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When Shopping and Leisure
Go Together in Malls.

User Experiences

in Barcelona

Nuria Codina, José V. Pestana, Marina Romeo,
Montserrat Yepes-Baldo

Abstract

The presence of shopping malls where people consume and practice lei-
sure has increased in recent decades. Given the importance of shopping
malls for both consumption and leisure, and the lack of studies that ex-
plain these behaviors in our context, this study describes the activities ac-
complished and the experience of visiting shopping centers in Barcelona.
The participants were 411 men and 379 women aged between 16 and
56 (M = 35.87, SD = 9.74); information was collected with a question-
naire, which included items about activities, frequency of attendance,
and evaluations of visiting the mall. The results offer a characterization
of Barcelona’s shopping-center users (by gender, age, what they do there,
and how malls are experienced), and add to the discussion about shop-
ping centers as placed-based leisure settings.
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Cuando las compras y el ocio van de la mano
en el centro comercial. Las experiencias
de los usuarios en Barcelona

Resumen

La presencia de centros comerciales donde las personas consumen y prac-
tican ocios ha aumentado en las Gltimas décadas. Dada la importancia de
los centros comerciales tanto para el consumo como para el ocio y la falta
de estudios que expliquen estos comportamientos en nuestro contexto,
este estudio describe las actividades realizadas y la experiencia de visitar
centros comerciales en Barcelona. Los participantes fueron 411 hombres
y 379 mujeres de 16 a 56 anos de edad (M = 35,87, SD = 9,74); la in-
formacidn se recopilé con un cuestionario que incluia elementos sobre
las actividades, la frecuencia de asistencia y las valoraciones de las visitas
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al centro comercial. Los resultados ofrecen una caracterizacién de los
usuarios de los centros comerciales de Barcelona (por género, edad, qué
hacen alli y cémo los experimentan) y contribuyen a la discusién sobre
los centros comerciales como lugares de ocio.

Palabras clave

Ocio, Centros comerciales, Actividades diarias, Comportamiento del

consumidor

1. INTRODUCTION

n her awarded novel What Was Lost, O’Flynn (2007)
I deals with the idea of shopping malls as a city attraction

and a plentiful place of fun, mystery, fear and illusions;
actually, the story illustrates the importance shopping
centers have gained over the years, not only from an eco-
nomical but also a psychosocial standpoint. In this sense,
Pratt & Pratt (1960) pointed out more than halfa century
ago the changes shopping malls had produced in behav-
joral patterns — either in consumption or social practices
— showing their relevance to social sciences.

In the case of Spain, the presence of shopping malls
has increased, especially since 1986, when the country
joined the European Union (AECC, 2016; Serrano,
1997) and this presence has contributed to the develop-
ment of new city landscapes, as well as new economical,
social, and cultural practices (Codina & Pestana, 2010;
Peralta Torres, 2002); furthermore, shopping malls have
become another axis of urban life, eliciting specific iden-
tification processes with the environment (Codina &
Pestana, ibid.; Jiménez-Dominguez, Becerra Mercado &
Olivera, 2009) and an attractive leisure tourism experi-
ence (Johnson, 2013; Rabbiosi, 2015; Zaidan, 2016).

The research shopping malls have generated has been
classified in two general tendencies (Manzo, 2005). The
first tendency deploys shopping malls as places that favor
retail activities, marginalizing huge sectors of the popula-
tion (Abaza, 2001; Langman, 1991; Padilha, 2006). The
other perspective underlines the variety of psychosocial
processes shopping malls can bring out, in addition to
consumer behavior (Roy & Tai, 2003; Holroyd, 2016).
Following this second tendency, buying anything in-
cludes other activities and experiences closely associated
to those of leisure (Jansen-Verbeke, 1987, 1991; Roberts,
1987; Wong & Wan, 2013).

The study of shopping malls from the leisure studies
standpoint can be included in the analysis of leisure as
placemaking (Henderson & Frelke, 2000), which means
that leisure goes hand in hand with the construction of
meaningful places, giving new tools to broaden the un-
derstanding of personal and social leisure cues (conjoint
visions of place and leisure issues, also in Hunt, 2008;

Smaldone, Harris & Sanyal, 2008). This idea had also
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been considered by Uzzell (1995), who specifically de-
scribed shopping malls as places that satisfy social, psy-
chological and physical needs through commercial, com-
munity and leisure facilities. In this sense, Erkip (2005,
p. 102) has described leisure at shopping malls as a prac-
tice merged not only with shopping but also “the urban
style in general”, and following this idea, Zaidan (ibid.,
p. 4) says that the combination of shopping and other
leisure options creates a “cosmopolitan-based shopping
experience”. Put differently, when studying shopping
malls, taking the leisure perspective into account may
enrich the set of experiences that visiting those spaces in-
duce (for a detailed analysis of the leisure characteristics
of shopping, see Timothy, 2005).

In Spain, research about shopping malls connect-
ed to the leisure perspective has remained almost unex-
plored, even though visiting shopping centers is consid-
ered a leisure activity for 42% of the Spanish population
(Garcia-Ferrando, 2006) and the Annual Report of Retail
in Spain (CBRE, 2017, p. 5) announces “new centres now
increasingly aiming to become places that people visit not
just to shop, but to socialise with friends and family”.
Consequently, shopping centers in Spain appear as a set-
ting for place-based leisure experiences, which should also
be considered. Specifically, this contribution is focused on
Barcelona’s shopping-mall visitors, taking into account
several of the activities they accomplish during their visits.

With regard to the main variables, which previous
contributions in shopping mall research have worked
with, different groups can be distinguished. For example,
socio-demographical variables associated with patterns
of attendance at shopping centers (Chebat, 1999; Che-
bat, Gélinas-Chebat, & Therrien, 2005; Kuruvilla, Joshi
& Shah, 2009), where combinations have shown some
users profiles to be gender and/or age-based (Jackson,
Stoel & Brantley, 2011). Another group includes the ex-
perience of visiting shopping malls (Baker & Wakefield,
2012; El Hedhli, Chebat & Sirgy, 2013; Gilboa & Vil-
nai-Yavetz, 2013; Michon, Chebat, & Turley, 2005;
Miller, 2014; Rabbiosi, 2015; Swinyard, 1998; Wesley,
LeHew & Woodside, 2006). Last but not least, there
is the importance of the activities performed while fre-




quenting the shopping malls (Bloch, Ridgway, & Daw-
son, 1994; Brochado, Oliveira, Rita & Oliveira, 2018;
Romeo, Codina, Yepes-Baldd, Pestana & Guardia, 2013;
Ruiz, Chebat, & Hansen, 2004; Sit & Birch, 2014). The
diversity of these activities demonstrates that the purpose
of going to shopping malls goes further than consump-
tion. In sum, drawing on the variables this literature has
pointed out, the present study aims to discover the activ-
ities accomplished at and the experiences of visiting malls
in Barcelona, in order to characterize their users by gen-
der, age, what they do there, and how shopping centers
are experienced, offering new trends about the potential
of shopping malls as placed-based leisure settings.

2. METHOD

2.1 Participants

The respondents were 411 men and 379 women, aged
16-56 yrs. (M = 35.87, SD = 9.74), from the Barcelona
Metropolitan Area (which includes 36 municipalities).
For analysis purposes, age values were divided into five
intervals: up to 19 years (1.9%), 20-29 (29.6%), 30-39
(32.7%), 40-49 (24.3%), and 50 plus (11.0%) — four
people (0.5%) did not give information about their age.
Distribution of the quotes was based on general popula-
tion statistical data available, according to the Catalonia
Statistics Institute (IDESCAT by its Catalan language
acronym: https://www.idescat.cat/tema/xifpo).

All subjects gave written informed consent prior to the
collection of the research data. The requirements of the
Ethics Committee of the University of Barcelona were
applied to the study, which meant that additional approv-
al for the research was not required as the data obtained
did not involve animal or clinical experimentation. Addi-
tionally, this study complies with the recommendations
of the General Council of Spanish Psychological Associ-
ations (Consejo General de Colegios de Psicélogos) and
the Spanish Organic Law on Data Protection (15/1999:
Jefatura del Estado, 1999).

2.2 Procedure, Instrument, and Data Analysis

An on-line panel was used to recruit the sample; panelists
were recruited by invitation from the research team. The
panel respected the privacy law previously acknowledged
by the panelists, also following the established empirically
tested guidelines covering the use of online panels (e.g.,
Scherpenzeel & Toepoel, 2012). The convenience sample
followed quotas for gender (men and women) and age
(from 15 to 64). They were admitted to the sample on
the basis of an initial screening question about having
visited any shopping mall in the Barcelona Metropoli-
tan Area in the week before collecting the data, using a
previously-tested ad hoc questionnaire. The final analy-
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sis included variables such as gender, age, frequency of
attendance (daily, weekly, monthly, or less than month-
ly), activities performed while visiting shopping centers
(listed according to the pilot test results), and evaluations
of the experience of visiting shopping centers (through
5-point scale-items response categories ranged from “To-
tally disagree’ to “Totally agree’). On average it took 12
minutes to complete the questionnaire.

The relationships among gender, age, frequency of at-
tendance, and the activities performed at the shopping
centers were explored with Pearson’s Chi square. Scores
obtained with the items for the experience of the vis-
it were analyzed with either Student’s t (in comparing
groups for gender and activities) or One-Way ANOVAs
(in the cases of age and frequency of attendance).

3. RESULTS

3.1 Attendance patterns and activities
performed while visiting shopping malls

The frequency of attendance to the shopping malls
showed that 33.4% of the participants were monthly vi-
sitors; 31.3%, weekly visitors; 31.1%, less than monthly
visitors; and only 4.2% visited the shopping mall daily.
No significant associations were found among the shop-
ping malls visited, frequency of attendance, gender and/
or age.

There were 24 activities the participants performed
during their last visit to the shopping mall (Table 1). Two
activities, performed by each of the 43.16%, included
buying clothes, shoes and home products and walking.
Activities performed by approximately one third of the
sample included buying food (36.84%), going to a res-
taurant (32.53%), and buying leisure products (29.62%).
Other activities to be underlined were going to movies
(21.14%), and trying electronic gadgets (14.68%). The
rest of the activities were performed by a small propor-
tion of participants, less than 10% of the total sample.

The performance of activities was associated with
gender and age variables (Table 2), as well as with the
frequency of attendance (Table 3). As Table 2 shows,
gender differences were observed in four activities: buy-
ing clothes, shoes and home products (7 = 341); buy-
ing leisure products (7 = 234); trying electronic gadgets
(n = 116); and window-shopping (7 = 14). The propor-
tion of women was higher than men in buying clothes,
shoes and home products (}* = 19.11; p < .001), as well as
in window-shopping (x* = 5.34; p < .05). Men were the
majority of the participants who had bought leisure prod-
ucts (x> = 20.83; p < .001) and tried electronic gadgets
(¢’ = 9.91; p < .05) during their visit to the shopping
center.

Age intervals were also significantly associated with
performing five activities at the shopping mall (see Ta-
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Table 1. Activities Accomplished at Shopping Malls (N = 790)
| N | %

Activities

Buying clothes, shoes and home products | 341 | 43.16
Walking 341 | 43.16
Buying food 291 | 36.84
Going to a restaurant 257 | 32.53
Buying leisure products 234 | 29.62
Going to movies 167 | 21.14
Testing electronic gadgets 116 | 14.68
Buying cleaning and perfume products 71 8.99
Testing perfume products 48 6.08
Listening to music 32 4.05
Watching a show / performance 16 2.03
Window-shopping 14 1.80
Having a coffee 14 1.80
Buying books 5 0.60
Buying other products (not specified) 10 1.30
Games 6 0.80
Going to the bar 5 0.60
Going to the hairdressing 4 0.50
Meeting somebody 2 0.30
Comparing prices 2 0.30
Going to the laundry 2 0.30
Services 2 0.30
Reading 2 0.30
Other activities (not mentioned above) 3 0.40

Note. More than one activity could be mentioned.

ble 2): buying clothes, shoes and home products (7 =
341), walking (7 = 341), buying food (7 = 291), testing
perfume products (72 = 48), and listening to music (7 =
32). Participants aged 30-39 predominantly bought food
(x> = 20.30; p < .001), listened to music (}* = 11.93;
p < .05), and tested perfume products (}* = 11.18;
p < .05). This group, as well as participants aged 20-29,

pointed out that they had just walked while visiting the
shopping mall (}* = 12.48; p < .05). Participants aged
20-29 were also the main group that bought clothes,
shoes and home products (x* = 11.07; p < .05).

These activities were also associated with the partici-
pants” frequency of attendance to those places (see Table
3). Weekly visitors tend to buy food (y* = 52.47; p <.001)
and cleaning/perfume products (x* = 33.17; p < .001),
as well as go to a restaurant (y* = 13.42; p < .05) and
to movies (x* = 15.56; p < .05). Even so, the proportion
of monthly visitors buying leisure products (y* = 7.46;
2 <.05) is slightly higher than that of the weekly amount.

In sum, activities performed in the shopping malls
appear to be associated with gender, age, as well as fre-
quency of attendance. Specifically, gender and frequency
of attendance are each significantly associated with four
activities, while age had significant associations with five
activities. Men were predominant among the partici-
pants who bought leisure products and tried electronic
gadgets; buying clothes/shoes/home products, and win-
dow-shopping were performed mainly by women. With
regard to the frequency of attendance, going to either
a restaurant or the movies was accomplished weekly, a
frequency which also characterized the performance of
buying cleaning and perfume products; buying leisure
products, in general, was performed monthly. Partici-
pants aged 30-39 were the majority of those who walked,
bought food, tested perfume products and listened to
music, while buying clothes, shoes and home products
was characteristic of participants aged 20-29.

3.2 Experiencing shopping malls

In valuing the experience of visiting shopping malls,
higher values were obtained with the statements “Their
clients are diverse’ (M = 3.65; SD = 0.86) and ‘I meet
people similar to me’ (M = 3.23; SD = 0.92). Lower
scores were given to the items about the shopping mall
as a meeting point (M = 2.98; SD = 1.03), as a place

Table 2. Prevalence (%) of Activities Accomplished at Shopping Malls According to Gender and Age

Activities Gender

Until 19 | 20-29 | 30-39 | 40-49 | 50 - more | NA

fﬁé’iﬁgﬁt’;ﬁz;&zes 341 | 43.1 | 569 | 19.11%*| 23 | 334 | 299 | 226 106 | 1.2 | 11.07*
Walking 341 | 51.0 49.0 0.24 1.8 34.0 34.3 20.5 9.4 0.0 12.48*
Buying food 291 | 52.1 47.9 0.00 1.4 20.9 36.0 29.8 11.6 0.3 | 20.30***
Buying leisure products 234 | 64.5 35.5 | 20.83*** 1.3 27.4 32.1 29.1 10.3 0.0 6.23
Testing electronic gadgets | 116 | 65.5 | 34.5 9.91* 3.4 27.6 | 345 | 259 8.6 0.0 3.57
Testing perfume products | 48 | 41.7 | 58.3 2.19 0.0 146 | 333 | 31.3 18.8 2.1 | 11.18*
Listening to music 32 | 625 37.5 1.46 9.4 28.1 34.4 25.0 3.1 0.0 | 11.93*
Window-shopping 14| 214 | 786 | 534 0.0 | 286 | 286 | 357 71 |oo0| 137

Note. Only includes activities with, at least, one significant association with either gender or age. * p < .05. *** p < .001.
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Table 3. Prevalence (%) Among Participants Who Accomplished Activities at Shopping
Malls According to Frequency of Attendance

Activities Frequency of attendance
. Less than

Daily | Weekly | Monthly monthly
Walking 341 5.3 32.6 33.1 29.0 2.92
Buying food 291 | 4.1 44.5 33.6 17.8 52.47%%*
Going to a restaurant 257 | 6.1 37.5 31.0 25.3 13.42*
Buying leisure products 234 | 3.0 34.6 37.2 25.2 7.46*
Going to movies 167 | 6.6 40.7 31.1 21.6 15.56*
Buying cleaning 71 | 28 | 60.6 | 254 113 | 33.17%
and perfume products

Note. * p < .05. *** p < .001.

in which we can meet people from our neighborhood
(M =2.71; 8D = 1.14), or the option of going to another
place if it were possible (M = 2.51; SD = 0.96).

Shopping mall experiences were associated with gen-
der and age. Men (M = 2.04; SD = 0.73) more than
women (M = 1.89; SD = 0.78) perceived shopping malls
as a meeting point (¢ = 2.71; p < .007). With regard to
age (information not tabulated), participants aged 20-29
and 30-39 considered shopping malls as a meeting place
(p <.012).

Experience perceptions that accompany visits to shop-
ping malls are associated with the frequency of attend-
ance (information not tabulated). With regard to the
experience of visiting them, for daily as well as month-
ly visitors, shopping malls show diversity in clients (p <
.001). Daily visitors also consider shopping malls as a
meeting point (p < .000), in which meeting people from
the neighborhood is possible (» < .000), whereas week-
ly visitors consider they meet people similar to them at
shopping malls (» < .000). Less than monthly visitors rat-
ed the statement ‘T would not come to the mall if there
were another place’ (p < .000) with the highest value.

As can be observed, the more people visit shopping
malls, the more they consider shopping centers as meet-
ing points. This experience is also manifested by men
(more than women), as well as by young adults (between

20-39 yrs. old).

3.3 The interplay between activities
and experiencing shopping malls

Shopping mall visit valuations were associated with the
activities performed while going there (Table 5); as a mat-
ter of fact, significant associations were found in activities
where percentages in the sample ranged from more than
40% to less than 10%. Hence, participants whose activ-
ity had been walking (43.16%), manifested their disa-
greement with the item related to not going to the mall if
there were another place to go (¢ = 2.10, p < .05). Buying

food (36.84%) is an activity where performers considered
shopping malls as a place in which it is possible to meet
people similar to them (z = 2.64, p < .001) and neigh-
bors (= 4.31, p < .001). Additionally, those who bought
food expressed that they would not have gone to another
place if it were possible (r = 1.97, p < .05). Participants
who had gone to a restaurant (32.53%), when visiting
the shopping mall, perceived their clients as diverse (¢ =
2.43, p < .05). Moreover, participants who had not gone
to a restaurant were those who perceived the shopping
mall as a meeting point (¢ = -3.62, p < .001).

Buying leisure products (29.62%) was another activity
whose accomplishment (or not) shows significant associ-
ations with shopping mall visit evaluations. So, partici-
pants who bought these products considered the shop-
ping mall as a place in which similar people are found
(r = 2.61, p < .001). With regard to going to movies,
participants that performed this activity (21.14%) val-
ued shopping malls as a place in which neighbors could
be found (z = 2.23, p < .05). Contrasting with this ten-
dency, participants that did not go to movies valued the

Table 4. Means and Standard Deviations Regarding
Perceptions of the Experience of Visiting Shopping
Malls (N = 790)

Experience of visiting malls ‘ M ‘ SD
I meet people similar to me 323 | 092
The mall is my meeting point 298 | 1.03
Their clients are diverse 3.65 | 0.86
I would not come to the mall if there 251 | 0.96
were another place to go

L;rrl:et people from my neighborhood 271 | 1.14

Note. Scores refer the following answer options:
1 = Totally disagree, 2 = Disagree, 3 = Neither disagree nor agree,
4 = Agree, 5 = Totally agree.
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Table 5. Group Differences Between Individuals Who Did or Did Not Accomplish Activities in Shopping Centers

on the Experience of Visiting Them

I meet people

Activities similar to me

The mall is my

meeting point

I would not come I . i

Their clients are | to the mall if there meetp eo? <

from my neigh-
borhood here

diverse

were another place

to go

Walki Yes (341 |3.24 {0.93 | 0.22 1.91 |0.77 |-1.98" |3.67 |0.87 [0.50 |2.38 |0.66 |0.51 [2.72|1.15 [0.22
aene No |449 |3.22 [0.91 202 10.75 3.64 | 0.86 2.36 |0.69 2.70 | 1.13
Buying clothes, Yes |341 |3.26 [0.90 | 0.92 1.97 |10.76 | 0.87 |3.70 |0.84 |1.34 |2.43 |0.66 |2.10" [2.77 |1.12 |1.42
shoes and home
products No | 449 [3.20 |0.93 1.97 |0.75 3.61 [0.88 2.32 10.68 2.65|1.15

Yes | 291 [3.34 |0.86 | 2.647 [1.96 |0.72 |-0.44 [3.70 |0.81 |1.13 |2.43 |0.64 |1.97° |2.93|1.08 [4.31"
Buying food

No (499 [3.16 |0.95 1.98 [0.78 3.62 [0.89 2.33 10.69 2.57 | 1.15
Going to Yes [257 |3.24 [0.98 | 025 [1.83 |0.76 |-3.627[3.76 [0.88 |2.43 [2.40 [0.70 [0.89 [2.74 [1.17 [0.58
a restaurant No [533 [3.22 |0.89 2.04 |0.75 3.60 [0.85 2.35 |0.66 2.69 | 1.12
Buying leisure Yes 234 |3.36 0.89 | 2.617 [1.91 |2.77 |-1.53 [3.68 [0.79 |0.63 238 [0.67 [0.35 [2.68 |1.10 |-0.34
products No |556 |3.17 [0.93 2.00 [0.75 3.64 [0.89 2.36 [0.68 2.711.15

Yes | 167 |3.05 [0.96 |-2.76"|1.82 |0.78 |-2.817"|3.68 [0.87 |0.53 |2.26 [0.72 |-2.12"|2.88 |1.14 |2.23"
Going to movies

No [623 [3.28 |0.90 2.01 |.75 3.64 |0.86 2.39 10.66 2.66|1.13
Buying cleaning | Yes |71 [3.39 [0.85| 1.69 |1.89 |0.78 |-0.94 |[3.77 |0.83 |[1.31 |2.52 |0.62 |2.14" [2.90 | 1.09 |1.57
and perfume
products No | 719 |3.21 [0.92 1.98 |0.76 3.64 [0.87 2.38 0.68 2.69 | 1.14

Note. * p <.05.** p <.001.

shopping mall as a meeting point (z = -2.81, p < .001)
where similar people can be found (7 = -2,76, p < .001),
also disagreeing with the affirmation concerned with not
going to the shopping mall if there were another place to
go (r=-2,12, p < .05). In addition to this, participants
who bought perfume and cleaning products (8.99%) at
the shopping mall manifested their disagreement with
the item about not going to the shopping mall if another
place were available (¢ = 2.14, p < .05).

In sum, these associations brought to light which ac-
tivities are more linked to the experience of visiting shop-
ping malls. Going to the movies was the activity that
offered the highest number of significant associations
(four), followed by buying food (three significant asso-
ciations), and going to a restaurant (two). Activities that
only showed one significant association were: walking;
buying clothes, shoes and home products; buying leisure
products; and, buying cleaning and perfume products.
With regard to the items for the experience of visiting
the shopping malls, the statement with more significant
associations (four) was ‘I would not come to the mall if
there were another place to go’; three significant associ-
ations were observed with the statements ‘I meet people
similar to me’ and “The mall is my meeting point’. Two
significant associations with the activities was the case of
the item ‘T meet people from my neighborhood here’.
Finally, one significant association was observed with the
item “Their clients are diverse’.
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4. DISCUSSION

This research about shopping malls in the Barcelona
metropolitan area confirms previous findings from other
contexts. It also offers new trends to be studied in future
research, especially for place-based leisure experiences in
similar settings (e.g., Codina & Pestana, 2010; Jansen-Ver-
beke, 1987, 1991; Roberts, 1987; Romeo et al., 2013).

Activities have been considered behavioral varia-
bles complementary of socio-demographical indicators,
which allow us to go into depth about retailing issues (see
Bloch et al., 1994; Gilboa, 2009; Rabbiosi, 2015; Ruiz
et al., 2004; Sit & Birch, 2014). In this sense, our data
reveals characteristics about Barcelona’s shopping mall
users, according to what they do (including their pattern
of attendance) related to their gender and age. Specifical-
ly, a higher proportion of women was found in buying
clothes, shoes and home products and in window-shop-
ping, while men were the majority in buying leisure
products and testing electronic gadgets. With regard
to age, participants aged 30-39 predominantly bought
food, listened to music and tested perfume products; this
group, as well as the group aged 20-29, just walked while
visiting the shopping center (participants aged 20-29
were also the majority in buying clothes, shoes and home
products). These segmentation issues could be completed
with information about socio-economic indicators such
as income, or the time distribution people have during
either workdays or weekends.




Moreover, it should be mentioned that all the activ-
ities performed in the shopping malls were not directly
addressed to consumption (especially the most accom-
plished); so walking, testing products, listening to music
or watching a show/performance do not explicitly imply
buying. Considering this, further research should take
into account not only the type but also the meaning any
activity has for the person that accomplishes it. Put dif-
ferently, activities not related explicitly with consump-
tion may be useful for promoting attendance of shopping
malls, specifically if they are addressed to the targets that
predominantly perform the activities. In this sense, the
role shopping malls play as a meeting point can be un-
derlined, especially when it seems that there is a lack of
other places for meeting with the same things to offer
shopping malls do.

Even though our data does not allow for specifying the
causal influences among activities and visit valuations,
these results encourage further research to address pre-
cisely whether, in shopping malls, activities favor certain
experiences or vice versa. Additionally, differences related
to age groups in experiencing shopping malls not only
advertise the diversity of needs shopping centers cover for
different ages, but also suggests the changes that current
users will experience across their lifespan.

By demonstrating the interaction between activities
with visit evaluations in shopping malls, this research
manifests the potential for placed-based leisure in this ur-
ban setting within Barcelona’s metropolitan area. In this
sense, future studies with other groups and from different
contexts will offer new data to develop the idea of shop-
ping malls as spaces for place-based leisure.

References

Abaza, M. (2001). Shopping Malls, Consumer Culture and
the Reshaping of Public Space in Egypt. Theory, Culture &
Society, 18, 97-122.

Asociacién Espanola de Centros Comerciales (AECC)
(2016). Los centros comerciales en Espana: una historia de
éxito. Retrieved from AECC: http://www.aedecc.com/cen-
tros-comerciales/

Baker, J., & Wakefield, K. L. (2012). How consumer shopping
orientation influences perceived crowding, excitement, and
stress at the mall. Journal of the Academy of Marketing Sci-
ence, 40, 791-806. do0i:10.1007/s11747-011-0284-z.

Bloch, 2. H., Ridgway, N. M., & Dawson, S. A. (1994). The
shopping mall as consumer habitat. Journal of Retailing, 70,
23-42.

Brochado, A., Oliveira, C., Rita, P, & Oliveira, F. (2018).
Shopping centres beyond purchasing of luxury goods: a
tourism perspective. Annals of Leisure Research, 1, 22. doi:
10.1080/11745398.2018.1522594

CBRE (2017) Key Features of the Retail Sector in Spain. Annu-
al Report. Retrieved from: https://www.cbre.co.in/-/media/
cbre/countryspain/documents/research/spain/inf-retail-
2016-2017-ingles.pdf

NURIA CODINA, JOSE V. PESTANA, MARINA ROMEO, MONTSERRAT YEPES-BALDO

Chebat, J. C. (1999). Effects of time day shopping behavior.
Perceptual & Motor Skills, 88, 421-422.

Chebat, J. C., Gélinas-Chebat, C., & Therrien, K. (2005). Lost
in a mall: The effects of gender, familiarity with the shop-
ping mall and the shopping values on shoppers’ wayfinding
processes. Journal of Business Research, 58, 1590-1598.

Codina, N., & Pestana, J. V. (2010). Los centros comerciales
como espacios de ocio en Barcelona. Sus dindmicas en el
proceso de apropiacion espacio-temporal [Shopping malls
as spaces for leisure in Barcelona. Their dynamics in the ap-
propriation of space and time]. In I. Lazcano & J. Doistua
(eds.), El espacio y la experiencia de ocio: consolidacion, trans-
formacion y virtualidad (pp. 77-93). Bilbao: Universidad de
Deusto.

El Hedhli, K., Chebag, J. C., & Sirgy, M. J. (2013). Shopping
well-being at the mall: Construct, antecedents, and con-
sequences. Journal of Business Research, 66(7), 856—863.
doi:10.1016/j.jbusres.2011.06.011.

Erkip, F. (2005). The rise of the shopping mall in Turkey: the
use and appeal of a mall in Ankara. Cities, 22, 89-108.

Garcia-Ferrando, M. (20006). Posmodernidad y deporte: Entre la
individualizacion y la masificacion. Encuesta hdbitos deporti-
vos de los espanoles 2005 [Postmodernity and Sport: between
individualization and massiveness. 2005 Survey of Span-
ish Sport Habits]. Madrid: Consejo Superior de Deportes.
Available at http://www.csd.mec.es/csd/sociedad-ca/encues-
ta-de-habitos-deportivos/encuesta-de-habitos-deportivos/

Gilboa, S., & Vilnai-Yavetz, I. (2013). Shop until you drop? An
exploratory analysis of mall experiences. European Journal of
Marketing,47,239-259.d0i:10.1108/03090561311285538.

Henderson, K. A. & Frelke, C. E. (2000). Space as a Vital Di-
mension of Leisure: The Creation of Place. World Leisure,
3, 18-24.

Holroyd, A. (2016). Perceptions and Practices of Dress-related
Leisure: Shopping, Sorting, Making and Mending. Annals
of Leisure Research, 19(3), 275 293.

Hunt, L. M. (2008). Examining State Dependence and Place
Attachment Within a Recreational Fishing Site Choice
Model. Journal of Leisure Research, 40, 110-127.

Jackson, V., Stoel, L., & Brantley, A. (2011). Mall attributes
and shopping value: Differences by gender and generational
cohort. Journal of Retailing and Consumer Services, 18(1),
1-9. doi:10.1016/j.jretconser.2010.08.002

Jansen-Verbeke, M. (1987). Women, shopping and leisure.
Leisure Studies, 6, 71-86.

Jansen-Verbeke, M. (1991). Leisure Shopping: A Magic Con-
cept for the Tourism Industry? Tourism Management, 12(1),
9 -14.

Jefatura del Estado. (1999). Ley orgdnica 15/1999, de 13 de
diciembre, de proteccién de datos de caracter personal [Or-
ganic law 15/1999, of December 13, protection of personal
data]. Boletin Oficial del Estado 298, 43088—43099.

Jiménez-Dominguez, B., Becerra Mercado, O., & Olivera,
A.R. (2009). Apropiacién publica del espacio en centros
comerciales de la zona metropolitana de Guadalajara [Space
public appropriation in shopping malls from the Guadala-
jara metropolitan area]. Medio Ambiente y Comportamiento
Humano, 10, 253-285.

Johnson, A. (2013). Its More Than a Shopping Trip: Leisure
and Consumption in a Farmers Market. Annals of Leisure

Research, 16(4), 315-331.

ANUARIO DE PSICOLOGIA | 49 55




WHEN SHOPPING AND LEISURE GO TOGETHER IN MALLS. USER EXPERIENCES IN BARCELONA

Kuruvilla, S.J., Joshi, N., & Shah, N. (2009). Do men and
women really shop differently? An exploration of gender dif-
ferences in mall shopping in India. /nternational Journal of
Consumer Studies, 33, 715-723.

Langman, L. (1991). Alienation and Everyday Life: Goffman
Meets Marx at the Shopping Mall. International Journal of
Sociology and Social Policy, 11, 107-124.

Manzo, J. (2005). Social Control and the Management of
“Personal” Space in Shopping Malls. Space and Culture, 8,
83-97.

Michon, R., Chebat, J. C., & Turley, L. W. (2005). Mall at-
mospherics: the interaction effects of the mall environment
on shopping behavior. Journal of Business Research, 58, 576-
583.

Miller, J. C. (2014). Affect, consumption, and identity at a
Buenos Aires shopping mall. Environment and Planning A,
46(1), 46-61. doi: 10.1068/a45730.

O’ Flynn, C. (2007). What was lost. Birmingham: Tindal Street
Press.

Padilha, V. (2006). Consumo e lazer reificado no universo
onirico do shopping center [Magnified consumption and
leisure in the dreaming universe of shopping center]. In V.
Padilha (ed.), Dialética do Lazer (pp. 126-155). Sao Paulo:
Cortez.

Peralta Torres, A. (2002). El hiper, de la distribucién a la accién
/ The Mall from Distribution to Action. Politica y Sociedad,
39, 181-192.

Pratt, S., & Pratt, L. (1960). The impact of some regional
shopping centers. Journal of Marketing, 25, 44-50.

Rabbiosi, C. (2015). Renewing a historical legacy: Tourism,
leisure shopping and urban branding in Paris. Cities 42(B),
195-203. doi: 10.1016/j.cities.2014.07.001.

Roberts, J. (1987). Buying leisure. Leisure Studies, 6, 87-91.

Romeo, M., Codina, N., Yepes, M., Pestana, J. V., & Guar-
dia, J. (2013). Data mining and mall users profile. Univer-
sitas Psychologica: Panamerican Journal of Psychology, 12(1),
195-207.

Roy, A., & Tai, S. T. C. (2003). Store environment and shop-
ping behavior: The role of imagery elaboration and shop-
ping orientation. Journal of International Consumer Market-

ing, 15,71-99.

56 ANUARIO DE PSICOLOGIA | 49

Ruiz, ]. P, Chebat, J. C., & Hansen, P. (2004). Another trip
to the mall: a segmentation study of customers based on
their activities. Journal of Retailing and Consumer Services,
11, 333-350.

Scherpenzeel A. C. & Toepoel, V. (2012). Recruiting a proba-
bility sample for an online panel: Effects of contact mode,
incentives, and information. Public Opinion Quarterly,
76(3), 470-490.

Serrano, J. M. (1997). Las grandes superficies comerciales en
Espana (hipermercados). Estudio de una realidad cambi-
ante [The big commercial areas in Spain (Shopping malls).
A study about a changing reality]. Investigaciones geogrdficas,
18, 55-80.

Sit, J. K., & Birch, D. (2008). Entertainment events in shop-
ping malls — profiling passive and active participation be-
haviors. Journal of Consumer Behaviour, 13, 383-392.
doi:10.1002/cb.1487

Smaldone, D., Harris, C., & Sanyal, N. (2008). The Role of
Time in Developing Place Meanings. Journal of Leisure Re-
search, 40, 479-504.

Swinyard, W. R. (1998). Shopping mall customer values: the
national mall shopper and the list of values. Journal of Re-
tailing and Consumer Services, 5, 167-172.

Timothy, D. J. (2005). Shopping Tourism, Retailing, and Lei-
sure. Bristol, UK: Channel View Publications.

Uzzel, D. L. (1995) The myth of the indoor city. Journal of
Environmental Psychology, 15, 299-310.

Wesley, S., LeHew, M., & Woodside, A. G. (2006). Consumer
decision-making styles and mall shopping behavior: Build-
ing theory using exploratory data analysis and the compar-
ative method. Journal of Business Research, 59(5), 535-548.

Wong, I. A., & Wan, Y. K. P. (2013). A systematic approach to
scale development in tourist shopping satisfaction: Liking
destination attributes and shopping experience. journal of
Travel Research, 52(1), 29-41.

Zaidan, E. A. (2016). Tourism shopping and new urban enter-
tainment: A case study of Dubai. Journal of Vacation Mar-
keting, 22(1), 29-41.




