2 0.5

Total 424 100

Fig. 6: The distribution of respondents by income group

Shopping centers from 1001 to 2000 compared ta?dMBo prefer the majority of persons with
an income level has emerged as a result. And shcandhe level of 30.9% compared with
income 1-1000 shopping mall of their choice foriuduals, level of income for individuals now
prefer to shop store street or qualified conclusi@t has been reached.

The findings regarding consumers' shopping hab&shown in Figure 7.

No of Percentage

Person (%)

5  |Hergin 30 11
COWIMANY \Haftada 1-2 kez 193 45.5 e

times do you 2.3 haftada bic 120 283

somes Jayia |

Centers? XSy .5 2

Total 424 100

Fig. 7: Thedistribution of respondents by the advent of the shopping center frequency

The people surveyed, when asked about the frequeheys.5% compared to the advent of
Shopping Center (193 people) most of the resporessved have been found to be 1-2 times a
week. | come every 2-3 weeks shopping centers 2&B#ose who say 'luxury rates were in
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second place. The survey only 14 of the 424 peophee every 2-3 months, saying the odds of
3,3% has taken place.

No of Percentage
Person (%)
By car 107 252
How do you By bus 226 533 226

come to |By metro 31 13
Shopping |On foot 45 10.6
Centers? |By Taxi 15 35
Total 424 100

Fig. 8: Thedistribution of respondents by how coming to the shopping center

Of people who visit shopping centers in access sbapping center that they prefer what is best
for understanding the distribution of the answevemto the question asked is as follows: 6.8, are
also shown. According to the results of Shoppingt€e while 53.3% of the most preferred
modes of transportation than the bus / minibus determined. Rate of 25.2% from private
vehicle is. As can be seen from the above figudsle Shopping Centerhave preferred more
public forms of transport that arises as a result.

No of Percentage
Person (%)
0-30 mimites 9 21
What is your 31-60 minutes 73 172
average length of |1-2 hours 232 547
stay in the mall? |2-3 hours 110 259
Total 424 100

Fig. 9: The distribution of respondents by staying time at the shopping center

People who prefer shopping centers generally howhntume they spend at the shopping mall
that is shown in Figure 9. According to this rargkicoming to a shopping center where people
generally spend 1-2 hours has emerged as a r@sultless than half an hour of your time in a

mall who answered the lowest rates were 2,1%. atBshif you are in a mall who took second

place compared to 25,9 %.

Overall objective Shopping Center develops as singppreferences than 77%, while 18.6%
preferred the results for entertainment purposasemaerged. Shopping Centers and those who
prefer shopping and leisure rate is 30%. 15 % apfee surveyed prefer shopping center for
dinner.

Of the respondents, the most Cevahir Shopping Ceme then sequentiallistinyepark, Tepe
Nautilus, Capacity, City, Kanyon, Profilo, AkmerkeBeylikdiziMigros, the Capitol, Carrefour
Umraniye, M1 Meydan and the Palladium shopping emsnof their choice in Figure 10 can be
seen.
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No of Percentage

Person (%)
Cevahir 72 16.9

Istinyepark 68 16

Tepe Nautilus 54 12.7

Capacity 32 123

Metrocity 41 9.6

Kanyoen 27 6.3

Where is the Profilo 73 54
ot et s H——
= Beylikdiizii Migros 18 43
Capitol 16 338

Carrefour Umranive 14 34

M1 Meydan 11 26

Palladium 9 23

Total 424 100

No of Percentage
Person (%)
Near 131 30.8
Central Location 117 27.5
Comfortable circulation and shoppmg 64 154
Very good mix of varieties in-store 30 11.7
Whyo | [H2bi 23 54
¥ |Cinema-Food Court 19 45
Relax 8 1.9
Quality of Costumers 7 16
Parking Space 5 1.2
Total 424 100

Fig. 11: Thedistribution of respondents by why they choose this shopping center

When we look at the reasons for choosing a shoppamger, it is seen that the first order of
proximity factor. Users of importance of other fast respectively; Central location, comfortable
roaming and shopping facilities, many varietiesfanen stores, habits, cinema and food portions
to be good, quiet, customer quality is high andkipar problem lack that arises.

Through SPSS consumers have been given for eastiqqubased on the average of the scores of
the severity of each problem found, and among thveme made by. Transportation, architecture

and equipment to consumers in terms of their arsteethe questions shown in the table on next
page. Which points to a question posed to consuwieadl their people, and escapes that are
shown in the table points to respond to and thésutzing the average score for each question is
listed severity. Of respondents in Table 2, shopmenters about their expectations in terms of
transportation in order of importance accordinghier responses indicate.
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Tab. 1: In order of importance, according to the expectations of the respondentsin ter ms of

transportation

Answers (No of Person)
Transportation-Related Opinions Tt Very Average
Important 2 3 4 Important
(1) (5)
Easy access to shopping center after parking 39 18 35 152 160 493
Mall of the input-output connections to be good 4 g 5 240 126 4.12
Shopping Center entry and exit points to be enough 3 13 39 21 128 408
Adequate parking capacity 47 4 30 181 122 3.72

According to the table above, most of the customegsrding transportation issues "significant”
and "very important” as they consider seen. Mogioirtant to their titles the parking after the
shopping center Easy access to the shopping cemet-output connections to be good and
sufficient in number to be finally a sufficient nber of parking capacity to be that emerges.

Responses from the participants in the survey ateduby the architecture of shopping mall

expectations are listed in Table 3.

Tab. 2: In order of importance, according to the expectations of the respondentsin ter ms of

architecture
Answers (No of Person)
Architecture-Related Opinion Tt Very Average
Important 2 3 4 Important
(1) (5)
There is a sufficient number of appropriate WC 1 8 25 1n 213 44
Waiting and rest areas contain 3 3 34 183 199 434
Sufficient number of required elevator and stairs 3 33 20 176 429
::;':::;1 of facilities for the disabled such as ramps and p g 55 150 196 135
Lack of Store that is narrow and gloomy 3 1 52 195 170 124
Transport scheme is simple and easy 3 10 3% 226 126 109
The point in the Food section 6 16 60 208 154 4.06
Protection from adverse weather conditions 3 16 n 191 141 405
Using Davlight in Shopping Center 3 18 72 200 131 403
Stores Location and Belation & 30 80 183 123 392

Users about the importance of architecture in Hiset above their titles are listed in order of
severity. Most of the users subject to this tittery important” have emerged as a result of which
they qualified.

In Table 4, located in the mall of the respondeddsired reinforcement or have been ranked
according to importance. According to this tablastigipants, some topics related to equipment
important to find but some titles are insignificant
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Tab. 3: In order of importance, accor ding to the expectations of the respondentsin ter ms of
reinforcenment

Answers (No of Person)
Reinforcement-Related Opinion Im];\u :':a.nt 2 3 4 m;::ant {erage
&) 5
Finding Cinema ] 14 41 | 227 136 412
Finding Entertainment Center 16 37 83 193 o1 373
Finding Theater 31 49 89 159 06 3.57
Finding Art Gallery 30 76 o4 137 87 341
Finding Children's Play Area 4 63 12 166 T 34
Finding Sport Center 33 78 119 | 112 60 31
Finding Swimming Pool o8 80 a2 03 59 285
Finding Ice Ring 83 o4 oy 120 30 28

Cinema, leisure center and theater are importaigh) 8s in a shopping center reinforcement is
referred to as a gym, swimming pool and ice rink imall presence of such equipment is not very
important stated that.

5 Evaluation

The rise in the levels of economic growth and dewedent and the impact of globalization
emerged with the rapid changes in all areas ofddewell as consumers and consumer buying
habits are also affected. Economic production eentethe cities of the collection, mobilization
of labor to urban areas and the urban population tesulted in increasing day by day.
Concentrated in certain centers of these peoplelssunption habits changed with the
urbanization process, many elements are left ta¢twe location. In this context of large shopping
centers emerged and began to serve this consuimgp gras observed. Many stores within the
keep and when you shop at the same time food,atone entertainment, personal care, sports
facilities such as by delivering a secure environmirigy providing leisure time can create an
environment, shopping centers, a center of atradtiansforms. As a result of these changes and
developments in large shopping centers, shoppimgcémsumers, easy, convenient, varied,
enjoyable and has become more economically feasiblese centers, most high-income to low
income levels that cater to every segment of sptias attracted the attention of a wide audience.
Thus, major shopping centers, the products, sesyvinaovations, prices, the value created of the
day and night in a fraction into the field servmations constantly be preferred in the retailing
industry is now a huge emphasis has. As a resqidtconcept of shopping with the opening of
large shopping centers has gained a new meaning.
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6 Conclusion

Fieldwork carried out in Turkey in terms of the peand method of the quality of research is an
example of a non-social. In today's modern lifepdoicers and consumers a bridge between
missioner retail sector, consumer preferences foomaconsumption patterns change, consumers’
awareness and to inform, social phenomena andhlifee coloration and thus consumer behavior
has an impact on (Altustk and Mert, 2001: 145).

The age of the visit as the increase in consumerse the reduction of the purpose of sightseeing
and fun of shopping centers in middle and older ggrips, the intellectual requirements of
strategies to satisfy different requirements adeteelop strategies are proposed. At the same time,
this situation entertainment needs of the middledagnd elderly people roam and entertainment
needs for shopping centers to choose their formssessment rather than these requirements
naturally decline with age considering the postibih this area, encouraging efforts to lower age
groups directing thought is strengthening.

The analysis results obtained in this study, theogse of shopping in the mall visit is stronger
than in married than single suggests. In contrate purpose of entertainment is much stronger
in singles than married reveals.

Nowadays, the Shopping Center how much energyiaftiduildings, environmentally friendly
that is particularly important. Lui (1997: 49) apmed by the modern shopping centers terms of
architecture different from the images and eyeksatc nowadays try to pass this center is also
applied to the exterior and interior architectubesign features and facilities offered visitors'
satisfaction and sense of movements aiming at amceféective; Wakefield and Baker (1998:
519) research in the exterior architectural featwfethe Shopping Center makes it very attractive
interior design and decoration of the visitors rered inside the time has a positive effect
showed. In addition, the study of music being ptagad the colors used in Shopping Center also
shows that other key influencers. Visitor's att@uahd behavior change and Shopping Center
positive image effect, as well as others differ@idn for these atmospheric features in the
direction of visitors they greeted positively byetbase of more frequent, more enjoyable and
more time passing the shop will be considered.
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