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Abstract 
Customer purchase depends on various factors including the context where the purchase 
takes place. Customer purchase through online platforms differs greatly from customer 
purchase that takes place at physical premises. Even at the physical premises, the extent of 
purchase might vary depending on the products offered, the environment, the value received 
by customers and the price charged by the retailers. The present study is important to identify 
factors that lead to customer purchase intention by looking at selected factors consisting of 
products offered, the environment, the value received by customers and the price charged. 
These factors are hypothesized to influence customer satisfaction that will subsequently lead 
to purchase intention. This study used correlational research design to answer the research 
question. Using a hierarchical regression analysis to analyze 157 responses collected via 
online survey from customers at a particular mall in Malaysia, the findings indicate that price 
and product offerings are directly related to purchase intention and customer satisfaction 
does not mediate the relationship between these factors and purchase intention. The findings 
contribute to the existing body knowledge in terms of the factors the influence purchase 
intention among customers of a shopping mall. Future studies are encouraged to confirm the 
findings of the present study using different study settings.  
Keywords: Purchase Intention, Customer Satisfaction, Price, Product Offerings, Value, 
Servicescape, Shopping Mall 
 
Introduction 
Going to shopping malls during the weekends has become a common phenomenon. But this 
activity does not apply to all shopping malls since customers are becoming more choosy in 
deciding where they should spend their time together with their family members during the 
weekends. It is evident when some shopping malls are so crowded but some others are not 
able to attract customers to their premises. There must be explanations for this scenario. 
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Therefore, this study was carried out to investigate the factors that lead customers to 
purchase products at certain shopping malls.  
 
Customers have various options when engaging in purchase behavior (Isa et al., 2020; Mumin, 
& Grace, 2021). They can choose to purchase their desired products via online platforms or 
perform conventional purchasing activities by visiting the retailers’ physical premises (Mumin, 
& Grace, 2021). For the second option, customers can decide to go to smaller retail outlets or 
visit a shopping mall where there are many retail outlets pooled together at one big location. 
A variety of products are offered at this shopping location with different price tags. This paper 
will discuss the important factors that will influence customer purchase decision.  
 
The first important factor is product offerings. At shopping malls, many retailers are offering 
a variety of products ranging from electronic devices to clothes and daily necessities. 
Therefore, shopping malls can be regarded as a one-stop center for those who want to 
purchase many items simultaneously. Studies have shown that customers are satisfied with 
their shopping experience when they can find what they want during the visit and their 
satisfaction will lead to purchase intention (Watanabe et al., 2019). Satisfied customers will 
return as evidenced in many previous studies (Phan et al., 2021).  
 
The second factor that is worth to consider is price. Most customers prefer to shop when 
there are sales promotion, especially during festive seasons, and during the weekends 
(Vranceanu et al., 2020). Retailers have use this strategy effectively to attract customers to 
their shops. The strategy includes discounts, free gifts, vouchers, and others that they think 
will lure customers to purchase their products (Kaveh et al., 2021). Studies have shown that 
sales promotion will lead to purchase intention, regardless of the types of sales promotion 
(Mkedder et al., 2021; Rachmawati et al., 2019; Xiao et al., 2019). 
 
The next factor is value of the product purchased. Previous researchers have linked value with 
price of product purchased. High priced products are perceived to have high value. 
Conversely, low priced products are perceived to carry low value (Salem, & Chaichi, 2018). 
Since shopping malls offer a variety of products with various price tag, customers have options 
to choose products that they prefer. Previous studies have proven that the product value will 
lead to customer satisfaction and subsequently will affect their purchase intention (Anwer et 
al., 2020; Fernandes & Barfknecht, 2020; Yusof et al., 2021; Peng, & Chen, 2019).  
 
Another factor that should be included in the discussion is servicescape that refers to the 
elements of the service environment including ambiance, layout, temperature, background 
music and other environmental factors. Customers prefer the shopping environment to be 
conducive so that they can make purchase decision without much interruptions. Studies have 
established the link between servicescape and customer satisfaction, simultaneously will lead 
to purchase intention (Ali et al., 2021; Mukherjee et al., 2021; Upadhyaya et al., 2018).  
 
With regard to the relationship between customer satisfaction and purchase intention, there 
is a positive linear relationship between the two constructs. Higher satisfaction will lead to 
higher purchase intention. In the context of shopping mall, customers who are satisfied with 
their shopping experience will surely engage in purchase behaviour. This claim is supported 
by previous studies (Phan, et al., 2021; Vasquez & Vera-Martinez, 2020). However, another 
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study found that satisfaction is not a factor of purchase intention (Garcia & Curras-Perez, 
2020). These inconsistent findings open up an avenue for further studies in this area. 
 
The influence of these four factors on customer satisfaction and purchase intention of 
customers in the context of the shopping mall need to be tested since limited studies have 
been conducted in this area. The findings are useful to the retailers and mall management to 
devise the right strategies to attract customers to their premises.  
 
Methodology 
This study falls under the category of quantitative study and sub-category of correlational 
research design since it is meant to test the moderating role of customer satisfaction on the 
relationship between certain pertinent factors and customer purchase intention. The 
research instrument was developed by adopting and adapting the existing established items 
from previous studies that were used to measure the intended variables. The instrument was 
validated by the two experts from the marketing field at the Faculty of Business and 
Management, UiTM Malaysia. 
 
The questionnaire was distributed via online platform (Google Form) to customers who 
recently visited shopping malls in the area of Klang Valley since many popular shopping malls 
are located in this area. Online data have become the new norm in research (Rahmi et al., 
2020) especially during the pandemic era. A screening item was included in the questionnaire 
to ensure that only the right respondents participate in the survey. Whats-apps groups were 
utilized to get the expected number of responses. A snowballing technique was used by asking 
the respondents to forward the survey questionnaire to their friends and relatives who have 
visited shopping malls recently (within the period of one month).  
 
After the lapse of two weeks, a total of 157 responses were received. This number is sufficient 
to test the assumptions made earlier regarding the associations among the variables. Factor 
analysis and reliability analysis were performed to ensure that the data are valid and reliable 
to be used in this study. Using multiple regression analysis, the factors that influenced 
purchase intention was confirmed. In addition, the mediating role of customer satisfaction 
was tested using the a series of multiple regression analysis.  
 
Data Analysis and Findings  
Descriptive analysis was performed to examine the distribution of data of the study. As shown 
in Table 1, male and female respondents were quite fairly represented with 76 males and 81 
females. With regard to age distribution, majority of respondents or 69 respondents aged 
between 29 and 38 years old, followed by those aged between 39 and 48 years old, which is 
represented by 36 respondents. From 157 respondents, majority of them or 114 respondents 
(72.6%) were married. It shows that those visit the shopping malls are married and shop 
together with their family members.  
 
Regarding their monthly income, most customers received monthly salary less than 
RM3,000.00. A total of 45 respondents received between RM3,000.00 and RM5,000.00. The 
next group refers to those who received between RM5,000.00 and RM7,000.00 which is 
represented by 28 individuals. They said that their income levels remain the same during the 
COVID-19 pandemic. Looking into their education levels, majority of respondents or 81 
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individuals had bachelor degree while 44 respondents had diploma as their highest education 
level obtained. 
 
Pertaining to the employment sector the respondents were affiliated with, majority of them 
or 72 respondents worked in the private sector, while 32 respondents worked in the 
government agencies. A total of 27 respondents were self-employed while 17 respondents 
were students studying in the nearby higher learning institutions. These statistics show that 
customers who are the frequent visitors of the shopping mall are categorized in low and 
middle income groups. This information is useful for the shopping mall retailers and 
management to develop the right strategies to attract them. 
 
Table 1 
Respondents’ Profile 

Variable Description Frequency Percentage 

Gender Male 76 48.4 

 Female 81 51.6 

Age 18-28 years old 23 14.6 

 29-38 years old 69 43.9 

 39-48 years old 36 22.9 

 49-58 years old 12 7.6 

 59 years old and above 10 6.4 

 Below 18 years old 7 4.5 

Marital Status Married 114 72.6 

 Single 43 27.4 

Monthly Income Less than RM3000 78 49.7 

 RM3001-RM5000 45 28.7 

 RM5001-RM7000 28 17.8 

 RM7001-RM9000 2 1.3 

 RM9001 and above 4 2.5 

Income Change No  113 72.0 

 Yes  44 28.0 

Education Level Bachelor’s degree  81 51.6 

 Diploma  44 28.0 

 Master’s degree 11 7.0 

 Doctoral degree  3 1.9 

 High school 18 10.8 

Occupation Government sector 32 20.4 

 Private sector 72 45.9 

 Self-Employed 27 17.2 

 Student 17 10.8 

 Housewife 7 4.2 

 Retired 2 1.2 

 
A series of factor analysis was performed to examine the dimensionality of items measuring 
the variables involved in the study. The first factor analysis was performed for the items used 
to measure purchase intention (the results are shown in Table 2). A principal factor analysis 
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with varimax rotation was used. The KMO value of .833 indicates that the correlation matrix 
is sufficient for factor analysis to be conducted. It is supported with the MSA values that range 
from .774 to .880 that show that the correlation is adequate for each item. A total of five 
items were tested and the result of factor analysis indicates the existence of a single factor to 
measure purchase intention.  
 
Table 2 
Result of Factor Analysis of the Dependent Variable (Purchase Intention) 

Items 

Component 

1 

I will positively recommend [the name of the mall] brand to other 
people. 

.955 

I feel good about my decision to purchase products from [the 
name of the mall] brand. 

.926 

I intent to purchase again from this store’s brand in the future. .926 
Overall, I am satisfied about my purchase of goods from [the 
name of the mall]. 

.919 

I frequently purchase from [the name of the mall] brand. .903 

% of variance explained 85.76 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .833 
Bartlett's Test of Sphericity Approx. Chi-Square 948.760 

df 10 

Sig. .000 
MSA  .774-.880 

Extraction Method: Principal Component Analysis 
 
The second factor analysis was performed on three items measuring customer satisfaction. 
The KMO value of .693 is above the above the threshold value of .6 indicating that the 
correlation matrix is sufficient to proceed with factor analysis. The MSA values ranging from 
.623 to .900 support the suitability of factor analysis. The variance explained in the model is 
88%, which is higher that the minimum value of 60%.   
 
Table 3 
Result of Factor Analysis of the Mediator Variable (Customer Satisfaction) 

Items 

Component 

1 

I am satisfied with what [the name of the mall] offers. .960 
The offerings at [the name of the mall] are better than I expected. .973 
The offerings of [the name of the mall] are ideal. .893 

% variance explained 88.82 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .693 
Bartlett's Test of Sphericity Approx. Chi-Square 522.776 

df 3 

Sig. .000 
MSA  .623-0.900 
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Extraction Method: Principal Component Analysis 
 
The third factor analysis was performed to examine the dimensionality of items measuring all 
four independent variables (servicescape, price, product offerings, and value). The KMO value 
of .901 shows that the correlation matrix of the items measuring the constructs is sufficient 
to proceed with factor analysis and MSA values ranging from .848 to .925 further support the 
assertion. Four factors are extracted from the analysis, which have high factor loadings 
ranging from .691 to .872. The four factors explain 89.32% of the variance in the model.  
 
The first component contains four items measuring servicescape, with factor loadings ranging 
from .826 to .872, which explain 26.4% of the variance. The second component contains three 
items used to measure price, which explain 23.1% of the variance. The loadings for this 
component are between .783 and .858. The third component also contains three items 
measuring product offerings. This component explains 21.17% of the variance with loadings 
ranging from .716 to .836. Lastly, the fourth component reflects items used to measure value. 
This component explains 18.65% of the variance. The loadings are in the range of .691 
and .762. 
 
Table 4 
Result of Factor Analysis of the Independent Variables  

Items 

Component 

1 2 3 4 

Servicescape .872    
The quality of the air conditioning in [the name of the mall] 
makes my presence comfortable. 

.844    

The atmosphere and decorations in [the name of the mall] 
encourage me to revisit it again. 

    

[The name of the mall] is always clean. .838    
[The name of the mall] has a pleasant environment created 
by music. 

.826    

Price     
Price deals from[the name of the mall] are frequently 
offered. 

 .858   

Seasonal promotions in [the name of the mall] are available.  .800   
Price deals for [the name of the mall] are attractive.  .783   
Product Offerings     
I was satisfied with [the name of the mall] Online Delivery 
services. 

  .836  

I am satisfied with the way [the name of the mall] Online 
Delivery app carried out transaction. 

  .787  

I always subscribe to [the name of the mall]Online Delivery 
promotions. 

  .716  

Perceived Value     
[The name of the mall]  provides excellent value to its 
customers. 

   .762 

[The name of the mall] offers products and services that are 
good value for money. 

   .737 
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The products and services of  [the name of the mall]  are 
reliable. 

   .691 

% variance explained (89.32) 26.41 23.10 21.17 18.65 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .901 
Bartlett's Test of Sphericity Approx. Chi-

Square 
2505.805 

df 78 

Sig. .000 
MSA  .848-

.925 

Extraction Method: Principal Component Analysis 
 
Correlation analysis was used to test the convergent and concurrent validity of the variables. 
As shown in Table 5, factors measuring the independent variables have moderate to high 
correlations, indicating a convergent validity of the independent variables. The lowest 
correlation is found between value and servicescape (r=.564; p<.01) whereas the highest 
correlation is discovered between value and product offerings (r=.830; p<.01).  
 
The concurrent validity can be established by examining the relationship between the 
independent variables and the dependent variable as well as the mediating variables. All 
independent variables show low to moderate correlations with the mediating variable. The 
lowest correlation is found between servicescape and customer satisfaction (r=.289; p<.01) 
and the highest correlation is between value and customer satisfaction (r=.512; p<.01).  
 
For the relationship between all other variables and the dependent variable, the lowest 
correlation is between customer satisfaction and purchase intention (r=.484; p<.01) while the 
highest correlation is between product offerings and purchase intention (r=.886; p<.01). The 
results also show the potential mediating effect of customer satisfaction on the relationship 
between the independent variables and purchase intention among customers of a shopping 
mall.  
 
Reliability analysis was also performed on the items measuring each factor and the results are 
also presented in Table 5 (in the parentheses along the diagonal). The results show that all 
items are highly reliable to measure each of their intended constructs with the lowest 
Cronbach’s alpha of .920 for servicescape and the highest Cronbach’s alpha of .957 for value. 
Since all the preliminary tests show that the data are good for analysis, the subsequent 
analysis that is multiple regression analysis was carried out.  
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Table 5 
Result of Correlation Analysis 

No  1 2 3 4 5 6 

1 Servicescape (.920)      

2 Price .564** (.956)     

3 Product Offerings .559** .739** (.949)    

4 Value .538** .786** .830** (.957)   

5 Customer Satisfaction .289** .448** .451** .512** (.931)  

6 Purchase Intention .560** .767** .886** .818** .484** (.955) 

Notes: **. Correlation is significant at the 0.01 level (1-tailed); N=157; Cronbach’s alphas are 
along the diagonal in the parentheses. 
 
The subsequent analysis that is a multiple regression analysis is meant to confirm the 
influence of the four independent variables on customer satisfaction (the mediating variable). 
This is to establish the first path out of the three required paths when testing the mediating 
effect of a variable (refer Baron & Kenny, 1986). From the summary of the regression model, 
the R2 of .274 indicates that 27.4% of the variance in the model is explained by the four 
independent variables. This indicates that more factors should be considered when assessing 
customer satisfaction in the context of shopping mall customers. The regression model is 
significant (F(4,141)=13.312; p<.01). 
 
Table 6 shows that only value is a significant predictor of customer satisfaction (β=.377; 
p<.05). The other three independent variables are not significant. It shows that customers 
prefer value of the product purchased over other factors when visiting shopping malls. The 
finding is consistent with that of prior studies (Anwer et al., 2020; Fernandes & Barfknecht, 
2020; Yusof, et al., 2021; Peng & Chen, 2019). Since shopping malls gather many retailers at 
a location, it is easier for customers to compare the products and to choose the product the 
gives the highest value for their money. This will lead to their satisfaction when visiting 
shopping malls.  
 
Servicescape, product offerings and price of products are something that do not excite them 
since these factors are considered as the “must have” features of the shopping malls. 
Although servicescape is a unique feature of a shopping mall but customers do not regard it 
as an important factor that determines their satisfaction and purchase intention. Servicescape 
(e.g. background music) can generate both positive and negative emotions. Previous study 
found that only positive emotions will affect purchase intention (Hsu et al., 2021). Similarly, 
product offerings and price are not the predictor of satisfaction because too many products 
offered with different price tags might create confusion to customers. As highlighted by 
Demirgunes (2018) that shopping hesitation has a positive relationship with price/value 
consciousness, risk averseness, confused by overchoice and time pressure. 
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Table 6 
Result of Multiple Regression Analysis (Customer Satisfaction as the Dependent Variable) 

Variables Standardized Beta 
Coefficients  

t Sig. 

Servicescape .003 .037 .971 

Price .075 .596 .552 

Product Offerings .091 .586 .559 

Value .377 2.343 .021* 

R .524   

R2 .274   

Adjusted R2 .254   

F value 13.312   

Sig. F value .000   

Durbin Watson 1.834   

Notes: * sig. at the 0.05 level. 
 
The next step is to test the mediation effect of customer satisfaction on the relationship 
between the independent variables and purchase intention. A 2-step hierarchical regression 
analysis was performed. In the first step, the independent variables and the dependent 
variable were entered into the regression equation. Next, the mediator was entered into the 
equation. The results are shown in Table 7.  
 
Looking at the direct relationship between the independent variables and purchase intention, 
two factors are found to be significant predictors. They are price (β=.127; p<.01) and product 
offerings (β=.834; p<.01). Servicescape and value are not significant to influence purchase 
intention. Customer purchase intention when visiting shopping malls is determined by price 
of products and product offerings. At shopping malls, a variety of products can be found and 
the price ranges from very low to very high. It is up to customers to choose. Servicescape and 
value, on the other hand, are hard to be quantified and might not influence customers to 
purchase especially in the context of a shopping mall. As found by Demoulin and Willems 
(2019) that poorly managed social servicescape factors are the most irritating, and customers' 
irritation in turn decreases satisfaction, particularly in high-involvement settings.  
 
Examining the mediating effect of customer satisfaction on the relationship between the four 
independent variables and purchase intention, the third step applies (Baron & Kenny, 1986). 
To show a significant mediation effect, the inclusion of the mediator should significantly 
reduce the Beta value of the significant independent variables in the previous regression 
model (customer satisfaction served as the dependent variable). In this study, the Beta values 
of the independent variable was not significantly reduced and the mediator was not 
significant. Therefore, it can be concluded that customer satisfaction did not mediate the 
relationship between all four independent variables and purchase intention. The finding is 
similar with the one found by (Ilyas et al., 2020; Garcia and Curras-Perez, 2020).  
 
It can be summed up that when examining customer purchase intention during the shopping 
mall visit, two factors are important to consider, which are product offerings and price. The 
other two factors are not significant to influence their purchase intention. However, to satisfy 
customers, the product value plays a significant role since customers are happy when they 
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can optimize the return on their investment. Nevertheless, customer satisfaction does not 
lead to purchase intention. There are two things that need to be considered by the retailers 
and the shopping mall management; first, to satisfy customers; second, to make them 
purchase during their visit. 
 
Table 7 
Result of Multiple Regression Analysis (Purchase Intention as the Dependent Variable) 

Variables Standardized Beta Coefficients Remarks 

 
Without 
Mediator 

With 
Mediator 

 

Servicescape -.030 -.030 No mediation effect 

Price .127** .125** No mediation effect 

Product Offerings .834** .831** No mediation effect 

Value .060 .048 No mediation effect 

Customer Satisfaction  .032 Not sig. as a mediator 

R .972 .972  

R2 .944 .945  

Adjusted R2 .942 .943  

F value 593.398 477.873  

Sig. F value .000 .000  

Sig. F change .000 .178  

Durbin Watson  2.105  

Notes: ** sig. at the 0.01 level; * sig. at the 0.05 level. 
 
Conclusion 
Customer purchase intention has been researched extensively since the last few decades. 
Still, it continues to attract the attention of marketing researchers due to the occurrence of 
various events including the recent phenomenon of the COVID-19 pandemic. During the 
pandemic, public are allowed to visit retail outlets and shopping malls only to purchase 
necessities. Most customers prefer to shop at shopping malls from other retail outlets. This 
phenomenon creates a question of why they choose to shop at shopping malls. The present 
study was intended to identify factors that lead to customer purchase intention by looking at 
certain predictors comprising products offered, the environment or servicescape, the value 
received by customers and the price charged. A hierarchical regression analysis was 
performed to analyze 157 data collected via online survey from customers and the findings 
established that value is a significant predictor of customer satisfaction while price and 
product offerings are the significant factors of purchase intention. However, customer 
satisfaction does not mediate the relationship between these factors and purchase intention. 
These findings enrich the existing knowledge on customer purchase intention especially in 
the context of shopping malls. Retailers and shopping mall management can develop the right 
strategies based on the findings to attract customers to visit their shopping malls. 
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