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his research determines, how the customers intend on buying and how their 
perceptions of currency values are affecting their shopping experiences in Pakistan To 
do so, a questionnaire with a sample size of 360 respondents. To achieve the research 

objectives, a quantitative investigation was conducted. Information was gathered from malls 
and a few supermarkets in Multan. According to this study, a buyer’s repurchase represents 
found a key indicator of their status, amusement, idea, and level of satisfaction. The association 
between the study and the social value of the currency was found negative. However, no 
correlation was found between exploration and intention of purchase in the proposed study 
area. Furthermore, the outcome of this study showed that the value of the currency was 
positively influenced by repurchase objectives. This research presented novel perceptions on 
the nature of hedonism, repurchase intention, and the emergence of more engaging shopping 
strategies encouraging consumers to enjoy their goods in depth. Interventions of the study 
revealed an entertaining shopping mechanism with more valuable and happy footsteps. By 
providing a large variety of fresh things i.e., a greater selection of products, friendly sales 
employees, interesting shopping areas, regular access to shopping information, and a high level 
of service, it is recommended to boost the recreational and practical elements of shopping. 
The analysis showed the number of customers could steadily rise in future who repurchase the 
product. 
Keywords: Hedonism, Structural equation, repurchase intentions, Modelling. 
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Introduction 
Over the decades, billions of customers in developing countries have adulated to 

augment the purchasing power and observed that the retail segment has been promoted at 
maximum. Simultaneously, the retail segment in developing markets has come to be 
progressively competitive and the great western format of shopping places has begun to rule 
the retail setting. Despite particular professionals inquiring about the forthcoming shopping 
centers, their involvement in the distribution system of marketing rests incontrovertible. As 
per Global Shopping Centre Report, 2014 shopping centers are a chief financial ecology in a 
town and they initiate economic and social development due to the huge investments which 
have already taken place (and with more to come) and the impact that malls have on the local 
economy and employment, this paper seeks to identify the hedonic attributes or determinants 
of shopping malls attractiveness in the context of Pakistan. Keeping this in consideration, this 
research attempts to discover the role of hedonic attributes that determine the value for money 
and repurchase intention, considering among shopping malls in Multan. Hedonic 
consumption is related to fantasies, feelings, and fun [1]. As the number of customers going 
to shopping malls increase, opportunities for the shopping malls continues to expand as well, 
and utilitarian and hedonic attributes of the product may also affect the loyalty process. 
Holbrook [1] explained that malls are eye-catching sites that aid social gatherings.  The 
arrangements were entertainment, exploration, gratification, social, status, and the idea of 
discovering novel products or stocks inside the mall and the pleasure of interaction and 
mingling with others. The majority of the study in this field is predicated on the idea that 
satisfaction significantly affects repurchase intention. According to Seiders et al. [2], 
repurchase behavior should be used as a dependent variable in future studies and should be 
quantified as objective activity.  

Malls with a wide variety of stores are a global phenomenon. They've evolved into 

destinations where people go to do more than just shop; they also try out new things, socialize, 

and pass the time. They serve as a gathering place for many people and offer a wide variety of 

goods and services. Shopping malls are constantly being updated and remodeled to meet the 

changing needs of customers and industry standards. One reason for this constant upheaval 

is that the retail industry is widely regarded as the most dynamic in the economy. Because of 

these shifts, they must adopt sustainable management practices. 

In the second half of the 1990s, the retail sector and consumer shopping habits 

underwent dramatic shifts in many post-communist countries. Several decades were skipped 

over in western European retail development due to the rapid expansion of retail and the 

adoption of new consumer patterns in a relatively short period. Consumer behavior, which 

had evolved according to an entirely different model during the communist regime due to an 

acute shortage of goods and inferior shopping opportunities, was profoundly affected by this 

rapid expansion of retail [3]–[6]. Catching up with the developed world in terms of quantity, 

concentration, and, more recently, quality is part of the dynamic development of shopping 

centers in the transition countries (post-socialist countries of Central and Eastern Europe) [7]. 

Shopping malls have emerged as major destinations for residents and visitors of contemporary 

metropolitan regions [8]–[12]. 

These urban retail hubs served as consumers' "cathedrals of consumerism" [13] at the 

time of scarce retail options. Urban retail could incorporate sustainable management and 

sustainability marketing approaches toward various stakeholder groups [5], [6] as consumers 

in these post-communist countries grow more eco-conscious. Furthermore, sustainability is 
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one of the megatrends altering the urban landscape, retail sector, and competitive landscape 

[14], [15]. 

The future profitability and competitive capabilities of shopping malls are largely 

determined by management and marketing, particularly the selection of an acceptable tenant 

mix and the creation of an overall image [16]–[18]. Therefore, it is recommended to focus 

more on issues related to marketing strategies and how shopping centers communicate with 

various stakeholders [12]. Other factors, such as the emphasis on sustainability, responsibility, 

and social trends, as well as changes in customer preferences and purchasing habits, cannot be 

ignored. 

Managing Retail Establishments  

The success of a shopping complex is often attributed to the management team. 

However, the mall's administration has stricter guidelines than most other businesses. This is 

because [19] the managers of a shopping center have to cater to more than just the shoppers 

and staff who frequent the place. Management's five pillars are the ability to plan, organize, 

administer, coordinate, and oversee. Together, these management responsibilities and 

marketing initiatives lay the groundwork for the shopping complex to maintain its competitive 

edge and reach its full potential [20]. According to Drucker's (in [21]) conception of 

management, managerial tasks have close linkages to promotional efforts and creative 

solutions. This new method of management brought together the hitherto separate fields of 

marketing and business [22]. A marketing management system is an approach to running a 

firm that prioritizes satisfying customers and achieving goals that have meaning for an 

organization, its members, and society as a whole. When it comes to marketing management, 

the term "marketing" refers to an enterprise-wide endeavor. As a result, marketing 

management adds to the strategic planning and overall concept of the mall. 

Management from the Customer's Perspective  

Long-term relationships with target customers are the goal of marketing management, 

which in turn helps firms and other entities achieve their objectives. Management's role is to 

make calls on strategic questions like customer selection. They also decide on the range of 

prices for goods and services, as well as how best to meet the demands of their respective 

markets. In addition, this may involve selecting the means of mall-wide communication. The 

goal of marketing management is to build and sustain customer relationships through the 

identification, development, and dissemination of strategies that increase market value. 

Marketing success depends critically on consumers' actions. It gathers data about the 

shop's clientele and their whereabouts, shopping habits, product preferences, and payment 

methods [23]. The buying habits and preferences of consumers are dynamic systems that are 

affected by a wide range of factors, some of which are more easily measured than others. 

Sustainable practices are being mandated more and more frequently due to their growing 

economic and social importance. Contacting clients, developing market value, and conveying 

that value to them are all essential components of effective marketing management [24]. 

Because of their centrality to a society's success and growth, customers are the focus of 

customer relationship management [25]. As no store or mall would survive without 

consumers, it stands to reason that shoppers are the driving force behind their existence. There 

exist differences between the classic notion of organization and the new customer-oriented 

concept, in which the customer is the center of focus for the entire business. Quality 

management necessitates not just understanding and addressing the demands of consumers, 
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but also those of employees and renters [19]. These constituents are best understood as 

internal clients [26]. Improvements in employee and customer satisfaction may result from 

applying the concept of internal customers to the HR department's work.  

Tenants make up the so-called tenant mix of a shopping center, which may be thought 

of as a percentage representation of different sorts of retailers (outlets) housed there [16]. It is 

fair to say that the tenants running shops in a shopping mall are the most important part of 

the mall itself, seeing as how the mall itself would cease to exist without the patronage of its 

tenants. When the managers of individual stores adhere to the standards set by the shopping 

center management, those stores are considered "fillers" of the shopping center [27]. 

As a manager, you see the tenant mix as a collection of firms that work together to 

boost the mall's efficiency, which also functions independently. However, the tenants and the 

shopping center administration need to keep an open line of communication. A lack of 

interaction between these crucial components has been noted by some research; this could 

threaten the shopping center's success and competitiveness if each component views itself as 

an autonomous unit [19]. 

At the same time, it is underlined [28] how vital it is to effectively manage individual 

tenants who have first-hand knowledge of customer behavior that they can impart to the 

shopping center administration. Client comments are extremely helpful in this regard [29]. 

This limit could have anything to do with the mall's advantages and disadvantages, the make-

up of its tenant mix, the viability of its operations, the ambiance it exudes, or the efficacy of 

its marketing announcements. The details may also include the facility's operating hours and 

any ancillary services, like parking, that are available to customers. 

To achieve the primary goal of the shopping center—maximizing profit—the landlord 

(the owner or management of the shopping center) must minimize the number of vacant units 

and maximize the rent collected from each tenant [30]. Tenant placement within the shopping 

complex is of utmost importance [16]. 

Promotional Strategies for shopping malls 

A perfect tenant mix at a shopping complex that stands out on the floor of 

competition. A beautiful and up-to-date setting is also important, as is keeping up with the 

latest thinking on pressing societal problems. Customers, like professionals, have come to 

appreciate the value of embracing social responsibility. Shopping malls can utilize a variety of 

promotional methods to update customers on their efforts [31]. There are also subjective 

aspects of marketing that vary with each consumer's outlook and preferences. There is no 

consensus on how to define attractiveness or what aspects comprise attractiveness, despite the 

fact that it is stated as a factor. One competitive tactic to increase foot traffic and sales is to 

make shopping malls more aesthetically pleasing to shoppers [32]. Attractiveness also has ties 

to perception, which is seen as the most important factor in the allure of a retail mall [33]. 

Retailing, convenience, service, and atmosphere are the four pillars on which the shopping 

center's reputation rests [34]. The customer's impression and opinion of the mall are shaped 

by all of these factors [29]. 

Entertainment is becoming an increasingly important aspect of shopping centers' long-

term marketing plans, helping people stand out from the crowd. Accordingly, amusement is a 

differentiator and a potential source of increased profits by increasing the average length of 

each customer's visit [34]. However, sustainability marketing is concerned not just with 

maximizing profit but also with advancing the company's sustainability objectives [35]. 
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Making business decisions with a focus on sustainability can help businesses to provide 

a better experience for their customers while protecting the interests of their staff, renters, and 

communities. In the same way, as similar social activities tend to boost the productivity of 

employees, so too do they tend to increase profitability. From this vantage point, several 

studies show that a caring workplace improves employee happiness, which in turn improves 

the quality of service provided to customers [36]. 

Methods of Expression 

Communication with consumers, renters, and staff can improve a shopping center's 

sustainability marketing and, in turn, its competitiveness. Managers of retail establishments 

would do well to keep lines of communication open in order to foster a climate of trust and 

long-term cooperation among all parties involved [36]. They can employ internal and external 

communication tactics to achieve their goals. Besides the ambiance, products, and services 

supplied to clients, shopping centers are constantly communicating with them through 

promotional materials and advertising. The word "retail promotion" can be used to describe a 

variety of communication strategies implemented by shopping centers to persuade the general 

public, on whom the center's financial success ultimately hinges. The primary goal of the 

shopping center's gathered communication mix is to increase customer loyalty to the shopping 

center and its individual businesses by shaping customers' perceptions, attitudes, and 

behaviors. Nonetheless, customers aren't the only people who need to be persuaded. Business 

associates and the general public are two more targets of interest. 

Advertising, defined as any type of sponsored presentation and promotion of ideas, 

goods, or services, is one of the five promotional elements that make up the communication 

mix. In addition, this includes sales aids like coupons, discounts, and freebies, as well as in-

person sales, PR, and DM [24]. Positive perceptions regarding shopping malls can be fostered 

through the use of public relation tools and activities. These are methods of interaction with 

specific communities that aim to strengthen bonds, foster trust, and foster an appreciation for 

one another. 

Public relations for shopping malls prioritize internal communication with staff and 

renters in addition to managing outward communication between shopping centers and their 

customers and sharing information with the public via social media [37]. PR has the potential 

to be a useful tool for raising awareness about an upcoming event [38]. There is a growing 

trend toward using events as a way of long-term communication because the organizers can 

meet face-to-face with their entire audience. Adventure marketing uses this to increase client 

participation and interaction [39]. Events such as exhibitions, fair trades, contests, sporting or 

gastronomic events, fashion displays, and charity events are some of the most common forms 

of event marketing at shopping centers [40][41]. Embedding sustainability into the event 

planning process and offering attendees the chance to alter their behavior are both possible 

outcomes of the concept of sustainable event marketing [42]. In a perfect world, marketing 

and sustainability initiatives would occur simultaneously [43]. 

Hedonic shopping values 
The hedonic inspiration for shopping mentions the consumption manners in pursuit 

of pleasure, fantasy, emerging, sensuality, and satisfaction from enjoyment [1]. Tauber's [44] 
recognized the self-satisfying advantages of shopping which provide the customer a better 
feeling throughout the shopping process by way of decreasing tension or stress. Babin and 
Darden [45] describe the hedonic shopping values in the sense of obtaining the happiness, 
pleasure, and enjoyment of shopping associated with the products and services.  Shoppers are 
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attracted towards shopping for the reason that they adore the process of shopping. Researcher 
Arnold and Reynolds [46] demonstrate that certain customers appreciate meeting people and 
being social with others during shopping. Shopping offers shoppers an opportunity to meet 
and create a bond with other customers [47].  
Entertainment 

The entertainment concept is considered the most important aspect of hedonic 
shopping values because it is a significant competitive tool to craft satisfaction for customers 
[48]. The hedonic customers get several benefits in the form of different entertaining services 
like soft melody, social events, food, refreshment facilities, and gaming zones which create 
value, pleasure, and satisfaction during shopping [46], [49]. These hedonic attributes will lead 
to repurchase intention. It may create a positive impact on repurchase intentions and customer 
loyalty when the perceived value matches the actual value. Vendors make aware their 
customers and associate themselves with them so that they can create a positive perception 
about the particular retailer and satisfaction through hedonic values of shopping to increase 
the possibility of repurchases and loyalty [50]. 
Exploration 

According to Atulkar and Kesari [48], the exploration factor is characterized as the 
eagerness for novelty or innovation. The sense of curiosity among buyers and the excitement 
from the psychological as well as functional factors will generate value for money and 
satisfaction ultimately While shopping with their family and friends, the hedonic customers 
get psychological satisfaction for the enjoyment and fun of shopping [1] and this will increase 
the possibility of repurchases. The factor of exploration along with excitement crafts value for 
money and thus imposes a positive impact on the repurchase intention and loyalty. According 
to Yuen and Chan [51] loyalty is a form of attitude that mentions optimistic feelings along 
with repurchasing a brand again and again. 
Gratification 

According to Atulkar and Kesari [48], the objectives of gratification are concerned 
with recreation, relaxation; tension release, and better mood conditions [52] that impose a 
positive effect on repurchase intentions. Customer satisfaction in terms of value for money 
has a mediation effect on the repurchase intentions giving the positive influence of 
gratification shopping over repurchase intention and customer loyalty. 
Social 

Many customers visit shopping malls for enjoyment and to perform social activities in 
a conducive environment [48]. The people of the same interests increase the bargaining power 
of the customers and thus provide value for money.  
Idea 

According to Atulkar and Kesari [48] idea shopping is a way of getting informed about 
fresh fashion and trends in the market. There is a variety of brands and outlets at the shopping 
malls which leads to the origination of new ideas. This research examines the managerial 
techniques and communication strategies of shopping malls with their consumers, staff, and 
tenants because of their impact on the spatial and temporal organization of urban systems and 
the development of the region in which they are located [53], [54]. The study focuses on how 
the shopping center's management prioritizes these three groups of stakeholders in its day-to-
day operations. The impact on society is a focal point of their efforts. As with many other 
aspects of retail, the social dimension has been largely ignored, therefore no one has yet 
addressed it. Similarly, we can see how social factors are intertwined with economic context 
and profitability [55]. 
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Research framework 
The framework demonstrates that value for money acts as a mediator, with repurchase 

intention acting as the dependent variable. Entertainment, exploration, pleasure, social 
standing, and other concept are all independent factors. According to Bouldrillard [56], 
consumer culture is the way that people's personal preferences, societal values, and way of life. 
Customer loyalty is defined by the researcher as a favorable attitude toward a brand in addition 
to repeat purchases. Consumers are more likely to return to malls or stores, promote them to 
others, and generate positive public perceptions when staff members perform better or pay 
customers more attention personally [51]. Therefore, it has clarified the relationships between 
all of the study's components, and with the aid of this structure, we have produced a hypothesis 
for our research so that we may carry out this study in more detail. 

 
Figure 1 | Conceptual Framework 

The following hypotheses are built with the help of the above literature and research 
framework: 
H1: Entertainment stimuli in shopping malls have a significant impact on creating value for 
money during the shopping process. 
H2: Exploration stimuli in shopping malls have a significant impact on creating value for 
money during the shopping process. 
H3: Gratification stimuli in shopping malls have a significant impact on creating value for 
money during the shopping process. 
H4: Social stimuli in shopping malls shopping have a significant impact on creating value for 
money during the shopping process. 
H5: Status stimuli in shopping malls shopping have a significant impact on creating value for 
money during the shopping process. 
H6: Idea stimuli in shopping malls shopping have a significant impact on creating value for 
money during the shopping process. 
H7: Entertainment stimuli in shopping malls have a significant impact on Repurchase 
intentions during the shopping process. 
H8: Exploration stimuli in shopping malls have a significant impact on Repurchase intentions 
during the shopping process. 
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H9: Gratification stimuli in shopping malls have a significant impact on Repurchase intentions 
during the shopping process. 
H10: Social stimuli in shopping malls shopping have a significant impact on Repurchase 
intentions during the shopping process. 
H11: Status stimuli in shopping malls shopping have a significant impact on Repurchase 
intentions during the shopping process. 
H12: Idea stimuli in shopping malls shopping have a significant impact on Repurchase 
intentions during the shopping process. 
H13: Value for money has a positive impact on repurchase intentions. 
H14: The relationship between Entertainment stimuli and Repurchase Intentions while 
experiencing shopping in the shopping malls is mediated by Value for money received by the 
Entertainment. 
H15: The relationship between Exploration stimuli and Repurchase Intentions while 
experiencing shopping in the shopping malls is mediated by Value for money received by the 
Exploration. 
H16: The relationship between Gratification stimuli and Repurchase Intentions while 
experiencing shopping in the shopping malls is mediated by Value for money received by the 
Gratification. 
H17: The relationship between social stimuli and Repurchase Intentions while experiencing 
shopping in shopping malls is mediated by Value for money received by the social attributes. 
H18: The relationship between Status stimuli and Repurchase Intentions while experiencing 
shopping in the shopping malls is mediated by Value for money received by the Status 
attributes. 
H19: The relationship between Idea stimuli and Repurchase Intentions while experiencing 
shopping in the shopping malls is mediated by Value for money received by the Idea. 
The last paragraph should explain the objectives of the research.  
Material and Methods. 

Earlier studies propose that hedonic shopping has impact on the value of money which 
creates repurchase intention, reliability, and loyalty for the customers. The noticeable objects 
used while constructing research framework are resultant commencing preceding literature 
reviews that suits the subject of the research. All of the responses were measured in 7-point 
linear scale, ranging from 1 as “Strongly disagree” to 7 as “Strongly Agree”. The questionnaire 
was comprised of two divisions, the first division was comprised of the questions related to 
hedonic values and their roles in determining the value for money and repurchase intentions 
and the second division contained demogries of respondents.. To test the hypotheses 
developed from the research subject, we visited Shopping Malls in Metropolitan cities of 
Pakistan for data collection. In this research, 306 respondents participated. A questionnaire 
was created and answered by 360 respondents in order to achieve the research objectives based 
on the quantitative investigation. Data was gathered to understand the consumers' 
perspectives on entertainment, discovery, gratification, social interaction, and ideas to better 
grasp their value of money and their intention to repurchase. PLS-SEM was utilized to analyze 
the data that had been gathered.  
Result and discussion.   
Demographic Profile 

About 310 questionnaires were circulated, and 306 were considered for analysis. 
Among 306 respondents, 52% were males and 48% were females. A mainstream of 
respondents (68%) had a monthly family income level of Rs. 50,000 to 149999. The bulk of 
respondents (42%) were within the age group of 18-25 years and 45% were in the age of 26-
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35 years. Similarly, the respondents belonged to the diversified educational and occupational 
background as exhibited in Table 1. 

Table 1. Demographic profile of respondents 

Description Frequency Percent Cumulative 
Percent 

Gender    

Male 159 52 52 

Female 147 48 100 

Age    

18-25 years 130 42.5 42.5 

26-35 years 138 45.1 87.6 

36-45 years 34 11.1 98.7 

46-55 years 4 1.3 100 

56-65 years 0 0  

Education    

High School 5 1.6 1.6 

Certificate 37 12.1 13.7 

Undergraduate 89 29.1 42.8 

Postgraduate 157 51.3 94.1 

PhD 18 5.9 100 

Occupation    

Unemployed 39 12.7 12.7 

Student 174 56.9 69.6 

Private Company 
Employee 

45 14.7 84.3 

Public employee 24 7.8 92.2 

Self Employed  24 7.8 100 

Monthly Family 
Income 

   

Less than 14999Rs. 29 9.5 9.5 

15000-49999Rs. 38 12.4 21.9 

50000-99999Rs. 91 29.7 51.6 

100000-149999Rs. 119 38.9 90.5 

150000 and above 29 9.5 100 

Total 306 100 100 

Exploratory Factor Analysis 
Before proceeding onward to any further tests, it was important to test the legitimacy 

and dependability of the individuals. A stacking of ±0.30, clarifies just 10% of fluctuation 
making it the base level of centrality, ±0.4 stacking is better, and a stacking of ±0.50 is more 
noteworthy as it clarifies 25% of the difference. The Bartlett's trial of sphericity must be 
noteworthy and the Kaiser-Meyer-Olkin (KMO) measure of testing ampleness ought to be 
higher than 0.50. Field (2000) prescribed that KMO esteem extending from 0.5 to 0.7 is 
average, 0.7 to 0.8 is great and 0.8 to 0.9 is magnificent. Moreover, the unwavering quality of 
dormant components was additionally estimated utilizing Cronbach alpha. Cronbach alpha is 
the measure of inner consistency. It presumes that the things frame a uni-dimensionality set 
and have parallel reliabilities. Cronbach's alpha estimation of 0.60 is viewed as satisfactory. 
Higher estimation of Cronbach alpha exhibits great unwavering quality and interior 
consistency among things of the same build construct. 
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Table 2. Factors Loadings 

Constructs Items Loading Eigenvalue %Variance 

ENTERTAINMENT EN1 0.501 1.952 48.808 

EN2 0.824 

EN3 0.778 

EN4 0.646 

EXPLORATION EX1 0.794 1.818 60.607 

EX2 0.824 

EX3 0.713 

  

GRATIFICATION GR1 0.571 2.682 67.053 

GR2 0.917 

GR3 0.887 

GR4 0.853 

SOCIAL SC1 0.853 2.428 80.948 

SC2 0.914 

SC3 0.931 

STATUS ST1 0.906 2.466 82.211 

ST2 0.917 

ST3 0.897 

IDEA ID1 0.902 2.418 80.594 

ID2 0.895 

ID3 0.897 

ID4  

VALUE FOR MONEY VFM1 0.811 3.454 69.071 

VFM2 0.874 

VFM3 0.812 

VFM4 0.801 

VFM5 0.856 

REPURCHASE 
INTENTION 

RI1 0.846 2,861 71.513 

RI2 0.891 

RI3 0.843 

RI4 0.8 

KMO and Bartlett Test   
According to KMO, entertainment has a value of 0.649, which is higher than 0.5. This 

shows that the data is sufficient to move forward with factor analysis. Additionally, Bartlett's 
test yields a significant value of 182.427, confirming the significance entertainment. . 
Exploration has a value of 0.641, which indicates that it has a large influence. The Bartlett test 
findings are 146.263, which support this impact. Gratitude has a KMO value of 0.762 and a 



                                    International Journal of Innovations in Science & Technology 

Sep 2022 | Vol 3|Issue 4                                                                                       Page | 953  

 

bartlett test value of 394.80, which demonstrate the significance of the relationship between 
these factors. With a KMO score of 0.710 and a bartlett test value of 536.637, social factors 
have a considerable impact as well. Status has a KMO score of 0.747, which indicates a 
significant relationship, while the  bartlett test value of 530.444, which indicates a significant 
influence.  

Table 3. KMO AND Bartlett Test 

Variables No of items KMO Bartlett’s test 

Entertainment 4 0.649 182.427 

Exploration 3 0.641 146.263 

Gratification 4 0.762 394.8 

Social 3 0.71 536.637 

Status 3 0.747 530.444 

Idea 3 0.745 480.963 

Value for money 5 0.857 822.649 

Repurchase Intention 4 0.777 611.615 

Correlation analysis 
Pearson's relationship examination signifies the quality of companionship between 

predictors. If the worth of the relationship coefficient (R=0) demonstrates no relationship and 
vice versa; If R = ±0. 1 on ±0. 29 the strength of the relationship is lesser; quality will be 
moderate if r = ±0. 30 with ±0. 49; whereas, If the value is R = ±0. 50 and above, it will be 
characteristic more stupendous level.  

Table 4. Correlation 

 EN EX GR SC ST ID VM RI 

EN 1        

EX .473** 1       

GR .445** .539** 1      

SC .361** .617** .665** 1     

ST .364** .570** .595** .778** 1    

ID .408** .617** .635** .759** .788** 1   

VM .414** .532** .590** .662** .677** .762** 1  

RI .468** .545** .616** .677** .690** .672** .843** 1 

Multiple Regression Analysis 
The point-free variables towards that subordinate variable. In addition, numerous 

relapse examinations might have been likewise utilized because of its capacity on performing 
thorough Furthermore concurrent appraisals of the free variables. accentuated on the 
importance of test measures. He stated that example extent specifically affects the force of 
those different regressions. However, there exists no difficult also quick tenet for figuring out 
those perceptions for every autonomous variable proportion. In a place with attaining 
substantial Furthermore dependable outcomes, it need been proposed that will need in any 
event 15-20 perceptions for every autonomous variable. That coefficient of determination, R2, 
alludes to the measure of the goodness of the model toward demonstrating those differences 
of the paradigm variable demonstrated Toward those predictor variables.  

He recommended that the equation for ascertaining those required test measure 
similarly as. N ≥50 + 8m (where m eludes all the amount from claiming autonomous 
variables). Hence, the base example size required in place for performing numerous relapse 
dissections for introduced examination will be 66 for every suggestion sent eventually. 
Keeping in perspective the over-said suggested example size; a test from claiming 352 gotten 
in the introducing contemplate may be exceedingly fitting Furthermore addition to leading to 
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numerous relapse dissection. In the recent past scrutinizing those results, those essential 
presumptions to perform different regressions examinations were met. Normality, linearity, 
homoscedasticity, multicollinearity what’s more autocorrelation were analyzed. Typicality 
implies that the greater part of the information resides inside the typical dispersion What's 
more doesn't veer off extensively from the implied. The typicality of the information could 
make judged concerning illustration through histogram Furthermore typical P-P plot. Linearity 
alludes to all the of the condition that that information lays just as crosswise over those fit or 
linearity transport What's more inside the range for ±3 standard deviations. Homoscedasticity 
focuses on the circumstance of the place there will be no clear relationship between the middle 
of predicted values and institutionalized residuals alternately clinched alongside different 
words, that difference for indigent variables is dispersed uniformly for the information.  The 
diffuse plot will be regularly utilized to watch the linearity Also homoscedasticity of the 
information. Multicollinearity happens though there may be solid correspondence in the 
middle of free variables. Autocorrelation implies that errors of difference need to aid 
autonomy alternately in other words, there are no dependencies between errors for the 
difference. Durbin-Watson test demonstrates those events or nonattendances about 
autocorrelation in the information. Emulating would be the method that guarantees that the 
information meets those prerequisites for propelled multivariate dissection.  Suspicion of 
typicality might have been checked through histogram and typical P-P plot relapse 
institutionalized lingering introduced in figure 1 and figure 2 individually. Take a gander at the 
histogram done in figure 1 exhibits palatable typical dispersion the place chime formed bend 
signifies that the information originates starting with typical dispersion.   
Assessment of Normality through Histogram 

A normal probability plot is presented which portrays normal distribution as data 
points lay on a straight line. Henceforth, it specifies that the data does not diverge from the 
normal distribution. 

 
 

Figure 2: Histogram Scatter Plot 
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Figure 3: Normal P-P Plot 

Table 5:  

Variables 

Standardized 
Coefficients T Value P Value 

Beta 

Entertainment 0.163 3.733 0 

Exploration 0.034 0.662 0.509 

Gratification 0.16 3.001 0.003 

Social 0.176 2.577 0.01 

Status 0.274 4.067 0 

Idea 0.133 1.954 0.052 

Value for Money    

Repurchase intention                          

R Square 
   

0.591 

F Value   71.984 

F Value Sig 
  

0 

Durbin-Watson    1.973 

Measurement model 
As a matter of first importance, dependability might have been accessed through 

individual thing reliabilities What's more inner consistency dependability utilizing composite 
unwavering quality. Focalized legitimacy may be measured through Normal difference 
concentration (AVE). As for every general guideline for estimation model evaluation, 
composite dependability ought to make higher over 0. 70, pointer unwavering quality which 
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may be those square about loadings ought to further bolster a chance to be higher over 0. 70, 
focalized legitimacy that is Normal difference concentrated (AVE) ought to make higher over 
0. 5. The taking after table confirms the measures for construct’s inward steady dependability 
also focalized legitimacy.  

Table 6. Convergent Validity 

Construct Items Loadings AVE CR 

EN EN2 0.695 0.566 0.794 

EN3 0.672 

EN4 0.874 

EX EX1 0.840 0.602 0.819 

EX2 0.780 

EX3 0.702 

GR GR1 0.520 0.668 0.886 

GR2 0.917 

GR3 0.893 

GR4 0.874 

SC 1 .859 

SC SC 2 .913 0.809 .927 

SC 3 .925 

ST ST 1 .910 0.822 .933 

ST 2 .917 

ST3 .893 

ID ID1 .900 0.806 .926 
 ID2 .893 

ID3 .901 

VM VM1 .810 .691 .918 

VM2 .867 

VM3 .811 

VM4 .802 

VM5 .862 

RI RI1 .836 .715 .909 

RI2 .897 

RI3 .854 

RI4 .792 

Likewise, discriminant legitimacy may be measured by which bargains with that degree 
should which one develops will be unique about alternate development. Those Fornell–
Larcker paradigms might have been emulated which checks that legitimacy Toward bringing 
the square root of the AVE for each idle build et cetera analyzing it for correlations of different 
constructs Previously, build grid. Those square roots about AVE may be exhibited Previously, 
strong in the grid table Furthermore is compared for separate constructs. Taking after table 
depicts that Fornell–Larcker paradigm of discriminant legitimacy is built on the information 
Likewise those square roots of AVE will be higher over the correlations of each development. 

Table 7. Fornell–Larcker 

  Explor
ation  

Gratific
ation 

Idea Repurchase 
Intention 

Social Status Value for 
money 

Entertai
nment 

Exploration 0.776        



                                    International Journal of Innovations in Science & Technology 

Sep 2022 | Vol 3|Issue 4                                                                                       Page | 957  

 

Gratification 0.588 0.817        

Idea 0.613 0.738 0.898      

Repurchase 
Intention 

0.563 0.723 0.671 0.845     

Social 0.613 0.774 0.762 0.68 0.9    

Status  0.571 0.715 0.788 0.692 0.784 0.907   

Value for 
money  

0.556 0.69 0.763 0.844 0.666 0.68 0.831  

Entertainment 0.592 0.58 0.548 0.58 0.47 0.478 0.541 0.752 

Structure equation modeling  
The estimation model is checked after that the ensuing stage incorporates a count of 

the structural model approximations. Those computations about structural or inward model 
takings abode for that support scrutinizing and regulating association concerning free and 
subordinate variables. The structural model will be connected for that determination of theory 
testing. For this determination, way coefficients are inspected utilizing the PLS-SEM 
algorithm, and suggestion about affiliation in the middle of hypotheses is scrutinized Toward 
bootstrapping transform. That information might have been bootstrapped for 500 specimens 
to get the structural model. This procedure demonstrates the way coefficients of the 
autonomous variables and subordinate variables. Those who come about uncovered that 
relationship in the middle of five free variables What's more reliant variables would huge 
toward p< 0. 05 same times you quit offering on that one relationship will be not noteworthy. 
The structural model is demonstrated in the done figure as takes after. 

 
Figure 4: PLS Framework 
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Table 8. Hypothesis Assessment 

Hypothesis Relationship Std. 
Beta 

Std. 
Error 

P- 
value 

t-Value Decision 

H1 Entertainment-
>Repurchase 
intention  

0.119 0.036 0.001 3.311 Supported 

H2 Exploration-> 
Repurchase 
intention 

0.02 0.048 0.102 0.423 Not 
Supported 

H3 Gratification-> 
Repurchase 
intention 

0.178 0.063 0.031 2.804 Supported 

H4 Idea-> 
Repurchase 
intention 

-0.235 0.075 *** 3.143 Supported 

H5 Social-> 
Repurchase 
intention 

0.082 0.059 *** 2.396 Supported 

H6 Status-> 
Repurchase 
intention 

0.173 0.049 *** 3.547 Supported 

H7 Entertainment-
>value for money  

0.109 0.063 0.01 2.714 Supported 

H8 Exploration-> 
value for money 

0.033 0.062 0.211 0.536 Not 
Supported 

H9 Gratification-> 
value for money 

0.175 0.081 *** 2.172 Supported 

H10 Idea-> value for 
money 

0.44 0.07 *** 6.281 Supported 

H11 Social-> value for 
money 

0.044 0.073 *** 2.599 Supported 

H12 Status-> value for 
money 

0.103 0.07 0.023 1.976 Supported 

H13 Entertainment-
>Repurchase 
intention 
(through Value 
for Money) 

0.071 0.042 0.01 1.984 Supported 

H14 Exploration-> 
Repurchase 
intention 
(through Value 
for Money) 

0.022 0.04 0 2.537 Not 
Supported 

H15 Gratification-> 
Repurchase 
intention 

0.114 0.054  2.101 Supported 
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(through Value 
for Money) 

H16 Idea-> 
Repurchase 
intention 
(through Value 
for Money) 

0.287 0.052  5.566 Supported 

H17 Social-> 
Repurchase 
intention 
(through Value 
for Money) 

0.029 0.048  0.595 Not 
Supported 

H18 Status-> 
Repurchase 
intention 
(through Value 
for Money) 

0.067 0.046  1,453 Not 
Supported 

H19 Value for money-
> Repurchase 
intention 

0.652 0.057   11.407 Supported 

The views of shopping center managers on how their facilities functioned in the 

broader context of the social dimension and the corresponding economic situations are 

considerable. Providing a sustainable performance management framework that takes into 

account both traditional economic indicators and a social dimension is necessary for shopping 

centers to preserve their competitive advantage. Additionally, it was shown that shopping 

malls are particularly vulnerable to economic downturns. The College of Estate Management's 

examination into malls in England and Ireland found the same thing [57]. 

While several elements affect a shopping mall's ability to function, the economy and 

consumer demand consistently rank at the top. It was also an indication of their ability to pay, 

which was affected by the state of the economy. A high mean and a low standard deviation 

indicated that all retail center officials placed a premium on and agreed on these crucial 

economic aspects. 

Advertising, which has been around for a long time, has a wide reach and can be used 

in a variety of ways, so it is no surprise that it was the most popular marketing strategy 

employed [58]. Assumptions indicated that online advertising was the most widely employed 

method. The Internet is an effective marketing medium because it facilitates two-way 

communication between shopping malls and their target audiences [59]. To sum up, the 

Internet's communication capabilities are a testament to its adaptability, efficiency, and 

longevity. The Internet is now more crucial than ever for retail establishments since full-screen 

digitalization allows for practically continuous engagement with customers, such as through 

social media platforms (Facebook, Instagram, etc.). Event marketing, another crucial and 

increasingly used form of communication, enabled malls to get in touch with and engage with 

their customers on a personal level [39]. It appears from the data that the mall's targeted 

families with children through special events and promotions, to transform themselves into 
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"family centers" [16]. Findings suggest that families with children are the primary target 

audience for shopping centers according to a synthesis of the available data. 

These days, it's not uncommon for people to spend their free time and socialize with 
others in shopping malls. Managers of shopping centers are aware of this trend, and as a result, 
they are transforming their properties into destinations for family fun, complete with yoga 
studios, bowling alleys, and movie theaters. The combination of these factors makes for an 
ideal hangout spot for people of all ages. There is a negative impact on young people who 
spend their free time at shopping malls and have been labeled "mall junkies" [3][63] due to the 
shopping malls' success in establishing the ideal environment to spend leisure time and the 
different marketing activities that promote them. 

To keep employees happy and productive, the shopping centers under study invested 

heavily in non-financial techniques that would last for the long haul, such as providing a nice 

workplace and adequate working conditions. Training to improve workers' performance was 

the least-used option in our study of English and Irish shopping malls, followed by 

opportunities for advancement and increased responsibilities, and finally working conditions. 

This contrasts with findings from a study by The College of Estate Management. The national 

mindset and ingrained ideals, such as a bias toward collectivism over individuality, may 

contribute to varying perspectives on what motivates people. Based on our findings, shopping 

centers typically provide their employees with either lunch subsidies or the option to rent work 

equipment (cell phones or laptops). In this case, economic considerations were given more 

weight than those of a social nature.  

The management representative's responses to the question asking for their level of 

agreement with the provided statements further demonstrated the significance of tenant mix. 

The vast majority of respondents (n=61) picked the option that stated individual tenant 

success was directly tied to the overall success of the retail mall. Both a stable economic climate 

and, more crucially, a shopping center's administration and staff that are suitably motivated, 

nimble, and open to change are necessary for the continued expansion of shopping malls in 

the Republic. 

The authors are cognizant of current research limitations, which they recognize have 

the potential to inspire new lines of inquiry. We employed a questionnaire survey to get to 

know the perspectives of managers on the social aspect of their operation. There is a chance 

that a more in-depth understanding of this problem could be attained through the use of 

qualitative research methods. Additionally, only one view of management was presented. With 

this in mind, it could be possible to suggest focusing future studies on the renters and shoppers 

who frequent shopping complexes. Similarly, this study did not examine the correlation 

between green technology and a mall's ability to compete. Therefore, studies in the future may 

concentrate on ecological concerns. 

A statistically significant sample, comprising 34% of all retail malls larger than 5000 

square meters, was collected for the study. Several of the contacted retail malls said they were 

interested in the study's findings. The collected data can serve as a springboard for the 

management of shopping centers to develop innovative methods of advertising to the centers' 

staff, tenants, and customers. And the findings are crucial for future preparations. 

The studies conducted between the years 2019 and 2020 served as a benchmark for 

how shopping malls were managed before the COVID-19 epidemic. An unprecedented wave 

of constraints has been imposed on the centers' ability to function, and this will be mirrored 

in the economic and social conditions of the centers' existence and operation, making their 



                                    International Journal of Innovations in Science & Technology 

Sep 2022 | Vol 3|Issue 4                                                                                       Page | 961  

 

evolution during and after the pandemic a fascinating subject to observe. Insights from the 

republic, which are not found anywhere else, can help to broaden the scope of the present 

conversation and encourage additional comparative studies. 

Conclusions:  
 This study paper's goal was to express the factors that influence repurchase intentions. 
By analyzing how purchasing aspects including entertainment, ideas, status, sociability, 
exploration, and pleasure affected the customer's repurchase intentions. Considering the 
structural modeling of shopping as a market phenomenon proceeded with impressive data set 
at the variability of questions to marketing researchers and both retailers and consumers.  
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