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Abstract: This study addresses the contemporary focus of commercial spaces on enhancing social, cultural, and economic experiences to attract individuals, prompting architects 
to align designs with audience objectives. It explores social sustainability dimensions, encompassing physical and social attributes, to create an appealing, human-centric shopping 
centre. Research involves gathering and analysing audience opinions through a distributed questionnaire, with SPSS software utilized for analysis. Findings reveal audience 
prioritization of social factors over physical ones, with interior decoration, spatial configuration, and proper lighting emerging as top physical preferences. In the social realm, 
satisfaction, social justice, and social security receive the most attention. Beyond theoretical implications, the study offers practical insights for designing sustainable shopping 
centres, emphasizing real-world applications based on social sustainability principles. The findings recommend a focus on creating vibrant, secure, and sociable atmospheres to 
attract a diverse audience, presenting a unique contribution to the field. 
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1 INTRODUCTION  
 

As urban development progresses and society 
experiences an improvement in socio-cultural levels, small 
shopping centres no longer suffice to meet societal 
requirements. Consequently, shopping centres must re-
evaluate their design processes, aligning them with the 
principles of social sustainability to cater to the contemporary 
needs of the populace. This necessitates a focused 
consideration of cultural, social, and economic aspects, 
ensuring these centres serve their functions effectively and 
capture community attention. Architects traditionally drew 
inspiration from existing markets and bazaars when 
designing shopping malls. However, what received less 
attention during this design phase were the social spaces 
within markets, encompassing a myriad of social, cultural, 
religious, and even political activities. Consequently, studies 
conducted by sociologists and psychologists revealed that 
visitors to shopping centres have motivations beyond mere 
shopping and they tend to be engaged in diverse activities [1]. 

Social sustainability, within the context of this study, is 
the facet of sustainable design that emphasizes the human 
dimension of the sustainability discourse. It focuses on 
creating schemes and environments that meet present-day 
needs without compromising resources for future 
generations, with a specific emphasis on the well-being of 
individuals and communities. Researchers have 
acknowledged the need to transform shopping malls from 
purely commercial spaces into multifunctional centres that 
accommodate both shopping and leisure activities [2]. 
Commercial centres play a crucial role in fostering the socio-
cultural development of communities, contributing to their 
vibrancy and sociability. Given that shopping centres attract 
diverse audiences and serve as hubs for dynamic social 
interactions, integrating the principles of social sustainability 
during the planning phase enhances audience presence and 
continuity. Consequently, when designing shopping centres 
with a focus on social sustainability, careful attention is given 

to human behaviours and requirements, establishing a lasting 
relationship between individuals and their environment. 
Implementing appropriate procedures in the design and 
construction of shopping malls creates favourable conditions 
for the advancement of social, environmental, and economic 
considerations. 

Commerce plays a crucial role in promoting the 
economic growth of a city, and the commercial space is 
recognized as one of the city's most vital components. 
Beyond its economic function, it serves as a hub for social 
interactions. In the current era, characterized by growing 
population trends and heightened consumer expectations, the 
proliferation of shopping centres throughout the city is seen 
as a fitting response to the audience's needs. Consequently, 
the demand for commercial spaces and shopping centres that 
not only address consumer demands but also provide for their 
social needs is more pronounced than ever, particularly in 
developing countries. However, the haphazard distribution of 
commercial centres in the city, coupled with undesirable 
designs and a lack of awareness regarding accessible routes, 
has resulted in a significant waste of time and energy in Iran. 
Consequently, to meet the evolving demands of societies, the 
interplay between factors influencing social growth and 
physical quality becomes increasingly evident. In this study, 
the focus is on prioritizing factors that contribute to an 
appealing public space, aiming to meet the needs and 
optimize people's leisure time. Specifically, the dimensions 
of social sustainability, encompassing both the physical and 
social environment, are examined as part of the study's 
particular scope. To guide the investigation, the following 
questions are proposed, seeking appropriate answers. 
• In designing a shopping centre with a social 

sustainability approach, which of the social and physical 
factors will have the greatest impact on attracting the 
audience? 

• How can the social and physical components of 
sustainability be intermingled and applied in the design 
of a shopping centre? 
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In this study, it is hypothesized that certain social factors, 
such as liveability and security, will have a significant impact 
on attracting visitors to business centres. Additionally, the 
spatial configuration structure of shopping malls, assumed as 
a moderating variable, can establish a constructive 
interaction between social and physical factors. By 
recognizing and adopting indicators of social sustainability, 
encompassing both physical and social aspects, a more 
attractive business environment will be provided to the 
audiences. Historically, the majority of studies related to 
shopping centres have concentrated on either socio cultural 
aspects [3-5] or physical factors [6-8] so far. While studies 
on the combination of social and physical factors affecting 
shopping centres simultaneously have not been sufficiently 
addressed. Thus, the present study aimed to bridge the 
identified scientific gap. The implications of this study can 
be fruitful for policymakers, architects, urban designers, and 
planners. 
 
2 LITERATURE REVIEW 

 
To realize the multifaceted nature of social 

sustainability, it is indispensable to define its dimensions 
within the realm of shopping centres. The concept 
encompasses both physical and social elements, creating a 
dynamic framework for evaluating the factors that contribute 
to an attractive and sustainable shopping environment. 
 
2.1 Physical Factors Affecting Audience Attraction 

 
Creating an appealing shopping centre goes beyond 

aesthetics and involves careful consideration of various 
design elements. On the one hand, interior design, a critical 
aspect, not only triggers positive emotional responses but 
also fosters a connection between consumers and the retail 
space [9]. Aesthetically pleasing interiors encourage visitors 
to explore their surroundings, spending more time in the 
shopping centre [10]. On the other hand, spatial configuration 
plays a crucial role in shaping the overall customer 
experience to meet their socio-functional requirements [11]. 
Well-organized spatial configurations enhance navigation, 
reduce frustration, and create a sense of ease for shoppers 
[12]. Moreover, accessibility and convenient traffic flow 
contribute significantly to a positive perception of the 
shopping centre's functionality [13]. The choice of colour 
schemes and textures also profoundly impacts consumer 
behaviour and evokes specific emotions and influences 
purchasing decisions [14]. For instance, the choice of warm 
colours like red and orange in retail spaces, known to 
stimulate excitement and sociability, can enhance the 
shopping experience [15]. In addition, incorporating cool 
tones such as blue and green can create a calm and inviting 
atmosphere, encouraging relaxed browsing and increasing 
the time spent in the store [16]. Previous studies have 
emphasized that texture adds a tactile dimension, making the 
shopping environment more engaging [17]. Furthermore, 
noise pollution should be minimized for a serene shopping 
environment. A soundproof structure reduces distractions, 
enhancing the overall acoustic experience, and correlates 

with increased customer satisfaction [18]. Additionally, 
optimal thermal comfort, maintained through proper heating, 
ventilation, and air conditioning systems, is integral to 
ensuring visitor satisfaction and building sustainability [19]. 
Considering the psychological impact of lighting is 
considered an indispensable factor in audience attraction of 
public spaces. On one hand, proper lighting not only serves a 
practical purpose but also enhances the mood and atmosphere 
within the shopping centre [20]. Strategic lighting design 
draws attention to specific areas, creating focal points that 
guide visitors and contribute to an aesthetically pleasing 
environment [21]. On the other hand, integrating greenery 
and natural elements aligns with the trend of environmentally 
conscious design [22]. Moreover, beyond visual appeal, 
green spaces contribute to a sustainable and pleasant 
environment [23] and positively influence visitors' 
psychological well-being [24]. Each of these elements 
contributes synergistically to create a shopping environment 
that not only appeals to the senses but also enhances the 
overall customer experience based on physical attributes 
(Fig. 1). 

 

 
Figure 1 Influential physical factors on enhancing shopping centre appeals based 

on conducted literature [9-24] 
 
2.2  Social Factors Affecting Audience Attraction 

 
At the core of audience attraction in public spaces lies 

the concept of satisfaction. Research consistently highlights 
the link between overall satisfaction and the likelihood of 
repeat visits. Understanding and addressing the factors that 
contribute to customer satisfaction are paramount for the 
sustained success of a shopping centre [25]. In an era where 
consumers value socially responsible business practices, the 
concept of social justice becomes a key determinant of 
shopping centre attractiveness [26]. Infusing liveability into 
a shopping centre involves creating a dynamic and energetic 
atmosphere through initiatives such as cultural events, 
interactive activities, and entertainment programs. 
Successful strategies involve organizing events and activities 
that go beyond traditional retail, transforming the space into 
a lively and engaging environment [3]. Shopping centres are 
not merely transactional spaces; they are evolving into 
community hubs. Facilitating social interactions through 
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events and collaborative spaces contributes to a vibrant and 
lively atmosphere, attracting a diverse range of visitors [27]. 
Studies suggest that sustaining social interaction in urban 
environments extends beyond verbal communication, 
encompassing deeper emotional and cultural connections 
within individuals [28]. In addition, the perceived level of 
security within a shopping centre significantly influences 
consumer behaviour. Visible security measures create a sense 
of safety, fostering trust and positively impacting the overall 
shopping experience [5]. Empowering visitors through social 
participation initiatives, such as feedback mechanisms and 
community involvement, creates a sense of belonging and 
ownership [29]. This engagement contributes to the 
continuous improvement of the shopping centre based on the 
community's needs and preferences. Creating a sense of 
belonging through social participation initiatives fosters a 
deeper connection between visitors and the shopping centre, 
transforming it into a community-focused space [30]. The 
establishment of a community identity encourages shoppers 
to view the centre as more than just a commercial venue, but 
as a destination where they belong [31]. The articulated 
process of social factors influencing audience attraction in 
shopping centres is summarized in a graphical presentation, 
as shown in Fig. 2. 

 

 
Figure 2 Graphical representation of the social factors affecting audience attraction 

in shopping centres based on conducted literature [25-31] 
 

 
Figure 3 Factors influencing audience attractions towards shopping centres based 

on the notion of social sustainability based on the reviewed literature [9-31] 
 

In sum, this reviewed literature outlines the theoretical 
framework for understanding the factors affecting audience 

attraction in shopping centres based on the notion of social 
sustainability. By exploring both the physical and social 
dimensions, the research seeks to contribute to the creation 
of shopping environments that not only address functional 
and emotional needs but also resonate with the values and 
preferences of the contemporary consumer. A summary of 
influencing factors is also depicted in the following diagram 
(Fig. 3). 
 
3 MATERIAL AND METHODS 

 
The study adopted an empirical research design to 

evaluate audience attraction in shopping centres, with a 
specific focus on social sustainability. Data was gathered 
through a structured field survey, conducted across multiple 
shopping centres selected for their diverse demographics and 
visitor frequency across northern Iran. The questionnaire, 
developed in a comparative and quantitative manner, served 
as the primary tool for collecting data on audience 
preferences and perceptions. A pre-test study involving 17 
participants was conducted to refine and validate the 
questionnaire, ensuring its reliability using Cronbach’s 
Alpha. For data collection, a structured questionnaire was 
employed. Utilizing the Cochran formula, the study aimed 
for a sample size of 384 respondents, featuring demographic 
representation with 252 females and 132 males. Participant 
diversity included varying age groups: 72% young, 15% 
middle-aged, 8% teenagers, and 4% elderly. Rigorous efforts 
were made to ensure a well-balanced sample in terms of 
gender, age, and shopping frequency.  

The applied methods included a step-by-step approach to 
measure audience preferences. First, the questionnaire was 
designed based on prior literature, focusing on both physical 
and social factors. It should be noted that the quality of the 
designated questionnaire was verified through three 
professors holding PhD in architecture. Second, pilot testing 
was performed to enhance clarity and consistency. Third, 
data collection was carried out using a variety of methods 
including online through google forms and on-site during 
peak visitor hours to capture a broad representation of 
responses. Fourth, statistical methods such as descriptive and 
inferential analysis were applied to identify key patterns and 
correlations. 

Data analysis was carried out using SPSS statistical 
software. The reliability of the questionnaire was assessed 
through various statistical tests, including the Friedman test, 
with a significance level set below 0.05. Examined variables 
included physical factors, encompassing interior decoration, 
spatial configuration, proper lighting, provision of green 
space, colour and texture, soundproof structure, and thermal 
comfort within shopping centres. Social factors were also 
explored, covering satisfaction, social justice, social security, 
social interaction, sense of belonging, liveability, and social 
participation. Ethical considerations were paramount in the 
study. Participants were fully informed about the research, 
and their informed consent was obtained. Measures were 
implemented to guarantee the confidentiality of participants' 
responses. It is important to note that the questionnaire 
surveys were developed following the guidelines of the 
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Declaration of Helsinki. As the survey ensured participant 
anonymity, voluntariness, and refrained from collecting data 
for participant identification, Institutional Review Board 
approval was not required for this study. To improve clarity, 
we have depicted the process of applied methods in this study 
in the form of a chart, presented as Fig. 4. 

 

 
Figure 4 The step-by-step process of data collection and applied methods 

 
4 RESULTS 

 
In the present study, a questionnaire was utilized for data 

acquisition. The recorded demographic outcomes are 
reported as follows: 65% of the statistical population were 
women, and 34% were men. About 72% of the participants 
were young, 15% were middle-aged, 8% were teenagers, and 
4% were elderly. The survey revealed significant patterns 
when analysing the correlation between demographic groups 
and usage duration. Young participants were the most 
frequent visitors, with 45% visiting once a week and 30% 
visiting once a month. In contrast, the middle-aged group 
primarily visited once a month (40%) or one to three times a 
year (25%). Similarly, teenagers showed a higher frequency 
of occasional visits, with 50% visiting once to three times a 
year. Elderly participants, representing a smaller portion of 
the statistical population, predominantly visited occasionally 
(40%) or once a month (30%). The results of the Friedman 
test, aimed at ranking the most influential priorities within 
physical factors affecting the design of shopping malls, 
indicated that interior decoration, with a mean rating of 5.11, 
was recognized as the most important physical factor. 
Subsequently, factors such as spatial configuration (4.61), 
proper lighting (4.28), and the provision of green space (3.79) 
were prioritized as the most important physical factors, 
respectively (Fig. 5). Findings obtained from the Friedman 
test also suggested that the most influential priority within 
social attributes was the satisfaction of the visitors, with a 
mean rating of 6.06. Following this, factors such as social 
justice (5.22), social security (4.69), and social interaction 
(4.25) were prioritized as the most important social attributes, 
respectively (Fig. 6). 

In order to achieve the main objective established in this 
study concerning the most crucial priorities in terms of both 
physical and social attributes in the design of shopping 
centres, the Friedman test results revealed that satisfaction is 
a significant priority. Subsequently, factors such as social 
justice, interior decoration, social security, spatial 
configuration, proper lighting, social interaction, sense of 
belonging, liveability, and the provision of green space 

within shopping centres are considered the most important 
attributes based on the notion of social sustainability (Fig. 7).  
 

 
Figure 5 Friedman test results for prioritization of the physical attributes in the 

design of shopping centres 
 

 
Figure 6 Friedman test results for prioritization of the social attributes in the design 

of shopping centres 
 

 
Figure 7 Friedman test results for prioritization of the social and physical attributes 

in the design of shopping centres 
 

In summary, the findings have demonstrated that 
audiences prioritize social factors over physical ones. 
Demographic outcomes revealed notable trends, with a 
majority of the statistical population being women and a 
significant percentage representing the youth demographic. 
Findings related to usage duration underscored varying visit 
frequencies, with a substantial portion visiting monthly. The 
crucial aspect of visitor satisfaction emerged as a central 
theme, supported by a positive correlation between frequent 
visits and the prioritization of satisfaction. The Friedman test 
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ranked interior decoration as the foremost physical factor 
influencing shopping centre design, while social attributes 
were led by visitor satisfaction. The integration of both 
physical and social attributes as vital elements in the design, 
emphasizing social sustainability, emerged as a significant 
outcome. 
 
5 DISCUSSION  

 
The findings of this research are aligned with previously 

conducted studies with regard to the association between 
socialization and satisfaction as their primary priority [32]. 
In addition, previous studies have mainly focused on physical 
[10], social [33], and cultural [34] factors associated with the 
design of shopping centres. However, the current study 
adopts an incorporated approach to consider both physical 
and social factors that are interchangeably associated with 
each other to enhance the overall experience of the audiences 
within shopping centres. Consistent with previous studies 
that advocate the significant role of physical aspect of spatial 
configuration [35-37], this study broadened the vision 
towards incorporating social and physical attributes in 
architectural spaces. In contrast to preceding studies, our 
research uniquely contributes by emphasizing the practical 
implications of incorporating both social and physical factors 
into shopping centre design for sustainability. While previous 
studies predominantly rely on theoretical implications, our 
work provides valuable insights for designing sustainable 
shopping centres by emphasizing practical applications 
grounded in social sustainability principles. This novel 
approach enriches the existing literature, positioning our 
study as a noteworthy contribution to the field of shopping 
centre research. Accordingly, the following instructions for 
the pragmatic implications of shopping malls in terms of 
physical and social characteristics can be provided: 
• Proper usage of natural and artificial lighting 
• Utilization of collective and individual seating areas 
• Appropriate spatial organization and configuration 
• Adoption of resilient and flexible furniture arrangement 
• Incorporation of vegetation, green space, and fountains 
• Provision of platforms for attendance and interaction of 

people 
• Playing relaxing and tranquil music 
• Ensuring proper access to service spaces such as parking 

and restrooms 
• Offering diverse products at reasonable prices 
• Providing thermal and acoustic comfort in the interior 

space. 
 
6 CONCLUSION 

 
In this study, the main goal was to formulate a 

framework for enhancing audience attraction in shopping 
centers by incorporating social sustainability principles. 
Unlike many shopping malls in developing nations, which 
primarily cater to merchandise-related needs, there is a 
noticeable lack of infrastructure to address the broader social 
demands of contemporary shopping center audiences. Thus, 
the imperative to establish a framework emphasizing the 
interaction between social and physical attributes in shopping 
centers, grounded in the concept of social sustainability, 

becomes evident. Our findings highlight that key physical 
attributes in shopping centers encompass interior decoration, 
spatial configuration, and proper lighting, while critical 
social attributes include satisfaction, social justice, and social 
security, with social aspects taking precedence over physical 
ones according to the statistical population's perspective. 

One restriction of the present study is its concentration 
in a developing country (Iran). Exploring cross-cultural 
contexts or other geographical areas could strengthen the 
research outcomes. Regarding suggestions for future 
research on the interaction of physical and social attributes in 
shopping centres, space syntax analysis can be implemented 
to assess social behaviours by scrutinizing spatial 
configuration characteristics. Further research could also 
delve into the evolving relationship between physical and 
online shopping, examining how digital technologies are 
reshaping the role of shopping centres and the experiences of 
shoppers. Overall, a conclusive framework has been 
delineated as guidance for the principles of audience 
attraction to shopping centres based on the notion of social 
sustainability (Fig. 8). 

 

 
Figure 8 An instructional framework of the shopping centres based on the notion of 

social sustainability 
 

In the context of shopping centres, the concept of social 
sustainability could be generalized by emphasizing the 
importance of meaningful and lasting connections among 
visitors. Beyond the transactional nature of shopping, 
creating an environment that fosters genuine social 
interactions and connections contributes to the sustained 
well-being of the community and the shopping centre itself. 
This could involve initiatives such as community events, 
social spaces within the centre, and engagement programs 
that go beyond the commercial aspect, promoting a sense of 
belonging and shared values among visitors. In conclusion, 
the main goal is to build a shopping centre atmosphere that 
goes beyond transactions and becomes a social hub, 
contributing to the overall social sustainability of the 
community it serves. 
 
7 REFERENCES 

 
[1]   Wagner, T. (2007). Shopping motivation revised: a means‐end 

chain analytical perspective. International Journal of Retail & 
Distribution Management, 35(7), 569-582.  
https://doi.org/10.1108/09590550710755949 

[2]   Iqbal, A., Nazir, H., & Memon, R. M. (2022). Shopping centers 
versus traditional open street bazaars: A comparative study of 



Reza Askarizad et al.: Empirical Assessment of Audience Attraction in Shopping Centres Based on the Notion of Social Sustainability 

TEHNIČKI GLASNIK 20, 2(2026), 188-194                                           193 

user’s preference in the city of Karachi, Pakistan. Frontiers in 
Built Environment, 8, 1066093.  
https://doi.org/10.3389/fbuil.2022.1066093 

[3]  Khalili, A., & NayyeriFallah, S. (2018). Role of social 
indicators on vitality parameter to enhance the quality of 
women׳s communal life within an urban public space (case: 
Isfahan׳s traditional bazaar, Iran). Frontiers of Architectural 
Research, 7(3), 440-454.  
https://doi.org/10.1016/j.foar.2018.06.001 

[4]  Carmelino, G., & Hanazato, T. (2019). The built environment 
of Japanese shopping streets as visual information on 
pedestrian vibrancy. Frontiers of Architectural Research, 8(2), 
261-273. https://doi.org/10.1016/j.foar.2019.01.003 

[5]  Badiora, A. I., & Odufuwa, B.O. (2019). Fear dynamics in 
public places: a case study of urban shopping centers. Journal 
of Place Management and Development, 12(2), 248-270.  
https://doi.org/10.1108/JPMD-11-2018-0084 

[6] Kusumowidagdo, A., Sachari, A., & Widodo, P. (2016). 
Visitors׳ perceptions on the important factors of atrium design 
in shopping centers: A study of Gandaria City Mall and Ciputra 
World in Indonesia. Frontiers of Architectural Research, 5(1), 
52-62. https://doi.org/10.1016/j.foar.2015.11.003 

[7]  Ortegón-Cortázar, L., & Royo-Vela, M. (2017). Attraction 
factors of shopping centers: Effects of design and eco-natural 
environment on intention to visit. European Journal of 
Management and Business Economics, 26(2), 199-219.  
https://doi.org/10.1108/EJMBE-07-2017-012 

[8]  Fasli, M., Riza, M., & Erbilen, M. (2016). The Assessment and 
Impact of Shopping Centers: Case Study Lemar. Open House 
International, 41(4), 98-103.  
https://doi.org/10.1108/OHI-04-2016-B0013 

[9] Burkut, E. B. (2023). Evaluation of interior architecture 
education research in the web of science database: Bibliometric 
and science mapping analysis. Journal of Architectural 
Sciences and Applications, 8(1), 385-405.  
https://doi.org/10.30785/mbud.1263207 

[10] Arslan, H. D., & Ergener, H. (2023). Comparative analysis of 
shopping malls with different plans by using space syntax 
method. Ain Shams Engineering Journal, 14(9), 102063.  
https://doi.org/10.1016/j.asej.2022.102063 

[11] Dogu, U., & Erkip, F. (2000). Spatial Factors Affecting 
Wayfinding and Orientation: A Case Study in a Shopping Mall. 
Environment and Behavior, 32(6), 731-755.  
https://doi.org/10.1177/00139160021972775 

[12] Askarizad, R., & He, J. (2022). Perception of spatial legibility 
and its association with human mobility patterns: An empirical 
assessment of the historical districts in Rasht, Iran. 
International Journal of Environmental Research and Public 
Health, 19(22), 15258. https://doi.org/10.3390/ijerph192215258 

[13] Zhang, L., Zhou, J., & Hui, E. C. M. (2020). Which types of 
shopping malls affect housing prices? From the perspective of 
spatial accessibility. Habitat International, 96, 102118.  
https://doi.org/10.1016/j.habitatint.2020.102118 

[14] Jaglarz, A. (2023). Perception of Color in Architecture and 
Urban Space. Buildings, 13(8), 2000.  
https://doi.org/10.3390/buildings13082000 

[15] Wasista, I. P. U., Kerdiati, N. L. K. R., & Darmastuti, P. A. 
(2022). The influence of color on consumer's affective side in 
commercial space: A literature review approach. Journal of 
Aesthetics, Design, and Art Management, 2(2).  
https://doi.org/10.58982/jadam.v2i2.263 

[16] Elliot, A. J., Maier, M. A., Moller, A. C., Friedman, R., & 
Meinhardt, J. (2007). Color and psychological functioning: The 
effect of red on performance attainment. Journal of 
Experimental Psychology: General, 136(1), 154-168.  

https://doi.org/10.1037/0096-3445.136.1.154 
[17] Faucheu, J., Weiland, B., Juganaru-Mathieu, M., Witt, A., & 

Cornuault, P.-H. (2019). Tactile aesthetics: Textures that we 
like or hate to touch. Acta Psychologica, 201, 102950.  
https://doi.org/10.1016/j.actpsy.2019.102950 

[18] Soars, B. (2009). Driving sales through shoppers' sense of 
sound, sight, smell and touch. International Journal of Retail 
& Distribution Management, 37(3), 286-298.  
https://doi.org/10.1108/09590550910941535 

[19] Dastoum, M., Guevara, C. S., & Arranz, B. (2024). Efficient 
daylighting and thermal performance through tessellation of 
geometric patterns in building façade: A systematic review. 
Energy for Sustainable Development, 83, 101563.  
https://doi.org/10.1016/j.esd.2024.101563 

[20] Han, H., Sahito, N., Nguyen, T. V. T., Hwang, J., & Asif, M. 
(2019). Exploring the Features of Sustainable Urban Form and 
the Factors that Provoke Shoppers towards Shopping Malls. 
Sustainability, 11(17), 4798. https://doi.org/10.3390/su11174798 

[21] Mayhoub, M. S., & Rabboh, E. H. (2022). Daylighting in 
shopping malls: Customer’s perception, preference, and 
satisfaction. Energy and Buildings, 255, 111691.  
https://doi.org/10.1016/j.enbuild.2021.111691 

[22] Safari, H., & Khaftani, P. S. (2022). The role of green 
playground on social interactions of children (Case study: 
Pasdaran Park in Bandar Anzali). Tehnički glasnik, 16(4), 464-
470. https://doi.org/10.31803/tg-20220114174057 

[23] Soleymani Ardejani, R., & Askarizad, R. (2018). Semiology of 
Semantic Components in Iranian Gardens Case Study: Eram 
and Narenjestan Gardens in Shiraz. Creative City Design, 1(2), 
42-52. https://sanad.iau.ir/Journal/crcd/Article/919361 

[24] Hong, S.-K., Lee, S.-W., Jo, H.-K., & Yoo, M. (2019). Impact 
of Frequency of Visits and Time Spent in Urban Green Space 
on Subjective Well-Being. Sustainability, 11(15), 4189.  
https://doi.org/10.3390/su11154189 

[25] Amin, M., Ryu, K., Cobanoglu, C., Rezaei, S., & Wulan, M. 
M. (2021). Examining the Effect of Shopping Mall Attributes 
in Predicting Tourist Shopping Satisfaction and Behavioral 
Intentions: Variation across Generation X and Y. Journal of 
Quality Assurance in Hospitality & Tourism, 22(3), 367-394.  
https://doi.org/10.1080/1528008X.2020.1818667 

[26] Newman, C., Rand, J., Tarp, F., & Trifkovic, N. (2020). 
Corporate Social Responsibility in a Competitive Business 
Environment. The Journal of Development Studies, 56(8), 
1455-1472. https://doi.org/10.1080/00220388.2019.1694144 

[27] Askarizad, R., Dastoum, M., & Garau, C. (2024). Street puppet 
theatre shows on the façades of commercial buildings as a 
novel stimulator for social gatherings in smart cities. Buildings, 
14(9), 2950. https://doi.org/10.3390/buildings14092950 

[28] Askarizad, R. (2020). Evaluation of the Effective Factors on 
Social Interactions in the Design of Public Libraries. Tehnički 
glasnik, 14(4), 403-410.  
https://doi.org/10.31803/tg-20190525220939 

[29] Askarizad, R., He, J., & Soleymani Ardejani, R. (2022). 
Semiology of Art and Mysticism in Persian Architecture 
According to Rumi’s Mystical Opinions (Case Study: Sheikh 
Lotf-Allah Mosque, Iran). Religions, 13(11), 1059.  
https://doi.org/10.3390/rel13111059 

[30] Askarizad, R., Rezaei Liapee, S., & Mohajer, M. (2021). The 
Role of Sense of Belonging to the Architectural Symbolic 
Elements on Promoting Social Participation in Students within 
Educational Settings. Space Ontology International Journal, 
10(4), 1-18. https://doi.org/10.22094/soij.2021.1930154.1419 

[31] Kusumowidagdo, A., Sachari, A., & Widodo, P. (2015). 
Visitors’ Perception towards Public Space in Shopping Center 



Reza Askarizad et al.: Empirical Assessment of Audience Attraction in Shopping Centres Based on the Notion of Social Sustainability 

194                                                                                                                                                                               TECHNICAL JOURNAL 20, 2(2026), 188-194 

in the Creation Sense of Place. Procedia - Social and 
Behavioral Sciences, 184, 266-272.  
https://doi.org/10.1016/j.sbspro.2015.05.090 

[32] Kunc, J., Križan, F., Novotná, M., & Bilková, K. (2022). Social 
Dimension of Shopping Centers Operation: Managerial 
Perspectives. Sustainability, 14(2), 709.  
https://doi.org/10.3390/su14020709 

[33] Hagberg, J., & Styhre, A. (2013). The production of social 
space: Shopping malls as relational and transductive spaces. 
Journal of Engineering, Design and Technology, 11(3), 354-
374. https://doi.org/10.1108/JEDT-04-2011-0019 

[34] Lin, M., Shih, S., & Perng, Y. (2020). Sustainable Shopping 
Mall Rehabilitation. Sustainability, 12(17), 6698.  
https://doi.org/10.3390/su12176698 

[35] Khotbehsara, E. M., Safari, H., Askarizad, R., & 
Somasundaraswaran, K. (2022). Investigating the role of 
spatial configuration on visitors’ spatial cognition in health-
care spaces: case studies in Gilan, Iran. Facilities, 40(9/10), 
617-637. https://doi.org/10.1108/F-07-2021-0067 

[36] Soltani, S., Gu, N., Ochoa, J. J., & Sivam, A. (2022). The role 
of spatial configuration in moderating the relationship between 
social sustainability and urban density. Cities, 121, 103519.  
https://doi.org/10.1016/j.cities.2021.103519 

[37] Sailer, K., & McCulloh, I. (2012). Social networks and spatial 
configuration: How office layouts drive social interaction. 
Social Networks, 34(1), 47-58.  
https://doi.org/10.1016/j.socnet.2011.05.005 

 
 
Authors’ contacts: 
 
Reza Askarizad 

(Corresponding author) 
1) Department of Urban and Regional Planning, Universidad Politécnica de Madrid, 
28040 Madrid, Spain 
2) Department of Civil and Environmental Engineering and Architecture (DICAAR), 
University of Cagliari, Via Marengo 2, 09123 Cagliari, Italy 
Reza.Askarizad@gmail.com 
Reza.Askarizad@unica.it 
 
Roomina Soleymani Ardejani 
Academic Center for Education, Culture, and Research (ACECR),  
Rasht 4196911383, Iran 
 
Hossein Safari 
Islamic Azad University of Rasht Branch,  
Rasht 4196911383, Iran 
 
 



<<

  /ASCII85EncodePages false

  /AllowTransparency false

  /AutoPositionEPSFiles true

  /AutoRotatePages /None

  /Binding /Left

  /CalGrayProfile (Dot Gain 20%)

  /CalRGBProfile (sRGB IEC61966-2.1)

  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)

  /sRGBProfile (sRGB IEC61966-2.1)

  /CannotEmbedFontPolicy /Error

  /CompatibilityLevel 1.4

  /CompressObjects /Tags

  /CompressPages true

  /ConvertImagesToIndexed true

  /PassThroughJPEGImages true

  /CreateJobTicket false

  /DefaultRenderingIntent /Default

  /DetectBlends true

  /DetectCurves 0.0000

  /ColorConversionStrategy /CMYK

  /DoThumbnails false

  /EmbedAllFonts true

  /EmbedOpenType false

  /ParseICCProfilesInComments true

  /EmbedJobOptions true

  /DSCReportingLevel 0

  /EmitDSCWarnings false

  /EndPage -1

  /ImageMemory 1048576

  /LockDistillerParams false

  /MaxSubsetPct 100

  /Optimize true

  /OPM 1

  /ParseDSCComments true

  /ParseDSCCommentsForDocInfo true

  /PreserveCopyPage true

  /PreserveDICMYKValues true

  /PreserveEPSInfo true

  /PreserveFlatness true

  /PreserveHalftoneInfo false

  /PreserveOPIComments true

  /PreserveOverprintSettings true

  /StartPage 1

  /SubsetFonts true

  /TransferFunctionInfo /Apply

  /UCRandBGInfo /Preserve

  /UsePrologue false

  /ColorSettingsFile ()

  /AlwaysEmbed [ true

  ]

  /NeverEmbed [ true

  ]

  /AntiAliasColorImages false

  /CropColorImages true

  /ColorImageMinResolution 300

  /ColorImageMinResolutionPolicy /OK

  /DownsampleColorImages true

  /ColorImageDownsampleType /Bicubic

  /ColorImageResolution 300

  /ColorImageDepth -1

  /ColorImageMinDownsampleDepth 1

  /ColorImageDownsampleThreshold 1.50000

  /EncodeColorImages true

  /ColorImageFilter /DCTEncode

  /AutoFilterColorImages true

  /ColorImageAutoFilterStrategy /JPEG

  /ColorACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /ColorImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000ColorACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000ColorImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasGrayImages false

  /CropGrayImages true

  /GrayImageMinResolution 300

  /GrayImageMinResolutionPolicy /OK

  /DownsampleGrayImages true

  /GrayImageDownsampleType /Bicubic

  /GrayImageResolution 300

  /GrayImageDepth -1

  /GrayImageMinDownsampleDepth 2

  /GrayImageDownsampleThreshold 1.50000

  /EncodeGrayImages true

  /GrayImageFilter /DCTEncode

  /AutoFilterGrayImages true

  /GrayImageAutoFilterStrategy /JPEG

  /GrayACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /GrayImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000GrayACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000GrayImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasMonoImages false

  /CropMonoImages true

  /MonoImageMinResolution 1200

  /MonoImageMinResolutionPolicy /OK

  /DownsampleMonoImages true

  /MonoImageDownsampleType /Bicubic

  /MonoImageResolution 1200

  /MonoImageDepth -1

  /MonoImageDownsampleThreshold 1.50000

  /EncodeMonoImages true

  /MonoImageFilter /CCITTFaxEncode

  /MonoImageDict <<

    /K -1

  >>

  /AllowPSXObjects false

  /CheckCompliance [

    /None

  ]

  /PDFX1aCheck false

  /PDFX3Check false

  /PDFXCompliantPDFOnly false

  /PDFXNoTrimBoxError true

  /PDFXTrimBoxToMediaBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXSetBleedBoxToMediaBox true

  /PDFXBleedBoxToTrimBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXOutputIntentProfile ()

  /PDFXOutputConditionIdentifier ()

  /PDFXOutputCondition ()

  /PDFXRegistryName ()

  /PDFXTrapped /False



  /CreateJDFFile false

  /Description <<



    /BGR <>

    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>

    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>

    /CZE <>

    /DAN <>

    /DEU <>

    /ESP <>

    /ETI <>

    /FRA <>

    /GRE <>



    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)

    /HUN <>

    /ITA <>

    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>

    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>

    /LTH <>

    /LVI <>

    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)

    /NOR <>

    /POL <>

    /PTB <>

    /RUM <>

    /RUS <>

    /SKY <>

    /SLV <>

    /SUO <>

    /SVE <>

    /TUR <>

    /UKR <>

    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)

  >>

  /Namespace [

    (Adobe)

    (Common)

    (1.0)

  ]

  /OtherNamespaces [

    <<

      /AsReaderSpreads false

      /CropImagesToFrames true

      /ErrorControl /WarnAndContinue

      /FlattenerIgnoreSpreadOverrides false

      /IncludeGuidesGrids false

      /IncludeNonPrinting false

      /IncludeSlug false

      /Namespace [

        (Adobe)

        (InDesign)

        (4.0)

      ]

      /OmitPlacedBitmaps false

      /OmitPlacedEPS false

      /OmitPlacedPDF false

      /SimulateOverprint /Legacy

    >>

    <<

      /AddBleedMarks false

      /AddColorBars false

      /AddCropMarks false

      /AddPageInfo false

      /AddRegMarks false

      /ConvertColors /ConvertToCMYK

      /DestinationProfileName ()

      /DestinationProfileSelector /DocumentCMYK

      /Downsample16BitImages true

      /FlattenerPreset <<

        /PresetSelector /MediumResolution

      >>

      /FormElements false

      /GenerateStructure false

      /IncludeBookmarks false

      /IncludeHyperlinks false

      /IncludeInteractive false

      /IncludeLayers false

      /IncludeProfiles false

      /MultimediaHandling /UseObjectSettings

      /Namespace [

        (Adobe)

        (CreativeSuite)

        (2.0)

      ]

      /PDFXOutputIntentProfileSelector /DocumentCMYK

      /PreserveEditing true

      /UntaggedCMYKHandling /LeaveUntagged

      /UntaggedRGBHandling /UseDocumentProfile

      /UseDocumentBleed false

    >>

  ]

>> setdistillerparams

<<

  /HWResolution [2400 2400]

  /PageSize [612.000 792.000]

>> setpagedevice



