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 Toward Preservation of the Traditional Marketplace: A Preference 
Study of Traditional and Modern Shopping Environments in Bangkok, 

Thailand 

 

Apichoke Lekagul 

 

(Abstract) 

 

The objectives of this dissertation are to: 1) identify the aspects of shopping environments that are 

important to people; and 2) identify strategies to maintain the cultural relevance and viability of 

traditional marketplaces in the new global economy.  This dissertation uses a Content Identifying 

Methodology (CIM) to determine preferences of general Thai shoppers for different shopping 

environments in Bangkok, Thailand.  The procedures include preference rating, scene description, 

and respondents’ background surveys.  Data were analyzed using factor analysis, content 

analysis, Analysis of Variance (ANOVA), canonical correlation analysis, and Multivariate 

Analysis of Variance (MANOVA).   In addition, interviews with designers and developers of 

shopping environments are used to establish implications for future development, design, and 

renovation of shopping environments.      

Three major factors, environmental, shopping, and background, were found to influence 

preferences for shopping environments.  The environmental factors include the perceived 

environmental types; spacious and well-organized spatial configurations; physical content, such 

as fresh products, vegetation, and sitting areas; and environmental conditions, such as 

maintenance level, crowdedness, and cool temperatures.  Shopping factors include recreational 

and value shopping.  Respondent’s background factors include shopping behaviors and socio-

economic backgrounds, such as age and household economic status.   

Shoppers prefer certain shopping environments based on their shopping purpose: recreational 

versus value shopping.  Recreational shopping appeals to young, single, and big group shoppers 

at modern malls, which provide the most opportunities for exploring, recreating, and socializing.  

Value shopping appeals to older, married, and large family shoppers at traditional markets that 

offer the high quality fresh products at low price.    
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The dissertation’s findings are consistent with previous studies and support theoretical 

explanations in the environmental perception and assessment field.   Coherence, complexity, 

legibility, and mystery, and the concept of affordance influence preference; and are useful in 

making recommendations.  The results indicate that, by identifying the preferences and 

perceptions of Thai shoppers, it is possible to preserve important aspects of the traditional Thai 

marketplace.  This is achieved by incorporating aspects of traditional Thai markets into new 

shopping environments; and enhancing existing traditional markets to give them broader appeal 

and make them more viable in today’s economy.       
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“Dag is from Toronto, Canada (dual citizenship).  Claire is from Los Angeles, 
California.  I, for that matter, am from Portland, Oregon, but where you're from 
feels sort of irrelevant these days (‘Since everyone has the same stores in their 
mini-malls,’ according to my younger brother, Tyler.)” 

 

(Copeland, 1991, p. 4) 

 

 

 

“…saving vernacular environments does not involve merely the preservation of 
actual environments (important as this may be).  Nor does it involve merely the 
documentation of such environments… as such environments increasingly, and 
ever more rapidly disappear.  It also involves the preservation of the lessons and 
principles that such environments embody—and this is a form of preservation 
that has not yet really been considered or investigated.”  

 

(Rapoport, 1999, p. 57)       

 



 vi

TABLE OF CONTENTS 

 

CHAPTER 1: INTRODUCTION ------------------------------------------------------------------------1 

CHAPTER 2: CONTEXT---------------------------------------------------------------------------------8 

I. The Problem of Globalization ------------------------------------------------------------------------- 8 

1. The Problem of a Globalizing Economy on Local Economies and Retail Businesses----------9 

2. The Problem of Globalization on Place and Physical Environment ------------------------------11 

3. Modern Shopping Environments and Placelessness -------------------------------------------------12 

II. Backgrounds of Shopping Environments: Evolution, Design, and Related Studies------ 16 

1. Historical Background of Shopping Development in Bangkok, Thailand ----------------------16 

2. Design of Shopping Environments----------------------------------------------------------------------20 

III. Previous Studies on Shopping Environments -------------------------------------------------- 26 

IV. An Approach to Preserve Traditional Markets as Vernacular Environments----------- 34 

Summary --------------------------------------------------------------------------------------------------- 39 

CHAPTER 3: LITERATURE REVIEW-------------------------------------------------------------- 41 

I. Environmental Perception and Assessment Study----------------------------------------------- 41 

Overview of Research Paradigms --------------------------------------------------------------------------42 

II. Environmental Preference Research -------------------------------------------------------------- 47 

1. Research Components -------------------------------------------------------------------------------------48 

2. Study Models ------------------------------------------------------------------------------------------------63 

III. Theoretical Explanations and Cumulative Findings ------------------------------------------ 88 

1. Theoretical Explanations----------------------------------------------------------------------------------88 

2. Cumulative Findings ---------------------------------------------------------------------------------------91 



 vii

IV. A Critique of the Most Relevant Study ---------------------------------------------------------- 95 

Summary --------------------------------------------------------------------------------------------------- 99 

CHAPTER 4: METHODOLOGY---------------------------------------------------------------------101 

I. Objectives----------------------------------------------------------------------------------------------- 102 

II. Research Questions ---------------------------------------------------------------------------------- 102 

III. Research Design------------------------------------------------------------------------------------- 105 

Measuring Preference --------------------------------------------------------------------------------------- 105 

1. Preference Survey ---------------------------------------------------------------------------------------- 106 

2. Interview --------------------------------------------------------------------------------------------------- 119 

Summary -------------------------------------------------------------------------------------------------- 123 

CHAPTER 5: RESULTS ------------------------------------------------------------------------------125 

I. The Environmental Characteristics Influencing Preferences for Shopping Environments
--------------------------------------------------------------------------------------------------------------- 126 

1. Analysis of the Most and Least Preferred Scenes -------------------------------------------------- 126 

2. Analysis of Preference Dimensions------------------------------------------------------------------- 145 

Conclusion: The Preferred Environmental Characteristics ------------------------------------------ 164 

II. Preference and Perceived Importance of Shopping Attributes ----------------------------- 165 

1. Perceived Importance of Shopping Attributes ------------------------------------------------------ 165 

2. Shopping Attribute Dimensions ----------------------------------------------------------------------- 166 

3. Relationships between Preference Dimensions and Important Shopping Attributes 
Dimensions---------------------------------------------------------------------------------------------------- 169 

Conclusion ---------------------------------------------------------------------------------------------------- 174 

III. Preference and Respondents’ Backgrounds --------------------------------------------------- 175 

1. Respondent Profile --------------------------------------------------------------------------------------- 176 

2. Relationship between Preference Dimensions and Respondents’ Background -------------- 178 



 viii

3. Important Background Factors Influencing Preference ------------------------------------------- 190 

IV. Interviews with Developers, Designers, and Managers -------------------------------------- 191 

Conclusion with the Information from Survey of Shoppers----------------------------------------- 199 

IV. Conclusion of Findings in Response to Research Questions -------------------------------- 201 

1. Environmental Factors----------------------------------------------------------------------------------- 202 

2. Shopping Factor------------------------------------------------------------------------------------------- 207 

3. Shoppers’ Background Factors ------------------------------------------------------------------------ 208 

4. Important Factors of Developers, Designers, and Managers in Relation to Shoppers ------ 209 

CHAPTER 6: DISCUSSION AND IMPLICATION ----------------------------------------------212 

I. Discussion of the Results----------------------------------------------------------------------------- 212 

1. Connection to Previous Findings ---------------------------------------------------------------------- 212 

2. Connection to Theoretical Explanations in Environmental Perception and Assessment 
Research ------------------------------------------------------------------------------------------------------- 218 

III. Implications------------------------------------------------------------------------------------------ 220 

1. Practical Implications ------------------------------------------------------------------------------------ 221 

2. Research Implications ----------------------------------------------------------------------------------- 228 

Conclusion ---------------------------------------------------------------------------------------------------- 231 

BIBLIOGRAPHY----------------------------------------------------------------------------------------232 

APPENDIX A: INSTRUMENTS ---------------------------------------------------------------------242 

1. Scene Rating Form --------------------------------------------------------------------------------------- 243 

2. Scene Description Form--------------------------------------------------------------------------------- 244 

3. Questionnaire Questions -------------------------------------------------------------------------------- 245 

APPENDIX B: BANGKOK POPULATION AND SAMPLE DISTRIBUTION -------------248 

APPENDIX C: IRB APPROVAL DOCUMENT --------------------------------------------------250 



 ix

APPENDIX D: SCENE INFORMATION-----------------------------------------------------------251 

CURRICULUM VITAE ---------------------------------------------------------------------------------261 



 x

LIST OF TABLES 

 

TABLE 3.1: CATEGORIES OF RESEARCH ON ENVIRONMENTAL PERCEPTION AND 
ASSESSMENT...................................................................................................................... 43 

TABLE 3.2: STUDIES USING CIM APPROACH ...................................................................... 70 

TABLE 3.3: PREDICTORS OF PREFERENCE.......................................................................... 73 

TABLE 3.4: STUDIES ASSESSING MULTIPLE RELATIONSHIPS ....................................... 76 

TABLE 3.5: STUDIES COMPARING DIFFERENT SETTINGS............................................... 79 

TABLE 3.6: STUDIES COMPARING PREFERENCES OF DIFFERENT SUBGROUPS OF 
RESPONDENTS ................................................................................................................... 83 

TABLE 3.7: PREFERENCE FRAMEWORK .............................................................................. 89 

TABLE 5.1: RESPONDENTS’ COMMENTS ON THE MOST-PREFERRED SCENES FROM 
TRADITIONAL MARKETS .............................................................................................. 130 

TABLE 5.2: RESPONDENTS’ COMMENTS ON THE LEAST-PREFERRED SCENES FROM 
TRADITIONAL MARKETS .............................................................................................. 134 

TABLE 5.3: RESPONDENTS’ COMMENTS ON THE MOST-PREFERRED SCENES FROM 
MODERN MALLS.............................................................................................................. 138 

TABLE 5.4: RESPONDENTS’ COMMENTS ON THE LEAST-PREFERRED SCENES FROM 
MODERN MALLS.............................................................................................................. 142 

TABLE 5.5: FREQUENTLY COMMENTED CATEGORIES.................................................. 143 

TABLE 5.6: FREQUENT COMMENTS BY CATEGORIES.................................................... 144 

TABLE 5.7: RESPONDENTS’ COMMENTS ON TYPICAL MODERN MALLS.................. 149 

TABLE 5.8: RESPONDENTS’ COMMENTS ON TRADITIONAL OUTDOOR MARKETS 152 

TABLE 5.9: RESPONDENTS’ COMMENTS ON TRADITIONAL FRESH MARKETS ....... 155 

TABLE 5.10: RESPONDENTS’ COMMENTS ON OUTDOOR MARKETS WITH 
VEGETATION.................................................................................................................... 158 

TABLE 5.11: RESPONDENTS’ COMMENTS ON MODERN MALLS WITH EXPOSED 
PRODUCTS ........................................................................................................................ 160 



 xi

TABLE 5.12: MEAN PREFERENCE BY DIMENSIONS ........................................................ 162 

TABLE 5.13: THE MOST FREQUENT COMMENTS BY DIMENSIONS ............................. 162 

TABLE 5.14: THE MOST FREQUENT COMMENTS BY DIMENSIONS ............................. 163 

TABLE 5.15: RANKED IMPORTANT SHOPPING ATTRIBUTES........................................ 166 

TABLE 5.16: RANKED PERCEIVED IMPORTANT SHOPPING ATTRIBUTE DIMENSIONS
............................................................................................................................................. 167 

TABLE 5.17: IMPORTANCE OF SHOPPING ATTRIBUTES BY DIMENSIONS ................ 169 

TABLE 5.18: CANONICAL CORRELATION ANALYSIS RESULTS................................... 170 

TABLE 5.19: RESPONDENT PROFILES BY SHOPPING BEHAVIORS .............................. 176 

TABLE 5.20: RESPONDENT PROFILES BY SOCIO-ECONOMIC BACKGROUNDS........ 177 

TABLE 5.21: WHO DECIDES WHERE TO SHOP .................................................................. 178 

TABLE 5.22: AVERAGE TIME SPENT SHOPPING AND SHOPPING TIME OF DAY ...... 179 

TABLE 5.23: SHOPPING COMPANION AND MEETING PLACE........................................ 180 

TABLE 5.24: AGE, FAMILY MEMBERSHIP, AND EMPLOYMENT STATUS................... 182 

TABLE 5.25: HOUSEHOLD INCOME, EDUCATION LEVEL, MARITAL STATUS, AND 
NUMBER OF CHILDREN ................................................................................................. 185 

TABLE 5.26: PREFERENCE MEANS BY AGE GROUPS...................................................... 187 

TABLE 5.27: PREFERENCE MEANS BY HOUSEHOLD INCOME GROUPS ..................... 189 

TABLE B.1: BANGKOK POPULATION CHARACTERISTICS ............................................ 248 

TABLE B.2: SAMPLING QUOTA TABLE............................................................................... 249 

TABLE D.1: DESCRIPTIVE STATISTIC TABLE ................................................................... 257 

TABLE D.2: TOTAL VARIANCE EXPLAINED ..................................................................... 258 

TABLE D.3: FACTOR LOADING TABLE............................................................................... 260 

 

 



 xii

LIST OF FIGURES 

 

FIGURE 5.1: THE MOST-PREFERRED SCENES FROM TRADITIONAL MARKETS....... 127 

FIGURE 5.2: THE LEAST-PREFERRED SCENES FROM TRADITIONAL MARKETS...... 132 

FIGURE 5.3: THE MOST-PREFERRED SCENES FROM MODERN MALLS ...................... 136 

FIGURE 5.4: THE LEAST-PREFERRED SCENES FROM MODERN MALLS..................... 140 

FIGURE 5.5: TYPICAL MODERN MALLS ............................................................................. 146 

FIGURE 5.6: TRADITIONAL OUTDOOR MARKETS ........................................................... 150 

FIGURE 5.7 TRADITIONAL FRESH MARKETS ................................................................... 153 

FIGURE 5.8: OUTDOOR MARKETS WITH VEGETATION ................................................. 156 

FIGURE 5.9: MODERN MALLS WITH EXPOSED PRODUCTS........................................... 159 

FIGURE 5.10: RECREATIONAL SHOPPING RELATIONSHIP ............................................ 172 

FIGURE 5.11: VALUE SHOPPING RELATIONSHIP ............................................................. 173 

FIGURE 5.12: PREFERENCE BY AGE GROUPS ................................................................... 188 

FIGURE 5.13: PREFERENCE MEANS BY HOUSEHOLD INCOME GROUPS ................... 189 

FIGURE 6.1: IMPROVEMENT DIAGRAM FOR EXISTING TRADITIONAL 
MARKETPLACES.............................................................................................................. 225 

FIGURE D.1: SCENE INFORMATION .................................................................................... 252 

FIGURE D.2: SCREE PLOT....................................................................................................... 259 

 


	ACKNOWLEDGMENTS
	TABLE OF CONTENTS
	CHAPTER 1: INTRODUCTION	1
	LIST OF FIGURES
	CHAPTER 1: INTRODUCTION
	
	
	
	
	The Background
	The Problem
	The Significance of the Problem
	Preference Approach to the Environment-Behavior Problem
	The Need for Empirical Research
	Research Objectives
	Dissertation Contents
	Organization of Dissertation





	CHAPTER 2: CONTEXT
	I. The Problem of Globalization
	1. The Problem of a Globalizing Economy on Local Economies and Retail Businesses
	2. The Problem of Globalization on Place and Physical Environment
	3. Modern Shopping Environments and Placelessness
	Mass Culture and Mass Production
	Other-Directedness
	
	Detachment in the Creation Process
	Western Influence


	Corporate Design and Global Archetype


	II. Backgrounds of Shopping Environments: Evolution, Design, and Related Studies
	1. Historical Background of Shopping Development in Bangkok, Thailand
	The Evolution of Traditional Shopping Environments
	
	Original Types
	Contemporary Types


	The Emergence of Modern Shopping Environments
	
	The Beginning of Western Influence
	Contemporary Types
	The Past Decade



	2. Design of Shopping Environments
	Shopping Center Design
	Related Design Theories
	Characteristics and Elements of Shopping Environments and Public Spaces


	III. Previous Studies on Shopping Environments
	
	The Descriptive Approach
	The Analytical Approach
	Environmental-Behavior Approach
	
	Patronizing Behavior
	Consumer Patterns, Orientation, Wayfinding, and Leisure
	Perception of Physical Characteristics of Shopping Environments




	IV. An Approach to Preserve Traditional Markets as Vernacular Environments
	
	Preservation of Shopping Environments as Vernacular Environments
	Environment-Behavior Approach
	Perception
	Differences

	Preference Study
	Examples of Preference Studies for Preservation


	Summary

	CHAPTER 3: LITERATURE REVIEW
	I. Environmental Perception and Assessment Study
	Overview of Research Paradigms
	Expert Evaluation Paradigm
	Formalist Approach
	Experiential Approach

	2. Public Evaluation Paradigm
	Qualitative Approach
	Quantitative Approach



	II. Environmental Preference Research
	1. Research Components
	Settings
	Natural Setting
	Urban Environments
	Residential Areas and Building Facades
	Interior Environments


	Responses
	The Use of Color Photographs as Surrogates for the Environments
	Measurement
	Rating, Ranking, and Sorting
	Multiple and Single Scales
	Verbal-Nonverbal
	Affective Judgment


	Users
	Consensus and Difference
	Culture
	Training and Knowledge
	Sub-Cultural and Demographic



	2. Study Models
	Exploratory Model
	Analysis of the Most and Least Preferred Scenes
	Dimensional Analysis
	Dimensional Analysis from Multiple Rating Scales
	Dimensional Analysis from Single Rating Scale
	Cluster Analysis
	Content Identifying Methodology
	Studies following the CIM approach
	Cross-Cultural Comparison of Patterns


	Predictive Model
	
	Correlation Analysis
	Multiple Regression Analysis
	Canonical Correlation Analysis
	Significant Predictors


	Experimental Model
	Variation of Preference
	Variation of Preference by Environment
	Type of Environment
	Style of Environment
	Condition of Environment

	Variation of Preference among Subgroups of Population
	Cross-Cultural Comparison
	Sub-Cultural, Developmental, and Demographic Comparison
	Developmental Comparison
	Comparison between Trained Professionals and the Untrained Public


	Conclusion of Study Models


	III. Theoretical Explanations and Cumulative Findings
	1. Theoretical Explanations
	
	Evolutionary Perspective
	Preference Framework


	2. Cumulative Findings
	
	Variables
	Complexity
	Order
	Spatial
	Naturalness and Building Nuisance
	Style
	Schema Discrepancy
	Individual and Socio-Cultural Differences




	IV. A Critique of the Most Relevant Study
	
	
	
	Research Setting
	Research Design
	Results
	Critique




	Summary

	CHAPTER 4: METHODOLOGY
	I. Objectives
	
	
	
	
	1. To identify important factors that influence preferences of Thai shoppers for shopping environments.
	2. To provide implications for future developments and improvements of existing traditional shopping.





	II. Research Questions
	
	
	
	
	1.    How do people perceive traditional and modern shopping environments?
	2.    What are the environmental factors that influence preferences for different shopping environments?
	3.    What are the relationships between the perceived importance of shopping attributes and preferences for shopping environments?
	4.    How do preferences differ by people’s shopping behaviors and socio-economic backgrounds?
	5.    What are the factors that developers and designers perceive as important in building and designing shopping environments?
	6.    Based on the above findings, what are logical strategies for designing and renovating shopping environments that will be more preferred by people?





	III. Research Design
	Measuring Preference
	1. Preference Survey
	
	Preference Rating Survey
	Scene Preparation Procedure
	Scene Collection Process
	Scene Selection Process
	Scene Presentation

	Scene Description Survey
	Shopping Behavior and Socio-Economic Survey
	Perceived Importance of Shopping Attribute Variables
	Shopping Behaviors
	Social Aspects
	Socio-Economic Backgrounds


	Pretest of Survey Instrument
	Survey Respondents
	Sample Size
	Sampling Procedure

	Survey Procedures
	Data Analysis
	Analysis of Most and Least Preferred Scenes
	Analysis of Preference Dimension
	Interpreting the Dimensions

	Content Analysis of Respondents’ Comments
	Analysis of Relationship between Preference and Shopping Attribute Dimensions
	Analysis of Variance (ANOVA) and Multivariate Analysis of Variance (MANOVA)


	2. Interview
	Interview Procedure
	Interviewees
	Analysis of Interview Data


	Summary

	CHAPTER 5: RESULTS
	I. The Environmental Characteristics Influencing Preferences for Shopping Environments
	1. Analysis of the Most and Least Preferred Scenes
	The Most-Preferred Scenes from Traditional Markets
	
	The Researcher’s Analysis
	The Respondent’s Comments
	The Common Agreement


	The Least-Preferred Scenes from Traditional Markets
	
	The Researcher’s Analysis
	The Respondents’ Comments
	The Common Agreement


	The Most-Preferred Scenes from Modern Malls
	
	The Researcher’s Analysis
	The Respondents’ Comments
	The Common Agreement


	The Least-Preferred Scenes from Modern Malls
	
	The Researcher’s Analysis
	The Respondent’s Comments
	The Common Agreement


	Comparison of the Most Frequent Comments

	2. Analysis of Preference Dimensions
	Dimension 1: Typical Modern Malls
	Common Characteristics of Typical Modern Mall Dimension
	The Researcher’s Analysis
	The Respondents’ Comments
	The Common Agreement


	Dimension 2: Traditional Outdoor Markets
	Common Characteristics of Traditional Outdoor Market Dimension
	The Researcher’s Analysis
	The Respondents’ Comments
	The Common Agreement


	Dimension 3: Traditional Fresh Markets
	Common Characteristics of Traditional Fresh Markets
	The Researcher’s Analysis
	The Respondents’ Comments
	The Common Agreement


	Dimension 4: Outdoor Markets with Vegetation
	Common Characteristics of Outdoor Markets with Vegetation
	The Researcher’s Analysis
	The Respondents’ Comments
	The Common Agreement


	Dimension 5: Modern Mall with Exposed Products
	Common Characteristics of Modern Malls with Exposed Products
	The Researcher’s Analysis
	The Respondents’ Comments
	The Common Agreement


	Preference by Dimensions

	Conclusion: The Preferred Environmental Characteristics

	II. Preference and Perceived Importance of Shopping Attributes
	1. Perceived Importance of Shopping Attributes
	2. Shopping Attribute Dimensions
	
	
	Dimension 1: Quality of Place and Products
	Dimension 2: Product Variety
	Dimension 3: Accessibility
	Dimension 4: Economic
	Dimension 5: Recreation and Leisure
	Dimension 6: Ease and Convenience
	Dimension 7: Sales and Promotion
	Dimension 8: Entertainment and Anchor


	Importance of Shopping Attributes by Dimensions

	3. Relationships between Preference Dimensions and Important Shopping Attributes Dimensions
	Relationship 1: Recreational Shopping
	Relationship 2: Value Shopping

	Conclusion

	III. Preference and Respondents’ Backgrounds
	1. Respondent Profile
	2. Relationship between Preference Dimensions and Respondents’ Background
	Magnitudes of Preference
	Shopping Behaviors
	Who Decides Where to Shop
	Shopping Duration and Time
	Average Time Spent Shopping
	Shopping Time of Day
	Shopping Companion and Meeting Place
	Shopping Companion
	Where People Meet to Go Shopping

	Socio-Economic Backgrounds
	Influences of Age, Family Membership, and Employment Status
	Age Group
	Family Membership
	Employment Status
	Influences of Income, Education, Marital Status, and Number of Children
	Household Income
	Education Level
	Marital Status
	Number of Children


	Patterns of Preference
	Age Group
	Household Income Group


	3. Important Background Factors Influencing Preference

	IV. Interviews with Developers, Designers, and Managers
	
	Modern Environments
	
	Interviewee Backgrounds
	The Process and Prototype
	Customers
	Objectives, Important Factors, and Elements
	Recent Situations and Future Trends


	Traditional Environments
	
	Interviewee Backgrounds
	The Process and Prototype
	Customers
	Objectives, Important Factors, and Elements
	Recent Situations and Future Trends



	Conclusion with the Information from Survey of Shoppers

	IV. Conclusion of Findings in Response to Research Questions
	1. Environmental Factors
	How People Perceive Shopping Environments
	
	
	Question 1: How do people perceive the differences among different traditional and modern shopping environments?
	How do people perceive the similarity and differences in physical conditions and organizations of space of the different types of traditional and modern shopping environments?



	Preferred Characteristics of Shopping Environments
	
	
	Question 2: What are the environmental factors that influence preferences for different shopping environments?


	1. The Spaciousness of Space
	2. The Maintenance and Organization of Space
	3. The Presence of Vegetation
	4. Opportunities to Wander and See Further into the Space
	5. Opportunities to Rest and Socialize in the Space


	2. Shopping Factor
	
	
	
	Question 3: What are the relationships between perceived importance of shopping attributes of people for shopping environments and preferences for shopping environments?


	1. Recreational Shopping
	2. Value Shopping


	3. Shoppers’ Background Factors
	
	
	
	Question 4: How do preferences differ by people’s shopping behaviors and socio-economic backgrounds?




	4. Important Factors of Developers, Designers, and Managers in Relation to Shoppers
	
	
	
	Question 5: What are the factors that developers, designers, and managers perceive as important in building, designing, and managing shopping environments,  and how do  these factors differ from those perceived by the shoppers?






	CHAPTER 6: DISCUSSION AND IMPLICATION
	I. Discussion of the Results
	1. Connection to Previous Findings
	How People Perceive Existing Shopping Environments
	Preferred Characteristics of Shopping Environments
	Type of Environment
	Major Categories
	Human Influence
	Relationship between Preference and Perceived Importance of Shopping Attributes
	Differences in Preferences by Respondents' Shopping Behaviors and Socio-Economic Backgrounds


	2. Connection to Theoretical Explanations in Environmental Perception and Assessment Research
	Preference Framework and Other Related Theories
	Understanding the Environments
	Involvement with the Environments

	Conclusion


	III. Implications
	1. Practical Implications
	
	
	
	Question 6. Based on the above findings, what are logical strategies for designing and renovating shopping environments that will be more preferred by people?


	Implications for Future Development of Shopping Environments
	Implications for Improvements of Existing Shopping Environments
	Contribution to the Environmental Design and Planning Field
	Shifting the Paradigm
	Developers and Managers
	Designers



	2. Research Implications
	
	Contribution to Environmental Perception and Assessment Research Field
	Limitation of this Dissertation
	Opportunities for Future Research


	Conclusion


	BIBLIOGRAPHY
	APPENDIX A: INSTRUMENTS
	
	
	Preference Survey From
	
	Scene Rating From
	Scene Description Form
	Questionnaire Questions (Important Shopping Attributes, Shopping Behaviors, and Socio-Economic Backgrounds)



	1. Scene Rating Form
	2. Scene Description Form
	3. Questionnaire Questions


	APPENDIX B: BANGKOK POPULATION AND SAMPLE DISTRIBUTION
	APPENDIX C: IRB APPROVAL DOCUMENT
	APPENDIX D: SCENE INFORMATION
	
	
	Figure D1: Scene Information
	Table D1: Descriptive Statistic Table
	Figure D2: Scree Plot
	Table D2: Total Variance Explained
	Table D3: Factor Loading Table



	CURRICULUM VITAE

