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Teenagers are commonly seen socializing in the shopping mall but spaces within shopping malls occupied by teenagers have 

been under-researched especially in the Asian region. The objectives of this paper are to investigate spaces in the shopping 

mall that are mostly visited by teenagers, the association of motives with spaces visited and the association of time spent in 

the shopping mall with types of spaces visited. A survey of 236 teenagers within age 12 to 19 was conducted in three 

shopping malls in Klang Valley, Malaysia. SPSS 16.0 was used to analyze the data. The finding suggested that spaces such as 

clothing or accessories stores, cinemas, bookstores and bowling center are the most visited places by teenagers in a shopping 

mall. Teenagers visit the shopping mall to seek for entertainment, trend and releasing stress. Besides other entertainment 

places, teenagers found entertainment also from the clothing stores. Most of the teenagers spent one to five hours in a 

shopping mall where most of the spaces in the shopping mall can be visited within the time. This paper gives an 

understanding on how teenagers utilize space and the occupancies of teenagers in shopping malls for socialization. 
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1. Introduction 
Socialization is part of human development. People 
socialized in order to avoid loneliness and to feel 
secure (Borges, Chebat, & Babin, 2010). People love 
to be around their community. People seek for others 
for attention and approval. Socialization allows 
interaction and exchanging knowledge. Socialization 
can happen at any time and any places. 

In the rapid growth of urbanization, 
socialization now mostly occurs indoor. To be out of 
the weather and to be comfortable are some of the 
reason why urban dweller chooses to socialize in the 
indoor environment. Besides that, being safe are also 
encouraged indoor socialization. The example of 
indoor socialization can be seen in a shopping mall. 

Shopping malls is a quasi-public park as it is 
owned and regulated. As shopping malls are 
developed almost every year with newly added 

features by the mall managers; it has become a 
popular public space for people in urban areas to 
socialize. Teenagers are among the common groups 
that always being seen in the shopping mall. In terms 
of socializing in the shopping mall, there are 
extensive researches especially in business and 
marketing field where consumer preferences and 
comfort while shopping have become a priority in 
their studies. Besides, topics on teenagers and 
shopping malls are not a new topic anymore. 
Researches on teenagers hanging out in a shopping 
mall are also having been conducted for recent years 
(Mangleburg, Doney, & Bristol, 2004; Spilková & 
Radová, 2011). The research includes the 
servicescape, atmospheric effects towards emotion 
and satisfaction of teenagers while shopping and 
socializing (Massicotte, Michon, Chebat, Joseph 
Sirgy, & Borges, 2011). 
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However, there are only a few researches that 
touch on the spaces in the shopping mall that become 
preference among teenagers. People attached to 
spaces when they were familiar with the environment. 
When they are comfortable with the environment, 
therefore, they are willing to perform some social 
behaviors in the spaces (Hammitt, Backlund, & 
Bixler, 2006).  

The aim of this paper is to investigate spaces 
in the shopping mall that are mostly visited by 
teenagers, the association of motives with spaces 
visited and the association of time spent in the 
shopping mall with types of spaces visited. 
 
2. Literature review 
2.1. Socialization among teenagers 
Adolescence is a transitional stage of physical and 
psychological human development and most closely 
associated with the teenage years. During 
adolescence, there are at least two developmental 
needs for teenagers who are the need for places of 
social interaction and places of retreat. Places of 
social interaction occurred to be neighborhood, 
school and town center while home environment 
provide places for retreat (Clark & Uzzell, 2002). For 
teenagers, social interaction is essential towards their 
development as it allows them to learn things that 
prepare them to enter adulthood.  
 
2.2. Socializing in the shopping mall 
Shopping experience among consumers has long to 
be hedonic consumption. Hedonic consumption is the 
behavior that related to emotion, multisensory and 
fantasy aspects of consumption (Arnold & Reynolds, 
2003). People come to the shopping mall not only for 
shopping but also to socialize. In the shopping mall, 
they able to meet other people and interact with them.  

As for economic cost of entry, teenagers tend 
to hang out in a shopping mall to be with their friends 
(Tiwari & Abraham, 2010). They often come to 

browse but not to shop intentionally (Palan, 2012). 
Wide range of products, one-stop shopping and 
entertaining place to socialize with peers are among 
the reasons why Malaysian students favored shopping 
mall (Ahmed, Ghingold, & Dahari, 2005). They can 
explore, socialize and feel comfortable in such places. 
According to Clark and Uzzell (2002), shopping 
malls afford to get together with other people and  
the opportunities to interact with others. (Engels, 
Bevelander, & Anschu, 2011) 

There are several motives on why does 
teenagers come to a shopping mall. The main motive 
is to shopping. Teenagers love to shop when 
especially with their friends and parents (Borges et al., 
2010). Companion encourage the consumption of 
teenagers especially their peer’s influence. Therefore, 
varieties of product could encrourage them to shop 
while hanging out.  

Besides that, teenagers also seek for 
entertainment in the shopping mall (Smith, 1997). 
Bowling center, cinema, karaoke center are among 
favourite places for teenagers in Klang Valley to 
hang out with their friends. Other than that, shopping 
mall has also become a place for family outing (Sidin, 
Zawawi, Yee, Busu, & Hamzah, 2004). As teenagers 
are still attached with their family, their source of 
pocket money are also restricted. They do not have 
source of income therefore most of them buy things 
in the shopping mall with their parents.  

Other motives also include to release their 
stress and seeking for latest trend. Spending time in 
school throughout the week with school assigment 
lead to stress. Therefore they visit shopping mall to 
be in stimulating environment and explore different 
environment (Jamal, Davies, Chudry, & Mohamed 
Al-Marri, 2006). Beside that, fashion conciousness 
among teenagers have increased from time to time. 
By hanging around in the shopping mall, they have 
got to know the current trend and be in the trend 
(Ibrahim, Ghazali, & Zakaria, 2011). 
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3. Methodology 
This study was carried out in three shopping malls in 
Klang Valley, Malaysia in December 2013 to identify 
the preference of teenagers towards spaces in a 
shopping mall for socializing. Teenagers were 
approached outside the shopping mall as the 
restriction for any survey activity within the shopping 
mall compound is applied by the mall managers. The 
researcher assisted the respondents throughout the 
survey for any difficulties in understanding the 
questions and to reduce missing data. This survey 
was conducted during school holiday and started 
from 11 am in the morning for a month. Teenagers 
that were found outside the shopping mall were 
approached by the researcher and explained the need 
of this study. They are needed to fill up a set of 
self-administered questionnaire. The survey took an 
average of ten minutes to be completed. 250 sets of 
questionnaires were distributed, but only 236 sets of 
questionnaire are usable for further analysis. 
 
4. Result and discussion 
The data was examined by using SPSS. Descriptive 
analysis was used to analyze the socio-demographic 
profile of the respondents and spaces in the shopping 
mall that are mostly visited by teenagers. As the data  
are collected from multi-response questions, the data 
are nominal. Non-parametric test is used to analyze 
data that is not normal. The Chi-Square Test was 
used to analyze the association of motives with 
spaces visited and the association of time spent in the 
shopping mall with types of spaces visited.  
 
4.1 Respondent’s Profile 
236 usable responses were obtained from the survey 
fieldwork. From 236 respondents, the age range of 
the respondents is from 12 to 19 years old that is 
more than 19% of each age. The majority of the 
respondents age from 13 to 17 years old. The highest 
Malay respondents (91.1%) while the remaining are 

Indian (8.5%) and Chinese (0.4%). The gender of the 
respondents has no significant differences in female 
percentage is 53.4%, and male percentage is 46.6%. 

The result has shown that both of male and 
female teenage are both prefer to socialize in the 
shopping mall. The middle age teenagers are the 
highest number of visitors suggested that they are the 
groups that commonly seen in the shopping mall 
instead of others. One possible reason for the upper 
age teenagers to be less likely visiting the shopping 
mall may be down to maturity of visiting shopping 
mall in a large group. Other reasons might be due to 
the reason that they are already in higher learning 
education that less time are allocated to hanging 
around in a shopping mall. 
 
Table 1: Respondent’s profile 

Respondent’s 

particulars 
Frequency Percentage (%) 

Age 12 11 4.7 

13 45 19.1 

14 44 18.6 

15 39 16.5 

16 48 20.3 

17 36 15.3 

18 9 3.8 

19 4 1.7 

Gender Male 110 46.6 

Female 126 53.4 

Race Malay 215 91.1 

Chinese 1 0.4 

Indian 20 8.5 

  Total 236 100.0 

 
4.2 Spaces in the shopping mall that are mostly 
visited by teenagers 
The spaces in the shopping mall that are mostly 
visited by teenagers are shown in Table 2. The table 
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showed the number of respondents chose the types of 
spaces that are most visited by them every visit to the 
shopping mall. 
 
Table 2: Spaces in the shopping mall that are mostly 
visited by teenagers 

Spaces 
Responses Percent 

of Cases N % 

Clothing/accessories stores 141 12.4% 60.0% 

Cinema 116 10.2% 49.4% 

Bookstores 105 9.3% 44.7% 

Bowling center 97 8.6% 41.3% 

Supermarket 93 8.2% 39.6% 

Food court 92 8.1% 39.1% 

Game arcade 71 6.3% 30.2% 

Fast food restaurants 69 6.1% 29.4% 

IT/gadget shops 69 6.1% 29.4% 

Karaoke center 50 4.4% 21.3% 

Public park 42 3.7% 17.9% 

Rest area 35 3.1% 14.9% 

Theme park 44 3.9% 18.7% 

Education fair 30 2.6% 12.8% 

Exclusive restaurants 25 2.2% 10.6% 

Snooker center 22 1.9% 9.4% 

Interactive education exhibition center 22 1.9% 9.4% 

Archery center 10 0.9% 4.3% 

Total 1133 100.0% 482.1% 

  
Based on the table shown, the highly visited 

spaces by teenagers in a shopping mall is clothing/ 
accessories stores with 141 (12.4%) of respondents, 
followed by cinema with 116 (10.2%) of respondents, 
bookstores with 105 (9.3%) of respondents, bowling 
center with 97 (8.6%) of respondents, supermarket 
with 93 (8.2%) of respondents and food court with 92 

(8.1%) of respondents. Other spaces that are also 
visited by the respondents include game arcade 
(6.3%), fast food restaurants (6.1%), IT/gadget stores 
(6.1%), karaoke center (4.4%), public park (3.7%), 
rest area (3.1%), theme park (3.9%) and education 
fair (2.6%). Among the lowest visited spaces in 
teenagers are archery center with 10 (0.9%) of 
respondents, interactive education exhibition center 
22 (1.9%) of respondents, snooker center 22 (1.9%) 
of respondents and exclusive restaurants with 25 
(2.2%) of respondents. 
 Teenagers in Klang Valley are found to mostly 
visiting clothing stores, cinema and bookstores in 
shopping mall. The findings showed that these spaces 
are the favorite spaces of teenagers while hanging out 
in a shopping mall. The previous researches also 
outline that these are the spaces that often become 
teenagers destination in the shopping mall (Haytko & 
Baker, 2004; Smith, 1997; Spilková & Radová, 2011) 
 
4.3 The association of motives with spaces visited 
In order to understand why does the teenagers in 
Klang Valley visited those spaces as shown in Table 
1, the correlation between motives and spaces visited 
is determined. The association of these two variables 
will explain what is the intention of teenagers visiting 
those spaces in the shopping mall.  

The motives and spaces visited in the shopping 
mall were shown in Table 3. The table has been 
simplified and shown only the significant association 
between motives and spaces visited. The items 
correlate significantly but have poor relationships. 
There are three spaces that are found to be not 
significant towards any motives. The spaces are 
IT/gadget stores, public park and interactive 
education exhibition center and therefore it does not 
show in the table. 

In the Table 3, Shopping motive correlate 
significantly with three types of spaces that teenagers 
are mostly visited, which include book stores, 
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clothing/accessories stores, and supermarket. 
Entertainment motive has the highest number of 
spaces visited that correlate significantly with the 
motive. There are eleven types of spaces in the 
shopping mall that is significant include clothing/ 
accessories stores,  snooker center, bowling center, 
archery center, rest area, cinema,   game arcade, 
theme park, fast food restaurant and food court. There 
are five spaces correlate significantly with Seeking 
the trend which include clothing/accessories stores, 
bowling center, karaoke center, exclusive restaurants 
and fast food restaurants.  

In terms of Meeting friend motive, spaces that 
correlate with the motive is bowling center, cinema, 
karaoke center and game arcade. In Family outing 
motive, the five spaces include bookstores, 
supermarket, cinema, fast food restaurants and 
education fair. Releasing stress associated with 
spaces such as bowling center, archery center, cinema, 
karaoke center, theme park and food court. 

Based on the findings, teenagers in Klang 
Valley not only visited shopping mall for shopping 
but for entertainment, seeking trends, meeting friends, 
family outing and releasing stress. As entertainment 
is higher than shopping motivation, this finding 
shows that teenagers are hedonic shoppers and 
similar with the studies done by Haytko & Baker 
(2004) where girl teenage use shopping mall for 
freedom and social motives. 

Meeting up with friends in spaces such as 
bowling center and cinema are common among 
teenagers. These are the places that teenagers in 
Malaysia familiar with and often chosen as the 
meeting point for gathering (Malaysian Institute for 
Reseach in Youth Development, 2012). In Family 
outing, the choice of spaces is mostly influenced by 
their parents. The spaces chosen often visited by 
family are spaces that require a leisure and non-active 
physical activities in the spaces. 
Table 3: The association of motives with spaces 

visited (Chi-Square Test) 

Motive 
Spaces (correlation values) 

Space r p 

Shopping 

Bookstores  

Clothing/ accessories stores  

Supermarket  

0.002 

0.034 

0.011 

0.205** 

0.138* 

0.166* 

Entertainment 

Clothing/ accessories stores  

Snooker center  

Bowling center 

Archery center   

Rest area 

Cinema 

Game arcade  

Theme park  

Fast food restaurants 

Food court 

0.000 

0.032 

0.000 

0.017 

0.002 

0.000 

0.000 

0.002 

0.016 

0.011 

0.236** 

-0.140* 

0.277** 

0.156* 

0.196** 

0.404** 

0.239** 

0.199** 

0.157* 

0.165* 

Seeking trend 

Clothing/ accessories stores  

Bowling center  

Karaoke center 

Exclusive restaurants 

Fast food restaurants 

0.004 

0.008 

0.017 

0.037 

0.045 

0.187** 

0.171** 

0.156* 

0.136* 

0.130* 

Meeting 

friend 

Bowling center  

Cinema 

Karaoke center 

Game arcade 

0.000 

0.000 

0.026 

0.032 

0.227** 

0.316** 

0.145* 

0.140* 

Family outing 

Bookstores  

Supermarket  

Cinema 

Fast food restaurants 

Education fair 

0.000 

0.000 

0.007 

0.016 

0.030 

0.236** 

0.226** 

0.174** 

0.157* 

0.141* 

Releasing 

stress 

Bowling center 

Archery center  

Cinema 

Karaoke center 

Theme park 

Food court 

0.001 

0.029 

0.021 

0.025 

0.000 

0.037 

0.220** 

0.142* 

0.151* 

0.145* 

0.314** 

0.136* 

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

**. Correlation is significant at the 0.01 level (2-tailed). 

Clothing and accessories stores are the highly  
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visited spaces by teenagers in the shopping mall and 
appeared to be significant to Shopping, Entertainment 
and Seeking trend motives. The findings have shown 
that clothing and accessories stores are not only 
meant for consumption but for other hedonic reasons 
such as entertainment and fashion hunting among 
teenagers in Klang Valley (Campbell, 2007). 
Teenagers also conscious about the fashion (Ibrahim 
et al., 2011) and seeking trend by visiting clothing 
and accessories for the latest trend and latest 
products.  

4.4 The association of time spent in the shopping 
mall with types of spaces visited 
The result in Table 4 shows the association between 
time spent in the shopping mall and spaces visited. 
Based on the result shown in the table, more than 50 
percent of respondents visited most of the spaces in 
the shopping if they spent one to five hours in a 
shopping mall. Less respondents visited spaces in 
shopping mall if they spent either less than 30 
minutes (>5% of respondents) or more than 5 hours 
(> 15% of trespondents) in the shopping mall.

 
Table 4: The association of time spent in the shopping mall with types of spaces visited 

 
Time spent  

Total Less than 30 Mins 30 Mins- 1 hour 1-5 hours More than 5 hours 

IT/gadget shops 2 (2.9%) 15(21.7%) 47 (68.1%) 5 (7.2%) 69 

Bookstores 3 (2.9%) 22 (21.0%) 72 (68.6%) 8 (7.6%) 105 

Clothing/accessories stores 2 (1.4%) 38 (27.0%) 92 (65.2%) 9 (6.4%) 141 

Supermarket 3 (3.2%) 21 (22.6%) 61 (65.6%) 8 (8.6%) 93 

Snooker center 1 (4.5%) 6 (27.3%) 13 (59.1%) 2 (9.1%) 22 

Bowling center 1 (1.0%) 26 (26.8%) 60 (61.9%) 10 (10.3%) 97 

Archery center 0 (0.0%) 4 (40.0%) 5 (50.0%) 1 (10.0%) 10 

Public park 2 (4.8%) 11 (26.2%) 25 (59.5%) 4 (9.5%) 42 

Rest area 0 (0.0%) 9 (25.7%) 24 (68.6%) 2 (5.7%) 35 

Cinema 0 (0.0%) 30 (25.9%) 75 (64.7%) 11 (9.5%) 116 

Karaoke center 0 (0.0%) 14 (28.0%) 29 (58.0%) 7 (14.0%) 50 

Game arcade 2 (2.8%) 16 (22.5%) 45 (63.4%) 8 (11.3%) 71 

Theme park 0 (0.0%) 7 (15.9%) 31 (70.5%) 6 (13.6%) 44 

Exclusive restaurants 0 (0.0%) 6 (24.0%) 17 (68.0%) 2 (8.0%) 25 

Fast food restaurants 0 (0.0%) 14 (20.3%) 49 (71.0%) 6 (8.7%) 69 

Food court 2 (2.2%) 27 (29.3%) 58 (63.0%) 5 (5.4%) 92 

Education fair 1 (3.3%) 11 (36.7%) 16 (53.3%) 2 (6.7%) 30 

Interactive education exhibition center 1 (4.5%) 6 (27.3%) 13 (59.1%) 2 (9.1%) 22 
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The spaces that highly visited by teenagers 
during one to five hours in the shopping mall found 
to be the clothing/accessories stores with (n=92, 
65.2%) followed by cinema with (n=75, 64,7%), 
bookstores with (n=72, 68.6%), supermarket (n=61, 
65.6%) and bowling center (n=60, 61.9%), food court 
(n=58, 63.0%), fast food restaurants (n=49, 71.0%). 
Among the lowest include archery center (n=5, 
50.0%), snooker center (n=13, 59.1%), interactive 
education exhibiton center (n=13, 59.1%), education 
fair (n=16, 53.3%) and exclusive restaurants (n=17, 
68.0%). 

The findings suggested that teenagers tend to 
visit more spaces in shopping but still have the time 
limit for them to be in the shopping mall. One to five 
hours in the shopping mall is found to enough for 
them to socialize in the selected spaces with their 
companion. When the time is restricted, they become 
utilitarian shoppers where they do not have to spend 
more time in one place (Arnold & Reynolds, 2003).  

This findings also prove that hedonic shoppers 
spent more time in shopping mall for them to explore 
things in the shopping mall compared to utilitarian 
shoppers. The experience gained from the visit allow 
them to feel the sensation being in the places (Haytko 
& Baker, 2004). 
 
5. Conclusion 
This study explained the association between spaces 
in the shopping mall and the how teenagers 
specifically in Malaysia utilize the spaces. The 
contribution of this study give an understanding that 
social spaces of teenagers are varies depending on the 
spaces. From the study, it is determined that 
teenagers in Malaysia visit shopping mall mainly for 
entertainment besides shopping. They also utilize the 
shopping mall for other social motives such as 
meeting friends, family outing and to seek for trend. 
Shopping mall for teenagers is the third-place after 
home and school. In this third-places, they able to 

meet other people, interact and exchanging ideas. 
Being with friends in the shopping mall encourage 
them to explore more things. Exchanging knowledge, 
opinion and ideas encourage their social 
development.  

The findings from this study also determine 
that teenagers spent around one to fibe hours in the 
shopping mall. By spending time in a time frame 
allows them to control places to go and time to spent 
in one place. This finding shown that teenagers in 
Malaysia do have responsibility in controlling their 
time while they are in the shopping mall.  

Therefore, what can be learned from this study 
is that, teenagers are among the potential groups for 
marketing as they love to spent more than one hour in 
the shopping mall. Besides that, the highly visited 
spaces in the shopping mall are the clothing and 
accessories stores. On the other hand, teenagers also 
socialized in exciting environment. They love to be 
with other people besides their family. Being with 
other people encourage their self-esteem and help in 
identity development. 

 
6. Limitations and suggestions 
This study only covers the association of motives and 
the time spent of teenagers in Klang Valley, Malaysia. 
Besides that, conveniece sampling is used and the 
total respondents is small. Although it has spark some 
of new findings but it is limited to small scale of 
study. The findings might be different if a larger scale 
is used. It is advisable in the future research, the 
focus of the study is widened by taking the behavior 
of teenagers in the spaces into account.  

By investigating the behavior of teenagers, the 
influence of the spaces towards teenagers can be 
determined. This will lead to deeper understanding on 
how teenagers in Malaysia utilize the space. Besides 
that, a larger smaple should be used. Probablistic 
sampling is advisable to be used in the future study to 
achieve better representativeness of population.  
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