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ABSTRACT 

 

 

 

 
Over the past decade, there has been tremendous growth in shopping mall 

development in Malaysia, particularly in Kuala Lumpur.  A large shopping centre 

attracts many customers because of its greater variety of shops and layout. The bigger 

the shopping complex, the more likely that customers will spend longer hours in 

wandering around the mall. Convenient shopping and adequate resting place were the 

major factors in influencing mall goers. Seating facilities at big shopping complexes 

also became an important factor for shop goers. The objective of this research was the 

identification of the importance of seating facilities in shopping malls, as well as to 

analyse the aesthetics, comfort and accessibility for convenience of seating facilities 

being preferred by shopping mall goers, and to investigate mall goers level of’ 

satisfaction on the different aspects of public seating in shopping malls, namely; 

location, number, design and comfort. The research highlights the significance of 

public seating facilities being provided by shopping malls in Malaysia. Public seating 

facilities are regarded as one of the main considerations for shopping malls in 

Malaysia. One Utama Shopping Centre, a superregional mall, became the subject of 

this research and made to answer questions on how significant public seating facilities 

are, including the practical design for the public seating and the user’s level of 

satisfaction on provided seating facilities through the questionnaire survey method. 

Approximately 102 participants participated in the survey. The results showed that 

majority of the participants agreed that public seating facilities in shopping malls are 

important (88.3%), while the bench type (65.7%) design and its arrangement along 

corridors (74.5%) are more preferred by shop goers. Shop goers in One Utama 

Shopping Centre agreed that comfort is the most important factor to be considered in 

public seating facilities. 

 

 

 

 

 

 

 



iii 
 

 

 

 

102

88.3

65.7

74.5

 
 



iv 
 

APPROVAL PAGE 

 

 

 

 
I certify that I have supervised and read this study and that in my opinion, it conforms 

to acceptable standards of scholarly presentation and is fully adequate, in scope and 

quality, as a thesis for the degree of Master of Science in Built Environment. 

 

 

 

 

 

......................................................... 

Zuraini Denan 

Supervisor 

 

I certify that I have read this study and that in my opinion it conforms to acceptable 

standards of scholarly presentation and is fully adequate, in scope and quality, as a 

thesis for the degree of Master of Science in Built Environment. 

 

 ......................................................... 

Azizi Bahauddin 

External Examiner  

 

 

........................................................ 

Sufian Hamat 

Internal Examiner 

 

This thesis was submitted to the Kulliyyah of Architecture and Environmental Design 

and is accepted as a fulfilment of the requirement for the Master of Science in Built 

Environment. 

 ......................................................... 

Rosniza Othman 

Head, Department of Architecture 

Kulliyyah of Architecture and 

Environmental Design 

 

This thesis was submitted to the Kulliyyah of Architecture and Environmental Design 

and is accepted as a fulfilment of the requirement for the degree of Master of Science 

in Built Environment. 

 

 ......................................................... 

Alias Abdullah 

Dean, Kulliyyah of Architecture 

and Environmental Design 

 

 



v 
 

DECLARATION 

 

 

 

 
I hereby declare that this thesis is the result of my own investigations, except where 

otherwise stated. I also declare that it has not been previously or concurrently 

submitted as a whole for any other degrees at IIUM or other institutions. 

 

Nor Dalila Nazihah Binti Che Hasim  

 

Signature ................................................             Date ......................................... 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



vi 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

INTERNATIONAL ISLAMIC UNIVERSITY MALAYSIA 

DECLARATION OF COPYRIGHT AND AFFIRMATION 

OF FAIR USE OF UNPUBLISHED RESEARCH 
 

 

Copyright © 2015 by Nor Dalila Nazihah Binti Che Hasim. All right reserved. 

 

 

PUBLIC SEATING IN ONE UTAMA SHOPPING CENTRE, 

MALAYSIA 
 

No part of this unpublished research may be reproduced, stored in a retrieval 

system, or transmitted, in any form or by any means, electronic, mechanical, 

photocopying, recording or otherwise without prior written permission of the 

copyright holder except as provided below. 

 

1. Any material contained in or derived from this unpublished 

research may only be used by others in their writing with due to 

acknowledgement. 

 

2. IIUM or its library will have the right to make and transmit copies 

(print or electronic) for institutional and academic purposes. 

 

3.  The IIUM library will have the right to make, store in a retrieval 

system and supply copies of this unpublished research if requested 

by other universities and research libraries. 

 

 

Affirmed by Nor Dalila Nazihah Binti Che Hasim 

 

………………….……... 

Signature 

……………………….... 

Date 



vii 
 

 

 

 

 

 

 

 

 

 

This thesis is dedicated to my parents; 

 

Hj. Che Hasim Bin Hj. Ishak & Hjh. Pauziah Binti Hj. Zainuddin 

 

Who introduced me to the joy of reading from the birth and to write from 

the heart. 

 

 

 

 

 

 

 

 

 

 



viii 
 

ACKNOWLEDGEMENTS 

 

 

 

In the name of Allah, The Most Gracious, The Most Merciful. All praises be to Allah 

(SWT) who gave me chance, time, strength, courage and patience to complete this 

course successfully. 

 

My sincere appreciation goes to my supervisor, Asst. Prof. Dr. Zuraini Binti 

Denan for guidance, encouragement as well as for the academic and moral support. 

Her invaluable help of constructive comments and suggestions have contributed to the 

completion of this research. I am extremely indebted to her who willingly devoted so 

much time in giving guidance to me and not to be forgotten, Prof. Dr. Zaiton Binti 

Abdul Rahim, my ex-supervisor for her great support and endless favour. 

 

Most of the results described in this research would have not been obtained 

without a close co-operation with the staffs of One Utama Shopping Centre for 

providing me vital information for my case studies. Also, to those who have been 

participated in questionnaire survey, thank you for your cooperation. 

 

A special thanks to all my beloved friends in Master of Science in Built 

Environment for all the assistance rendered throughout the process of completing this 

research. I owe a great deal of appreciation to my family and friends for their 

encouragement and great patience in all occasions. They have given me their 

unequivocal support as they always done, for which my mere expression of thanks 

likewise does not suffice. 

 

Last but not least, my deepest gratitude goes to my beloved parents, Che 

Hasim Bin Ishak and Pauziah Binti Zainuddin for their endless love, prayers and 

encouragement. Special thanks also dedicated to my supportive and beloved husband; 

Mohd Syafiq Bin Hashim and also my helpful siblings; Faridzul Hafifi and 

Muhammad Afiq Fikri for their endless support throughout my academic years. And, 

to those who indirectly contributed in this research, your kindness means a lot to me. 

Thank you. 

 

 

 

 

 

 

 

 

 

 

 

 



ix 
 

TABLE OF CONTENTS 

 

 

 

 

Abstract................................................................................................................. ii 

Abstract in Arabic................................................................................................. iii 

Approval Page....................................................................................................... iv 

Declaration Page................................................................................................... v 

Copyright Page...................................................................................................... vi 

Dedication............................................................................................................. vii 

Acknowledgements............................................................................................... viii 

List of Tables........................................................................................................ xii 

List of Figures....................................................................................................... xiv 

List of Abbreviation…………………………………………………………….. xvii 

 
CHAPTER 1:    INTRODUCTION.................................................................... 1 

1.1  Introduction......................................................................................... 1 

            1.2  Research Background.......................................................................... 3 

1.3  Problem Statements............................................................................. 

 1.3.1 The Problems or Issues of The Public Seating in Shopping 

Mall…………………………………………………………… 

5 

 

6 

1.4   Research Questions............................................................................. 9 

1.5   Research Aim..................................................................................... 10 

1.6   Research Objectives........................................................................... 11 

1.7   Significance of Study.......................................................................... 11 

1.8   Scope of Study.................................................................................... 12 

1.9   Limitations.......................................................................................... 12 

1.10 Structure of the Thesis........................................................................ 12 

 

CHAPTER 2: LITERATURE REVIEW...........................................................    15 
2.1   Introduction........................................................................................ 15 

2.2   Evolution of Shopping Mall............................................................... 15 

 2.2.1    Definition and Type of Shopping Mall.................................. 18 

2.3   Factors in Influencing Users’ Preferred Shopping Mall..................... 21 

2.4   Shopping Behaviour and Environment............................................... 31 

 2.4.1    Influence of Mall Environment.............................................. 32 

2.5   Activities in Mall Leading Towards the Priority of Seating.............. 33 

2.6   Seating in Commercial and Public Spaces......................................... 37 

2.7   Importance of Seating in Shopping Mall............................................ 41 

 2.7.1  Condition of Public Seating in Mall Which Influenced the      

Shopping Experience.............................................................. 

 

42 

 2.7.2   Seating in the Shopping Mall................................................. 43 

2.8   Conclusion.......................................................................................... 47 

 

CHAPTER 3: RESEARCH METHODOLOGY...............................................     49 
3.1   Introduction........................................................................................ 49 

3.2   Methodology Studies on Shopping Mall............................................ 49 



x 
 

3.3   Selection of Case Study...................................................................... 51 

                    3.3.1   Review of Literature and Document Sources.......................... 55 

                    3.3.2   Survey Interview...................................................................... 56 

                               3.3.2.1   Development of Questionnaires and Criteria for              

                                             Respondents............................................................... 

 

56 

                               3.3.2.2   Pilot Test.................................................................... 57 

                               3.3.2.3   Analysis of Data from Pilot Test............................... 57 

                               3.3.2.4   Refinement of Questionnaires and Criteria for 

                                             Respondents............................................................... 

 

58 

                               3.3.2.5   Population and Sampling Procedure.......................... 59 

                               3.3.2.6   Survey Interview........................................................ 60 

                                       3.3.2.6.1 Section 1: Respondent’s Background............... 61 

                                       3.3.2.6.2 Section 2: Mall Visits....................................... 61 

                                       3.3.2.6.3 Section 3: Provision of Seating in Mall............ 62 

                                       3.3.2.6.4 Section 4: Satisfaction Level of Seating 

                                                      in Mall............................................................... 

                                       3.3.2.6.5 Section 5: Perception on the Provision of  

Seating in the Shopping Mall........................... 

 

62 

 

63 

                    3.3.3   Observation.............................................................................. 64 

                    3.3.4   Arranging for Interview........................................................... 64 

3.4   Conclusion.......................................................................................... 65 

 

CHAPTER 4: FINDINGS AND DISCUSSION................................................    67 
4.1  Introduction......................................................................................... 67 

4.2  Background of Respondents................................................................ 68 

                    4.2.1   Age........................................................................................... 68 

                    4.2.2   Gender..................................................................................... 69 

                    4.2.3   Marital Status and Number of Children.................................. 70 

                    4.2.4   Economic Background............................................................ 71 

                    4.2.5   General Information of Mall Visits and Selection................... 72 

                               4.2.5.1   Frequency of Users’ Visits to the Shopping Mall..... 72 

                               4.2.5.2   Duration of Mall Visits.............................................. 73 

                               4.2.5.3   Respondents’ Companion.......................................... 74 

                               4.2.5.4   Main Reasons of Mall Visits..................................... 74 

                               4.2.5.5  Factors Influenced Users’ Selection in Visiting the  

Mall............................................................................ 

 

75 

4.3   Provision of Seating in Shopping Mall............................................... 76 

                    4.3.1    The Need for Seating in Shopping Mall................................. 77 

                                4.3.1.1  The Needs for Seating Based on Category of  

Users.......................................................................... 

 

77 

                                4.3.1.2  The Reasons for Seating in Mall............................... 80 

                                4.3.1.3  Users’ Need Based on the Duration of Stay.............. 83 

                    4.3.2    Users’ Seating Preference....................................................... 84 

                                4.3.2.1  Characteristic of Seating Preferred by the 

Respondents............................................................... 

 

85 

                                4.3.2.2  Type of Seating Preferred by the Respondents......... 89 

                                4.3.2.3  Location of Seating Preferred by the Respondents... 94 

4.3.3    Design and Planning of Seating.............................................. 99 

                                4.3.3.1  Satisfaction Level of Seating at One Utama   



xi 
 

Shopping Centre........................................................ 101 

4.4  Observation and Inventory of Seating in the Shopping Mall.............. 102 

        4.4.1    Location of seating in Selected Shopping Mall...................... 109 

4.5  Conclusion........................................................................................... 110 

 

CHAPTER 5: RECOMMENDATIONS AND CONCLUSION......................      112 
5.1   Introduction........................................................................................ 112 

5.2   Summary of Findings......................................................................... 113 

                    5.2.1    Summary of Objective 1: The Importance of Seating at 

Shopping Mall in Malaysia..................................................... 

                                       5.2.2    Summary of Objective 2: The Characteristics of Seating 

Preferred by Users Consistent With the Activities in 

Shopping Mall......................................................................... 

 

113 

 

 

114 

                    5.2.3    Summary of Objective 3: Users’ Satisfaction on the Design 

and Planning of the Existing Seating in Shopping Mall With 

Regards to Location, Number, Design and Comfort.............. 

 

 

115 

5.3  Recommendations to Improve Mall Users’ Satisfaction Levels......... 116 

5.4  Direction for Future Research............................................................. 118 

5.5  Conclusion........................................................................................... 118 

 

BIBLIOGRAPHY………………………………………………………......…... 

 

121 

APPENDIX A (i) : QUESTIONNAIRE SURVEY FORM (ENGLISH)..... 125 

APPENDIX A (ii) : QUESTIONNAIRE SURVEY FORM (MALAY)........ 130 
APPENDIX B : CALCULATION FOR RANKING QUESTION.......... 135 

APPENDIX C (i) 

 

: LOCATION OF SEATING ON LOWER GROUND 

AND GROUND LEVEL IN ONE UTAMA 

SHOPPING CENTRE................................................... 

 

 

136 

APPENDIX C (ii) 

 

: LOCATION OF SEATING ON FIRST AND 

SECOND LEVEL IN ONE UTAMA SHOPPING 

CENTRE........................................................................ 

 

 

137 

APPENDIX C (iii)  

 

: LOCATION OF SEATING ON THIRD AND 

FOURTH LEVEL IN ONE UTAMA SHOPPING 

CENTRE........................................................................ 

 

 

138 

APPENDIX D (i) : NEWSPAPER CUTTING............................................. 139 

APPENDIX D (ii) : NEWSPAPER CUTTING............................................. 140 

APPENDIX D (iii) : NEWSPAPER CUTTING............................................. 141 

APPENDIX D (iv) : NEWSPAPER CUTTING............................................. 142 

 

 

 

 

 

 

 

 

 



xii 
 

LIST OF TABLES 

 

 

 

 
Table No. 

2.1       Top 10 largest shopping malls in the world                                                

3.1       Summary of number of visitors per year 

3.2       Likert scale for satisfaction level of seating in mall 

3.3       Likert scale for the perception on the provision of seating 

4.1       Response rate of the questionnaire survey 

4.2       Summary of main reasons of mall visits 

 

4.3       Summary of factors influenced users’ mall selection 

4.4       Differences in the importance of seating between age, gender,    

marital status number of children and respondents’ companion 

 

4.5       Frequency of respondents who need seating for feeding baby or 

children based on age group and marital status 

 

4.6       Frequency of respondents who rest feet while shopping based on age 

group 

 

4.7       Frequency of importance of seating based on duration of stay 

4.8       Frequency of design of seating preferred by the respondents 

4.9       Frequency of location of seating preferred by the respondents 

4.10     Overall rank on One Utama Shopping Centre (n=102) 

4.11     Summary of the selected mall (One Utama Shopping Centre) 

4.12     Number of seating at the selected shopping malls 

4.13     Seating arrangement in front of stores in One Utama Shopping   

            Centre 

 

4.14     Seating arrangement at gathering area in One Utama Shopping 

            Centre 

Page No 

19 

59 

63 

63 

68 

75 

76 

80 

 

82 

 

83 

 

83 

 

90 

 

95 

 

101 

 

102 

 

104 

 

105 

 

106 



xiii 
 

4.15     Seating arrangement in One Utama Shopping Centre 

4.16     Seating design in the three shopping malls (material, structure and     

            colours) 

 

5.1       General information on the  level of satisfaction towards the aspects  

            of  seating 

 

5.2      Summary of recommendations based on findings 

 

107 

108 

 

 

115 

 

 

116 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xiv 
 

LIST OF FIGURES 

 

 

 

 
Figure No.  

1.1       Summary of the research structure                  

2.1       Country Club Plaza, Kansas                                                                  

2.2       Southdale Centre, Minnesota                                                                   

2.3       Sungei Wang Plaza                                                                                  

2.4       Interior of Sungei Wang Plaza                                                      

2.5       The effects of entertainment centres on shopping behavior in malls   

2.6       Seating is very useful for users for many purposes                                  

2.7       Broad timber bench with arm and backrest                                              

2.8       Seating is bolted at the floor                                                                     

2.9       Linear arrangement which does not promote conversation            

2.10     Island arrangement which does not promote conversation                    

2.11     Users interact with their own companion only 

2.12     Users standing at the corridor while waiting                                    

2.13     Users have proper seating while waiting 

3.1       View of One Utama Shopping Centre   

3.2       Layout of One Utama Shopping Centre                                                  

3.3       Summary of the research flow            

4.1       Percentage for age of respondents 

4.2       Percentage for the gender of respondents                                                

4.3       Percentage for the marital status of respondents                                    

Page No. 

14 

16 

16 

17 

17 

23 

43 

44 

44 

45 

45 

47 

48 

48 

53 

55 

66 

69 

69 

70 



xv 
 

4.4       Percentage for the number of children of respondents                           

4.5       Percentage for the occupation of respondents                                         

4.6       Percentage for the monthly income of respondents          

4.7       Frequency of respondents’ visits                                                            

4.8       Duration of respondents’ visits                                                               

4.9       Respondents’ companion                                                                       

4.10     Importance of seating                                                                            

4.11     Need for seating based on age groups                                                  

4.12     Need for seating based on gender                  

4.13     Need for seating based on marital status                                              

4.14     Need for seating based on number of children                                     

4.15     Need for seating based on respondents’ companion                            

4.16     Frequency of the reasons for seating                                                    

4.17     Need for seating based on the duration of stay & variety of   

merchandise/  retail outlet offered               

     

4.18     Need for seating based on the duration of stay & rest feet while 

shopping 

 

4.19     Frequency of characteristic of seating preferred by the respondents   

4.20     Need for functional seating based on age groups                  

4.21     Need for functional seating based on gender                                        

4.22     Need for functional seating based on the reasons for seating            

4.23     Need for comfortable seating based on the reasons for seating            

4.24     Need for attractive seating design based on the reasons for seating 

4.25     Need for benches based on age groups       

4.26     Need for benches based on gender 

70 

71 

72 

73 

73 

74 

77 

78 

78 

79 

79 

79 

81 

 

84 

 

84 

 

86 

87 

87 

88 

88 

89 

91 

91 



xvi 
 

4.27     Need for benches based on number of children      

4.28     Need for benches based on marital status 

4.29     Design of seating needed to rest feet while shopping 

4.30     Design of seating needed to feed baby/children 

4.31     Design of seating needed to wait for someone 

4.32     Design of seating needed to chat with someone 

4.33     Design of seating needed for looking around 

4.34     Need for seating along the corridor based on age groups 

4.35     Need for seating along the corridor based on gender 

4.36     Need for seating along the corridor based on marital status                

4.37     Need for seating along the corridor based on the number of children       

4.38     Location of seating preferred to rest feet while shopping 

4.39     Location of seating preferred to feed baby/children 

4.40     Location of seating preferred to wait for someone 

4.41     Location of seating preferred to chat with someone 

4.42     Location of seating preferred for looking around 

4.43     Seating along the corridor in One Utama Shopping Centre 

4.44     Seating around column/ planter box in One Utama Shopping Centre 

4.45     Lounge seating arrangement in One Utama Shopping Centre 

4.46     Seating design in One Utama Shopping Centre 

4.47     Location of seating in One Utama Shopping Centre (lower ground  

            floor) 

 

4.48     Part of the location of seating at lower ground floor in One Utama 

Shopping Centre (in clearer picture) 

 

4.49     Diagram of seating in One Utama Shopping Centre 

91 

91 

92 

93 

93 

94 

94 

96 

96 

96 

96 

97 

98 

98 

99 

99 

105 

106 

107 

108 

109 

 

109 

 

 

110 

 



xvii 
 

LIST OF ABBREVIATIONS 

 

 

 

ICSC  International Council of Shopping Centre 

SPSS  Statistical Package for Social Sciences 

et al.  (et alia) ; and others 

n.d  no date   

sq ft  square feet 



 
 

1 

 

CHAPTER 1 

INTRODUCTION 

 

 

 

1.1 INTRODUCTION 

Over the years, shopping malls in Malaysia have undergone tremendous changes due 

to rapid economic growth. Shopping mall has grown larger as the demand from 

people increase due to the many activities it accommodates. In a study conducted by 

Downie, Fisher and Williamson (2002); Connie, Sutoto and Lenny (2002) and 

Banerjee (2012), shopping mall acts as a centre of activities for people to socialize 

with family and friends, relieving boredom, making purchase of goods and services or 

either browsing to gather information on possible future purchases. Although there are 

many reasons for people to visit the shopping mall, shopping mall always known and 

remained as a place for shopping. According to International Council of Shopping 

Centres (1999), there are different types of shopping mall. The most common one are 

regional and superregional mall. In Malaysia especially in Klang Valley area, this type 

of shopping mall mushroomed from year to year such as Mid Valley Megamall, Suria 

KLCC, Pavillion and Sunway Pyramid. The other types of shopping mall are the 

neighbourhoodcentre, community centre, fashion centre, power centre, theme centre 

and outlet centre.   

At present, shopping mall is also a place for entertainment. A survey 

conducted by Sit &Merrilees (2005) identifies different types of entertainments that 

can be found in the shopping mall as ways to attract different kind of visitors. There 

are several entertainment facilities provided in a shopping mall such as cinemas, 

indoor theme park, game centres, cafes, restaurants and retail outlets. Indeed, analysis 
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byKok (2004) indicates that as the mall is providing more facilities and shops, the 

malls are becoming better in offering different activities for users with different needs. 

Apart from the stores and services provided, supporting facilities are important in 

making successful shopping mall such as seating, signage, toilets, auto teller machines 

(atm), temporary childcare centre, locker room, luggage repository, parking area, food 

court, and landscaping area (Banerjee, 2012). 

Shopping malls have become an inviting place to go since they can offer many 

activities and facilities to the users. Users of shopping malls may be accompanied by 

friends, family, spouse or their officemates when visiting the shopping mall. Different 

types of people from different background including the young and teenagers, adult or 

older people go to shopping mall for different reasons. For example, a family visits 

the shopping mall during weekends to do activities together as a family. Corporate 

workers sometimes meet together for an informal meeting after work in the shopping 

mall in order to strengthen working relationship in a relaxing environment. A study by 

Banerjee (2012) found that youngsters constitute the biggest group of shopping mall 

visitors. They normally go to shopping malls for entertainment such as watching 

movies at cinema other than shopping. 

There is a tendency of users to spend more time in shopping mall depends on 

what it offers. Most of the time, users are in walking or standing position as they go 

through the shops. The users may or may not realize the distance they walked in the 

shopping malls as the bigger the shopping mall, the longer the walking distance. As 

highlighted by McKenzie (2011), they tend to walk or stand longer as they move from 

one shop to another or from one facility to another resulting in the need to rest or seat 

as they move around. Longer walking distance uses more energy and resting in 

between walking during shopping becomes desirable. Therefore resting area where 
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users can sit, rest their feet and reenergize become an important element in shopping. 

Seating area which consists of benches or couches will be an alternate for them to rest 

up their feet (McKenzie, 2011) and thus influence users‟ shopping experience 

(Banerjee, 2012). 

 

1.2 RESEARCH BACKGROUND 

This research examines the provision of public seating in One Utama Shopping Centre 

Malaysia. This section will elaborate about the shopping mall in Malaysia and 

relationship between seating in shopping mall, behaviour and the usage of seating. 

Shopping mall is relatively new in Malaysia. It was first introduced in 1970‟s and 

mushroomed at the peak of construction boom between 1980‟s and early 90‟s (Mohd. 

Nizar, 2004). That was the time when Kuala Lumpur, the capital city of Malaysia 

experienced rapid development and growth in infrastructure due to urbanisation and 

modernisation. Shopping mall eventually developed into a place for leisure for 

Malaysians. Shopping malls with restaurants, cinemas and open air lifestyles centre 

with upscale national specialty stores growth rapidly and became a trend. 

According to Shopping and High rise Complex Management, (2004), the mega 

shopping malls in Malaysia are usually located in the sub-urban area such as Sunway 

Pyramid which opened in 1996 and One Utama Shopping Centre opened in1995. The 

location of shopping centre which is located well within the city is Suria KLCC. In the 

southern region, Johor Baru City Square and DangaBay have monopolized the 

market. Meanwhile in the northern region, there are medium to mega-sized centres 

such as Megamall Penang, Gurney Plaza and Queensbay Mall. 

Shopping for leisure becomes a phenomenon for Malaysians. Due to that the 

management of shopping malls always tries to improve the strategies in order to 
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attract more users to visit their malls and have a healthy competition among other 

malls (Stanley, 2004).Satisfaction from shopping is not necessarily derived from 

acquiring goods. Studies by Yap, Lin and Lo (2004); Stanley (2004); Richard (2004) 

and Banerjee (2012), indicate that shopping mall facilities can attract and enhance 

users visit other than the mall location, tenant mix and accessibility. The studies 

indirectly shows that users prefer malls with well-organized and variation of facilities 

such as ATM, musolla, wash room, baby room, information counter, locker room and 

smoking area. In the case of Malaysia, the users who come from various age groups 

visit shopping mall for different reasons other than shopping such as watching 

movies, parks, playground, kids fun area, galleries, eating places and many more. 

Based on observation, shopping malls are crowded especially during weekend, public 

holidays and festivity seasons as it becomes a place of shopping and leisure for many. 

Seating is important to provide comfort after having long walking distances 

(McKenzie, 2011). According to Sadeghi and Bijandi (2011), behavioural habits or 

purposes of users‟ visits influenced and affected by shopping mall‟s environment. 

Shopping mall with large scale of floor area encourages users to stay longer in mall as 

there are more shops and facilities. Users may be encouraged to go through more 

shops and therefore tend to walk longer distance and therefore the need to provide 

seating become important to provide comfort and convenience for users. Given the 

size and facilities provided in shopping mall, there is a need to provide seating area 

consistent with users needs to enhance the activity of shopping and other activities in 

shopping mall. 

The act of seating may be temporary but important to give respite to the users. 

Comfortable and appropriately located seating provides much needed rest for the long 

walking and standing position of users particularly users from certain age group or 
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special needs such as older people, pregnant ladies, young children and people with 

disabilities. McKenzie (2011) noted that the provision of variety of seating in 

shopping mallwith arm and back rest may accommodate some of the users who have 

limited stamina such as old people by supporting their back bones and comforting 

their arm while resting. 

Seating also acts as waiting area. Waiting takes place in many circumstances 

such as a person waiting for a friend or family member to join him/her for the 

activities in the shopping mall, a husband with young children waiting for his wife 

shopping, a person with many shopping bags waiting for his/her companion who is 

still shopping, a person waiting for his/her family members who went to different 

shops and etc. Seung-Eun, (n.d.) found that seating is needed especially for male 

companion when their partner went in to women‟s apparel shop or at lingerie section. 

From observation, users who did a lot of shopping with many bags carried would 

normally need a place to rest before continue his/ her shopping activities.  

 

1.3 PROBLEM STATEMENTS 

The discussions presented have shown shopping mall is a place of leisure for many 

Malaysians especially in the urban areas. The development in shopping mall has 

resulted in bigger shopping malls with a lot more shops and facilities which attracted 

different type of users.  Study on shopping mall‟s seating in other countries as 

indicated by McKenzie (2011) have shown that the importance of seating in 

shoppingmall was to enhance shopping experience and indirectly gives positive return 

to the shopping mall itself.  
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1.3.1 The Problems or Issues of the Public Seating in One Utama Shopping 

Centre 

Observations on shopping malls in Malaysia have shown similarities in terms of 

factors which influenced the need for seating to accommodate and enhance shopping 

experience such as the sheer size of shopping mall today, the activities, the reasons for 

going to shopping and the different type of users visiting shopping mall. 

Consideration for seating such as provision, design and types of seating, location and 

frequency of seating are important elements in a shopping mall and should be based 

on the said factors and incorporated in to the design of shopping mall from design 

development. This is because when the satisfaction of seating aspects meets the need 

of users, they will experience and attracted to do their next visit to the particular 

mall.However, review of literature indicates there are onlyfew studies done on seating 

in shopping mall. Yet observation indicates that despite its importance, seating in 

shopping malls in Malaysia lacks consideration in some aspects such as adequacy, 

number, suitability of location and frequency of seating and design consistent with 

users‟ comfort.  

 

Adequacy of Public Seating 

Observation by the author indicates that the provision of seating is necessary 

especially during peak season such as weekends and public holidays. According to 

One Utama Website (2013), visitors used to stopover the mall with roughly about 60 

000 to 90 000 visitors per week and the occupancy rate of visitors is 98% during 

weekends or festivities season (approximately 120 000 visitors). There are a lot of 

people from different age group visit One Utama Shopping Centre. Some people 

might come to the mall in groups to fulfill their intention of visits. People used to visit 
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shopping mall for doing lots of activities such as shopping for necessity, gathering 

purpose, leisure or dining (Patrick, 2012). A research done by Rajagopal (2009) 

indicates that the excitement in shopping mall encourages people to stay longer in 

stores, to experience the pleasure of products while making buying decisions. Most of 

the time, people used to move from one tenant to other tenant while searching for their 

necessity (Zafar, Morry&Zainurin, 2007). They may carry lots of shopping bags or 

plastic bags bought from other stores. Some users who came with family members 

and kids used to have a short break after walking in a period of time. One of the best 

ways to encourage users to stay longer and release their tiredness is to provide suitable 

opportunities to sit down (Henry, 2009). The number of seating provided seems to be 

very important to shopping mall users thus it may affect the usage of seating place 

which should also be consistent with the number of visitors. From the observation 

made by the researcher, most of the people buy their necessity or groceries in the 

anchor tenants. However, anchor tenant have less seating area as compared to the 

other area. For example, more seating are required in front of anchor stores as there 

are more users in this stores. Sometimes, people used to sit on a medium which is not 

meant to be used as seating which is called as „accidental seating‟ (Henry, 2009).  

 

Location and Distance between One to another Seating 

KhairulAnuar&Ong (2010) noted that shopping mall was a spot not just for shopping 

but also as a place for other activities such as gathering, meeting or other leisure 

purpose. Meeting or gathering needs a specific place such as restaurant or seating area 

which facing inwards to promote good conversation between each other. Good 

location of seating gives privacy for both parties. Many people wandering around the 

meeting area may distract important discussions. Seating in a straight row also is 


