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%is study investigates the effect of shopping mall image on customer behavior in Indonesia.
We hypothesized that shopping mall image strongly effect consumer behavior, to be specific, the
probability of buying, coming back to the shopping mall and spreading positive word of mouth
WOM. Be that as it may, congruity-reflected by ‘self-image congruity’ and ‘social-image congruity’'—
had no impact on. We ascribe this unforeseen finding to Indonesians scoring low on Hofstede's
components of Individualism and Indulgence. The survey conducted showed that there was high
self-image congruity among consumers just as congruity with different customers, however most of
them were reluctant to let it be known influences their shopping conduct-seemingly, that would act
as self-indulgent and show an absence of restriction with deference to controlling their wants.
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1. INTRODUCTION

The retail organizations which are build up in numerous
nations and societies around the world, are known as Shop-
ping centres (SC), or essentially malls [1]. It is indicated
by the International Council of Shopping Centres [2] that
there are around 127 thousand SCs which are presently
operating in 40 countries around the globe. In the sec-
ond quarter of twentieth century, SCs were introduced as
an effective answer to help urban communities’ develop-
ment towards the suburbs, labeled as a commercial cen-
tre overseen as a solitary property, ‘made in the U.S.A’
In the mid of 1960s, when the SC idea was presented
in Europe, at the point, two barriers were faced by them
that did not have any existence in USA at the time. The
constrains in urban planning limitations inflicted by gov-
ernment and establishments was the first restriction, and
therefore the development of the out-of-town shopping
(malls) has been impeded by arranging confinements. The
already well-established and traditional shopping streets
also posed itself as a second challenge [3]. Later on, SCs
were bit by bit set up in rising nations, during the late
1990s, where shopping avenues offered solid challenge,
and social and cultural contrasts demonstrated to be a test
to SC designers.

*Author 1o whom comespondence should be addressed.
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The concept of store image reflects a consumers’ view
about the practical functions and psychological character-
1stics of the store. The tangible aspects which are observ-
able are the functional characteristics which may include
stock arrangement, quality and value, deals and post-deals
administrations, physical offices-, for example, climate
security, accommodation of area and facility of parking.
The intangible aspects which are not that directly observ-
able are the psychological characteristics that may include
store atmospherics and the picture of the general popula-
tion that disparage the store [3]. Thus, the consumers” view
of both tangible and intangible characteristics of shopping
mall 1s reflected in the concept known as mall image that
are normally found in retail stores, for example, the shop-
ping centres.

Serious competition among shopping centres has inti-
mated shopping centre supervisors to make separation
between their shopping centre and that of close-by
contenders. They begin to do this via cautiously under-
standing what their iq:«.‘livc purchasers’ fairly estimated
valuations are, thus, what drives their shopping conduct.
More than 40 years prior it was perceived that clients at
retail store look for something other than utilitarian bene-
g: for example, cost and comfort. Kesari [4] remarked:

opping malls have tried to gain loyalty of shoppers
by appealing to their social motives as well as providing
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access to desired goods. Malls are becoming giant enter-
tainment centre.

A failure to recognize factors by the management that
at last inﬂnlcc shopping practices that could prompt
in making a mall image that isn’t harmonious with the
consumers’ self-idea. One technique to make an ideal
shopping mall 1mage 1s by overseeing characteristics
inalienable to the shopping centre. Malik and Hanafi
(2018) recommend these traits incorporate marketing,
t)pcnncssdminislrulion, atmospherics, amusement, sus-
tenance, and security. These traits are controllable and
can serve to fulfill utilitarian needs:; yet Malik and Hanafi
(2018) recommend clients look to fulfill non-practical
needs as well, which originate from affiliations one has
with the shopping centre.

Lu and Xu [26] defined Self-image congruency as the
match between a shopper’s self-idea and their picture of a
given shopping centre. Theng@hvestigation included look-
ing over vehicle proprietors, and they found that the more
noteworthy the mental self-image congruency, the more
prominent was the devotion towards the brand. A similar
thinking can be connected to why a client chooses to visit
and shop at a specific shopping centre. Here, we investi-
gate the relationship between the shopping mall image and
the consumer behavior in the setting which 1s a top of the
line shopping centre in Indonesia.

The second largeggcity of Indonesia is Surabaya and
as indicated by the Q:sociation of Shopping Mall Man-
agement in Indonesia, it has around 33 shopping centres
more or less, extending from low value quality level shop-
ping centres to premi@, rich shopping centres. Normally,
this calls for serious competition, and mall managers are
reacting by seeking after strategies of differentiation. The
management objective of one of the new shopping centres
in Surabaya, Indonesia, which was set up in 2011, was to
build up a rich shopping mall image via cautiously think-
ing about th@ghopping centre’s structure, the choice of
retailers just as offering outstanding hospitality all under
one rooftop, where shoppers can express their cutting edge
way of life. In any case, there are unanswered inquiries
regarding the viability of the picked methodology on cus-
tomers’ praclicn, Consequently, the aim here is to give
understanding mnto how view of the shopping centre (its
image and how consistent it is with one’s self-idea) influ-
ences purchaser’s shagping practices, specifically the prob-
ability of obtaining, coming back to the shopping centre,
and escalating constructive word of mouth (WOM).

2. LITERATURE REVIEW AND HYPOTHESES

The constructions of various shopping malls have been
witnessed in Indonesia in recent years, with a rough num-
ber of almost around 200 malls from an unofficial source.
Among these, some of the malls possess a national image
whereas some of them have been constructed keeping
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in mind the necessity of specific zones of a city. Shop-
ping centres considerably affect the customers’ way of
life [4], in light of the fact that they are seen as a spot
for exchange as well as viewed as social and network-
ing centres [5]. For sure, construction of the enormous
number of shopping centres with their specialized and
non-specialized characters, for example, huge and little
stores, cinemas, carnivals, drive-thru eateries, social gath-
erings, bistros, etc., appears for their role in an individuals’
way of life. Then again, the customers’ value and pro-
cess of decision-making changes with the capacity to give
information, which 1s easily accessible and the options
to purchase online. These occasions place customers in a
prevalent position and make them progressively inacces-
sible. Consequently, considering the enormous number of
shopping centres and developing web based shopping mall,
one of the essential objectives of administrators in this
competitive market 1s keeping up their present customers
or drawing in new customers. In a competitive market,
it 1s very crucial to keep up the market share with loyal
CONSUMETS. 1

The beginning position taken thus is that there is a con-
nection between the shopping mall image, which is the
latent construct and consumer behavior. However, what
are the indicator variables that are positively correlated
and observable that would serve to reflect the latent @mn-
struct which is shopping mall image? recommended that
there are characteristics of a shopping centre that assume
a huge role in forming the image of the shopping cen-
tre; be that as it may, there is not any particular set of
properties on which researchers have settled upon. The
point of view given by Rahman et al. (2016) that there
are seven shopping centre traits will be taken here. These
items inherently link up to the basis of being inter-linked
which is in-line with reflective measurement models; they
share a common ‘n:r_]ccl matter, and subsequently includ-
ing or laying off one of the variables would not change
the significance or theoretical area of the latent construct
shopping mall image. A favorable position of grasping is
that, it gives granularity without being overpowering from
an exact sense, and every one of the traits are characteristic
for the shopping centre and controllable by the authorities.
We recognize that components influencing the consumer
encounter, for example, the presence of crowds or the per-
ceived crowd which influence customer satisfaction can be
eliminated.

Taking help from Malik and Hanafi (2018), seven indi-

cator variables will be taken here for the study. The vari-
ables are as under:
Merchandising, which alludes to the items that are sold at
the shopping centre, Ayadi [6] express that merchandising
consist of variety of product such as quality, valuing, and
design or style. Rahman et al. (2016) remarked that a few
shopping centres are so centreed around getting to be spots
of diversion “almost to the point that their traditional retail
occupants seem like an afterthought.”
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Accessibility is the ease with which the consumers get in,
enter and move about inside the shopping centre. There
are two parts of accessibility as per, macro accessibility
and micro accessibility. Macro accessibility incorporates
street conditions, street patterns, regular and counterfeit
obstructions, and separation from home or office. Micro
accessibility incorporates limit of parking, blockage, and
the simplicity of perusing and finding stores inside a shop-
ping centre. The location of shopping centre and its dis-
tance from the purchasers are the most important criteria
for customers. A shopping centre which is promptly open
to customers is probably going to be assessed progres-
sively positive. This idea 1s examined by different analysts
under a similar title or under different titles, similar for
convenience [7].

Services, according to Malik and Hanafi (2018) have three
types which are personal service, amenities service and
communal service.

Atmospherics incorporates the configuration, fragrance,
music, lighting, and so forth, factors that make full of
quality that has effect. All in all, these all collectively are
responsible for the ambiance inside the shopping centre.
As far as positivism paradigm is concerned in view of
atmospherics, which converge on the stimulus-organism-
response (S-O-R) approach [5] in three different ways,
may get reaction from a customer: excitement, predom-
mance, and charm. As indicated by this methodology,
the stimulus (S) is the atmosphere, influencing shopper
intrinsic reactions (organism) and bringing about the social

reaction (R). Notwithstanding the different components of

the inner atmosphere of a retailer, for example, music
and colors influence customers’ view of a store. In fact,
the atmosphere of the mall can be ordered in three inte-
rior components: social classes (for example, representa-
tive nearness, kind of consumer and closeness), physical
classifications (for example lighting, format, and struc-
ture), and surrounding highlights, (for example, smell and
music). The atmosphere of the mall likewise impacts dif-

ferent parts of mall image, for instance, impression of

physical properties by customers altogether influences item
quality, cost, and administration quality.

Entertainment facilities inside the mall consist of two
dominant categories i.e., permanent entertainment which
includes movie theatres, stations for karaoke and beauty
and spa centres; and the second category consist of occa-

sional c‘,nlcpnmcnl which includes different types of
a

exhibitions, Tashion shows and seasonal displays [8-16].
Food or food stalls inside shopping centres urge con-
sumers to remain longer and seem to animate motivation
of impulsn)urchusing [17].
Security, which refers to the safety of customers inside
the shopping mall as well as when they are entering and
leaving the mall.

El Hedhli et al. [7] opine that when consumers have
positive view of a store’s characters, it expands customers’
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repurchase expectations just as their shopping recur-
rence at the store. In addition, Malik and Hanafi (2018)
expressed that positive assessments of store characteristics
builds consumer loyalty and consumer satisfaction. Con-
sumer loyalty refers to consumers deliberately continuing
associating with or acquiring certain items over the long
period of time [18-24]. There is a contrast between present
long period and short period consumer loyalty.

The short period loyal consumers may show dedica-
tion yet switch effectively when they discover other better
alternatives; whereas on account of long period loyalty,
the client will remain steadfast despite the fact that there
might be possibly better alternatives accessible [25]. Faith-
ful clients display standard purchasing conduct over a
given timeframe. We can refer here loyalty as customers’
aims to consistently visit and shop at shopping centre in
Surabaya despite the fact that there are other top of the
line shopping centres in Surabaya. Keeping in mind these
insights, the following hypotheses can be given forward:
H1: Shopping mall image significantly effects consumer
behavior; where shopping mall image, a latent construct is
reflected by shopping mall attributes and the likelihood of
buying, again visiting the shopping centre and escalating
the positive WOM reflects consumer behavior.

The shopping malls that have congruent image with the
customers’ self-idea are tended to be more visited by and
shopped at by the customers, which stems from the con-
viction one holds about themselves just as from the reac-
tions (suppositions, decisions) by others when associating
with them. Oyserman et al. (2017) recommends that self-
idea is the person’s point of view about his/her life that
grows naturally through commun;ulions with others. Lu
and Xu [26] characterize mental self-image congruency as
“the match between consumers’ self-concept (actual self,
ideal self, etc.) and the user image (or ‘personality”) of the
given product, brand, store, etc. In this manner, when 1
consumer buys an item or become a frequent visitor of a
store, especially one of a hedonic sort which is probably
going to be very much pl‘cnll at an upscale shopping cen-
tre, all things considered, one of the inspirations fulfilled
can be understood through a symbolic interactionism per-
spective which emphasizes the importance of products in
setting the stage for the multitude of social roles that peo-
ple play. Shopping represents a social act where symbolic
meanings, social codes, relationships, and the consumer’s
identity and self may be produced and reproduced [27].
At the point when items are congruent with their self-
idea, then they become faithful to those items. Shopping
centre directors should subsequently try to comprehend
their objective market’s self-idea ang@gequipped with that
information make a shopping centre 1mage that is consis-
tent with it. Self-image congruency will expand customers’
dedication. The following hypotheses can be put forward:
H2: Congruity significantly effects consumer behav-
ior; where congruity is reflected by sell-image con-
gruity and congruity with other consumers and the
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likelihood of buying, again visiting the shopping cen-
tre and escalating the positive WOM reflects consumer
behavior.

3. METHODOLOGY

A mall intercept survey was used to conduct this research
study. A total of 200 respondents filled the survey at one
of the well-renowned shopping mall in Surabaya, Indone-
sia. The survey consists of two sections. The first section
consists of demographic information of the rcspondns
which include age, gender, and education, occupation and
monthly income; whereas the second section consists of
the items that were reflective of the indicator variable
which 1s discussed below.

The three latent constructs were reflected by collecting
twelve measures.

Shopping mall image (referred to now as ‘shopping”)
is the first construct. It comprised of the perceptions
of the customers of the seven below described indicator
variables:

e Merchandising (SMAI1) which is the quality and the
product arrangement which is sold by different stores in a
shopping mall;

o Accessibility (SMA2) is the ease with which the cus-
tomers have the access to the mall and the comfortable
way in which they can enter and leave the mall;

e Service (SMA3) is the presence of different service
facilities that are offered inside a shopping mall;

o Atmospherics (SMA4) is the general vibe (@t includes
the environment and the ambience which is experienced
by the shoppers within the shopping mall;

e Entertainment (SMAS) is the assortment of different
entertaining activities within a shopping centre;

e Food (SMAG6) which is the availability of different
choices of eatables present in a shopping mall;

o Security (SMAT) is the safety of the shoppers that they
feel when they visit the shopping mall and during their
whole visit.

‘Congruity’ is the second latent construct that incor-
porates two reflective indicul{)rfuriublcs: self-image
congruity (SC1) which apparent congruity between the
people’s self-idea and the shopping centre image, and
social self-congruity (SC2) which is the congruity between
the consumers’ self-image and their view of different
clients at the shopping centre. Third and the last construct
is consumer behavior (hereby now referred to as ‘loyalty’)
and incorporates three indicators: purchusi repetitively
(CL1) which is the consumers’ objective to repurchase
items at the shopping centre; word-of-mouth (CL2) which
1s the recommendation of the shopping mall given by con-
sumers to other consumers; and future shopping expecta-
tions (CL3) which is the consumers’ aims to keep going
to the shopping centre.
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A 5-point likert scale was used to measure all the reflec-
tive indicator variables. SPSS v.19 was used to carry out
the analysis with the help of correlation analysis.

E RESULTS AND ANALYSIS

4.1. Descriptive Analysis

Predominately, 71% of the women consumers visit the
mall used in the study. The education of the consumers
ranges from senior high school to university graduates
in majority. Students, entrepreneurs, government officers
and people from professions and executives were in major
occupations ()i'c consumers. The average income of
the consumers ranged from Rp 1 up to Rp 10 million
(~$1000 AUD) per month |28-32|.

4.2. Model Estimation

By doing a comparison of the reflective indicator store
with the latent variable score, convergent validity was esti-
mated. It 1s evident from Figure 1 that all the reflective
indicator score possess the value which is more than 0.5,
which 1s the cutoff value. This shows that the research
model presented here fulfills the least requirement of the
convergent validity. Among all the variables of shop-
ping mall attributes, merchandising has the least reflec-
tive indicator score which is 0.584. This suggests that this
characteristic has a very little contribution to the over-
all construct of shopping mall image but caution should
be exercised here since merchandising was correlating
with four of the other six variables (p < 0.05). The two
congruity reflective indicator scores 15 more than (.83,
also showing that both the congruity measures also ful-
fill requirements of convergent validity. The two congruity
variables were also correlated to each other (p < 0.05).
Word-of-mouth which is a reflective indicator for con-
sumer loyalty has the lowest score with the value of 0.585,
which shows that consumers’ objective to repurchase items
at the shopping centre and revisiting the shopping mall has
more effect to drive the latent construct of consumer loy-
alty. WOM is correlated with revisiting the shopping mall
(p < 0.05) but with a p-value greater than 0.05, WOM is
not correlated to consumers’ objective to repurchase items
at the shopping centre. AVE must be above (.5 to achieve
convergent validity [33]. The value of AVE (average vari-
ance extracted) was more than 0.5, thus the discriminant
validity is good for research model. The value of R-square
was (.574 for the inner model. Moreover, Figure | high-
lighted the factor loadings.

For all the reflecting indicator variables for ‘shopping’
have the mean value which is greater than 4.29/5, which
indicates that all these characteristics of shopping mall
have an effect on performance of the mall and in the pres-
ence of the characteristics shopping mall functions well.
In the same manner, the reflective indicator variables for
the consumer loyalty have a mean which is greater than
4.26. As shown in the Figure 1, the value of gamma
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Fig. 1. Factor loadings.

coefficient is 0.658 (#-statistics = 6.949, p < 0.01), ulti-
mately it can be said that shopping mall image referred as
‘shopping’ significantly effects consumer behavior referred
here as loyalty as given in hypotheses 1. Table I shows
descriptive statistics and correlations for the study vari-
ables of *Shopping Mall Image.” Moreover, Table II shows
descriptive statistics and correlations for the study vari-
ables of ‘congruity. Table III shows descriptive statis-
tics and correlations for the study variables of ‘consumer
behavior.”

Table 1. Descriptive statistics and correlations for the study variables
of ‘shopping mall image.’

Variables M 8D SMAl SMAZ SMA3 SMA4 SMAS SMA6 SMAT

SMAL 4.39 0.36

SMAZ 435 0.52 0876

SMA3 429 0.36 0795 0850

SMA4 438 090 0589 0750 0456

SMAS 432 0.67 0.689* 0.824* 0854 O.R56*

SMAG 447 091 07457 0.844* 0544 0651 0.742%
SMAT 431 048 0564 0798 0.845 0.TEE™ 0.832* 0534
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0.658

CL1
N 0.737
/ ¢
' 0.585
. Loyalty |
S ossr
cL3

0.083

Taking the mean values for congruity variables, 3.67
was the mean for self-image congruity while 4.10 was
the mean for social image congruity. By taking the help
of The Hofstede Centre, a possible explanation for this
can be given. According to Hofstede Centre, Indonesia
has a low score of 14 on Individualism and also a low
score of 38 on Indulgence. Taking into account the Hofst-
ede’s analysis, more stress should be placed by Indonesia
on adjusting to the desires of society and that of large
number of people to which they have a sense of belong-
ing (Indonesians rarely shop without anyone), that is why
the social-image congruity has a mean score of 4.10
which 1s relatively higher. In the meantime, it can be seen
through the indulgence score that they are limited by social

Table IL.  Descriptive statistics and correlations for the study variables
of ‘congruity.

Variables M sSD SCl sSC2
sCl1 3.67 0.36 - -
sc2 4.10 0.90 0.852" -

Note: ** Conelation is significant at 0.05 level (2-talied)

J. Comput. Theor. Nanosci. 16, 47314737, 2019

Note: ** Correlation is significant at 0.05 level (2-talied).
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Table IIL.  Descriptive statistics and correlations for the study variables
of ‘consumer behavior.”

Variables M SD CL1 CL2 CL3
CLI 4.38 0.85 - - -
CL2 426 081 0.581 - -
CL3 428 0.75 0.864* 0.769* -

Note: ** Correlation is significant at 0.05 level (2-tailed).

standards, nd they should attempt to control their wants,
which could clarify the generally lower mean for mental
self-image congruity (3.67). The value of gamma coeffi-
cient is 0.083 (7-statistics = 0.856, p = 0.05), which shows
that congruity does not have a significant effect on cus-
tomer behavior, thus we fail to accept hypotheses 2. This
Pc)ws that consumers are willing to show that they have

1gh self-image congruity along with congruity with other
consumers but at the same time they are unwilling to
accept that it has any effect on their loyalty to the mall—
which can be argued as self-indulgent and points towards
the absence of self-control in come to have a control over
their wants.

5. DISCUSSION AND CONCLUSION

A model which can be accepted generally does not exist
that can explain what components are responsible to drive
the consumers’ value despite the fact that consumers
have utilitarian needs to fulfill-components characteristic
to the shopping centre-just as non-practical desires, which
come from affiliations one has with the shopping centre.
In that capacity, two latent constructs are present in the
inner model of Figure 1: the primary marked ‘shopping’
attempts, to catch utilitarian needs, and the second, ‘con-
gruity.” to catch nonfunctional desires. As for the previous
we quantified the seven shopping centre @Rits presented
by Sing and Prashar (2013) to mirror the Eent construct
‘shopping’—these traits are characteristic to a shopping
centre and controllable by the administration. The connec-
tion among ‘shopping’ and ‘loyalty” was critical, subse-
quently which supported H1.

All seven indicator variables reflective of shopping mall
image had mean value more than 4.29/5, which shows that
efforts have been put it by management to deliver these
characteristics. As the factors are relied upon to have inter-
item relationship and the consideration or removal of a
measure 1sn’t intended to modify the applied concept of
the latent construct of interest, shopping centre image it
will be wrong to come to any conclusion with respect to
the general commitment of one reflect or variable con-
trasted with the others. In any case, while a correlation
was expected from these items, some exceptions can also
be made: no correlation existed between merchandise and
atmospherics or security and also no correlation was seen
between food and service and atmospherics (p > 0.05 for
all correlations). The only correlated variables out of all
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seven items were accessibility and entertainment recom-
mend that entertainment is often “neglected” along with
food and security when it comes to molding the shopping
mall image.

There was no significance of gamma coefficient between
‘congruity” and ‘loyalty’ which failed to support H2. This
result was not expected. Almost 40 years ago, suggested
that “[M]any retailers would benefit from defining their
business as being part of the social-recreational industry.”
An empirical support was provided by Malik and Hanafi
(2018) about the shopping experience at department store
that concluded that “our insights suggest expending effort
that boosts one’s status or self-esteem could be a viable
differentiation strategy as it 1ld create social value.”
In this study, we can see that a significant correlation exist
between two indicator variables reffg@ting the ‘congruity.’
when one of the variable measured congruity between the
people’s self-idea and the shopping centre image, angghe
other measured congruity between the consumers’ self-
image and their view of different clients at the shopping
centre, however the relationship between ‘congruity’ and
‘loyalty” had no significance. The mean value for these two
indicator variables were 3.67/5 and 4.10/5, respectively,
but regardless of such high means, it had not translated
into loyalty. It can be suggested that the reason behind this
could be the low ranking of Indonesians in Individualism
and Indulgence. Conceding that they like to enjoy shop-
ping and satisfy wants through utilization would appear
to run counter l(n'lt‘,st‘, hidden social inclinations. In any
case, we firmly caution against reasoning that congruity
and shopping practices have no relationship. Till to-date
research has been saturated with a Western point of view
that recommends there 1s a social measurement to retail
chain shopping that ought not to be disregarded.

In any case, maybe the absence of a huge relationship
1s progressively trite: there are other top of the line shop-
ping centres in Surabaya, Indonesia, and these shopping
centres might just additionally rate high on congruity, con-
sequently loyalty is not driven by congruity, yet rather
attributes of the shopping@gentre that shape its image.
We along these lines urge further research to investigate
this potential relationship and to dissect these various per-
spectives. A culturally diverse correlation could reveal
msight into the Hofstedian view, and intra-city shop-
ping centre examination could uncovcrﬂc role, assuming
any, of congruity and consumer loyalty among Indonesian
customers.
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