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Environment 

by 

Mohd Shahril Bin Rusman 

Shopping centres are no doubt one of the many modern-day necessities, providing everything one 

might need all under one roof. To encourage customer visits, prolong time spent, and potential 

purchases, the environment of a shopping centre is often designed in a specific way to affect 

customer’s shopping values, enticing both their emotional and physiological sensations.  A well-

designed shopping centre is a combination of modern architecture, as well as the integration of the 

right shopping atmospheric variables such as wall decoration, lighting, sound effects, music as well 

as retail layout. In today’s society, parents and children visit shopping centres for multiple purposes 

including retail therapy, entertainment, socialising and many others.  Most of the time, parents 

intend to complete a purchase and at the same time to enjoy the hedonic aspects of the shopping 

environment with their children. 

In the shopping journey between a parent and their accompanying child, children play a 

significant role in determining the family’s shopping expenses, one that is as important as an adult. 

However, research within this area also found that having a child companion can reduce positive 

shopping values due to the child’s behaviour. As a result, this will lead parents into making hasteful 

decisions such as shortening their shopping visit or even making a turning back home. Although 

numerous efforts have been made by scholars to understand the effects of shopping atmospheric 

variables on the customer, only a few research is conducted to understand how these variables 



 

ii 

 

affect small children’s emotional response and shopping behaviour during their shopping journey. 

Therefore, this research focuses on ‘how to improve children aged between three to seven years 

shopping experience through the shopping atmospheric variables when accompanying parents 

during shopping activities?’. 

The qualitative methodology using ethnography studies is employed in this research to develop 

an in-depth understanding of children customer shopping experience. Research data is collected 

using ethnography cultural probes (children shopping experience diary), digital ethnography 

observations and face-to-face semi-structured interviews. Results from this study are used to help 

the researcher develop a theoretical framework to identify atmospheric variables that are salient 

to young children customers, which may later provide vital insights in improving their shopping 

journey. Based from the findings, this research found that children emotional response, shopping 

behaviour and experience are influenced by four key factors. Each key factor explained how 

children react towards shopping atmospherics variables they engaged with, including their self-role 

and characteristics as a young customer, in-store decorative elements and electronic devices, 

categories for merchandise and snacks and other human variables while shopping with parents. 

The findings help to clarify children’s attitude towards each shopping atmospherics variable, and 

factors that might potentially influence their response towards them. To continue, the findings also 

highlighted important insights that will be useful for the shopping centre’s managerial team, 

designer and retailer who aim to improve children’s shopping experience. The improvement made 

based on these insights may also potentially help businesses create a more pleasant shopping 

environment for children as well as increase store and brand loyalty. Moreover, the findings may 

also benefit parents, since a positive children’s shopping behaviour may contribute towards a more 

positive family’s shopping vibes. 
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 Introduction 

The function of modern shopping centres (SC) has expanded significantly over the centuries, 

providing service outlets (Bloch, Ridgway and Dawson, 1994), entertainment, relaxation (Goss, 

1993), excitement (Lucia-Palacios, Pérez-López and Polo-Redondo, 2016a) and education (Joseph, 

2013). Acknowledged as tourists attractions, as well as a family-friendly leisure space (Jones, 1995; 

Bucha, Rizwan and Shahid, 2015), these modern commercial spaces offer a variety of business and 

services to their customers. From traditional trading, enterprises have now expanded and 

diversified their commodities, offering not only tangible purchases but also services and 

experiences for their customer (Jain et al., 2017). For businesses, understanding and managing 

customer strategy is the central focus for making profits, uniqueness, sustainability and success 

(Shaw, 2007; Grewal, Levy and Kumar, 2009; Rais, Musa and Muda, 2016). From a customer 

perspective, SC could fulfil both social needs as well as utilitarian and hedonic shopping values. 

Identified as ‘future customer in the making’, a child customer is significantly as important as an 

adult customer (Valkenburg and Cantor, 2001; Ebster, Wagner and Neumueller, 2009; Feenstra et 

al., 2015). On many occasions, children, especially those with a considerable amount of pocket 

money, have a substantial role in influencing family purchases as their preference towards specific 

brands lasts well throughout their adulthood (Valkenburg and Cantor, 2001; Wiener, 2004; Dennis, 

Harris and O'Sullivan, 2005; de Faultrier et al., 2014c). Children begin to develop their identity 

through the association and collection of objects, events and experiences as they grow up, including 

those ones obtained at SC (Healy et al., 2007). Little ones aged between three to seven y/o are in 

the crucial years of being at their perceptual stage (de Faultrier et al., 2014c), making them an ideal 

age group for this research.  

As children transition from toddler to pre-school, they start to show evident emotion; developing 

and retaining their characters clearer with imaginative ideas on how to run their life. With the 

understanding of marketing’s persuasive intent still limited, children often show great difficulty in 

resisting temptations such for a snack or a toy, but are still able to interact or respond to the 

attention given to them (Valkenburg and Cantor, 2001; Dennis, Harris and O'Sullivan, 2005; de 

Faultrier et al., 2014c). Secondly, as their skill to negotiate and address their perspectives are still 

verbally limited, bargaining with them might be a little challenging, leading to conflicts which then 

makes the shopping journey exhausting and inconvenient for parents (Cowles, 2002; Slunjski, 2015; 

Badot et al., 2016). In many occasions, parents are caught up with the stress of trying to negotiate 
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with children of this age group, which will then significantly affect other family shopping decisions 

(Valkenburg and Cantor, 2001; Ming Lim and Hultén, 2015).  

In light of this, numerous research is now shifting their work into building a better understanding 

of how young children experience their shopping activity. Therefore, this research aims to 

investigate ‘how to improve children aged between three to seven years shopping experience 

through the shopping atmospheric variables when accompanying parents during shopping 

activities?’. 

As we progress further into this chapter, we will discuss the background and foundation of this 

research from various perspectives. Section 1.1 aims to examine the definition, design and 

environment of SC. Additionally, this section will explore current challenges faced by the SC and 

how design and marketing can help contribute towards business success. Further on, this chapter 

will highlight the research gap, aim, objectives, and contribution of the study, as well as the 

structure of this thesis. 

1.1 Research background 

1.1.1 Shopping Centre 

A marvel of today’s architecture and retail industry combined, SC or shopping mall can be described 

as “a retail property that is planned, built and managed as a single entity, comprising units, and 

communal areas…” (Lambert, 2006, p.35). Historically, the advancement of Britain’s retail stores 

began when Burlington Arcade first opened its door in 1819 (Draper-Stumm and Kendall, 2000). 

The retail concept introduced in Burlington Arcade was an instant success, and quickly adopted by 

other retailers henceforth. By the 1840s, new technology and mass production allowed retailers to 

offer consumers a vast selection of goods at a more affordable price (Draper-Stumm and Kendall, 

2000). More than a century later, the introduction of department stores received great welcome 

from the middle-class people who are looking for variety in their shopping. Since the opening of 

Bent Cross back in 1976, SC in the United Kingdom (UK) has rapidly flourished, offering endless retail 

categories and brand classifications (Miller et al., 1998). From rows of Victorian stores, the retail 

format has now expanded to mega-scale emporium, with the local high street growing rapidly 

housing multiple retailers such as Boots, Marks & Spencer and other prominent brands.  

Department stores became the symbol of modernity that creates a new world of selling in European 

countries including the UK during the late nineteenth century (Crossick and Jaumain, 2019). 
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Crossick and Jaumain (2019) in their consumption study recorded that the design of department 

stores was built in such a way to attract customer’s attention to visit and encourage purchases 

desired by the modern society. Compared to the traditional store format, a department store offers 

a huge number of outlets, a diversity of goods as well as a commonplace for shopping, social and 

recreational activities (John, 1999; Feenstra et al., 2015; Badot et al., 2016).  

In 1910s, American department stores in big industrial cities such as New York began to design the 

interior layout of their building specifically to cater the shopping needs of their customer (Cook, 

2003). The female clothing department was decorated with images and iconography of childhood 

favourites with a childcare service provided to let mothers shop peacefully and not worry about 

their children’s safety. A decade later, the design of American department stores grew even more, 

pushing the boundaries of a traditional retail store by providing specific floors for children 

customers equipped with swings, toys and other children related merchandise (Cook, 2003). In the 

UK, Selfridges was opened to the public in 1909 as the first American-type department store in 

London’s West End territory. Apart from its huge amount of clothing and fashion outlet stores, 

Selfridge was also designed with several social spaces including restaurants, library, waiting room 

and other public facilities, making it a pleasurable shopping and leisure spot for London’s urban 

community (Laird, 2000). This new retail format provided an opportunity to fulfil both utilitarian 

tasks and hedonistic shopping values especially to female customers (Herrmann et al., 2002). From 

the gender perspective, shopping is commonly identified as a pleasurable task for the western 

woman of the late eighteenth century as it is a way to socialize in public space whilst making 

necessary purchases for the household (Miller et al., 1998; Otnes and McGrath, 2001; Hosgood, 

2019). Women are also identified as the primary household purchasing agent and pay more 

attention to fashion and beauty compared to men (Roy Dholakia, Pedersen and Hikmet, 1995; 

Melewar et al., 2013). For this reason, mothers are identified as the one who manages the planning 

of a household and would bring children along to shop for items at both supermarket and SC 

(Pettersson, Olsson and Fjellström, 2004). Although women are acknowledged as the primary buyer 

for a family, in today’s society, parents including dads would bring children to SC to spend time for 

shopping, leisure and recreational activities together (Roy Dholakia, Pedersen and Hikmet, 1995; 

Johnstone and Todd, 2011; de Faultrier et al., 2014a; de Faultrier et al., 2014c; Ayadi and Cao, 2016). 

For the above reasons, shopping with children has nowadays become part of the family shopping 

routine especially among urban communities.  

In 2013, RetailVision Annual Report recorded that there are 17,316 retail centres classified under 

25 centre types, which is divided into four major retail categories and five major brand 

classifications (Dr. Chris, 2013). As an essential feature in any urban space or a modern-day town 
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centre; SC plays a significant role in bridging the connection between customers and their social life 

(Mulhern, 1997; Draper-Stumm and Kendall, 2000; Johnstone and Todd, 2011; Massicotte et al., 

2011; Dennis, Michon and Newman, 2015). Initially recognized as a place for trading and 

consumption, SC today have evolved tremendously, fulfilling social needs and demands, putting 

these trading space as the third go-to place after the workplace and home (Bloch, Ridgway and 

Dawson, 1994; Mulhern, 1997; Johnstone and Todd, 2011; Joseph, 2013). The section below will 

discuss more on the SC design and its environment.  

1.1.2 SC Design and Environment 

In general, SC developers won the heart of modern customers easily through its wide assortment 

of stores, services and merchandise available all under one roof (Bloch, Ridgway and Dawson, 1994). 

The development of SC is generally conceptualised and built by a giant corporation of teams of 

multiple disciplines including state agencies, market researchers, accountants, engineers, architects, 

landscape artists, interior designers and many other professionals (Goss, 1993).  

Apart from focusing on retail profit, modern SC is aesthetically furnished with lavish and 

sophisticated design elements to provide a comfortable and liveable selling environment to the 

visiting customers. A conducive shopping environment that is both convenient and attractive can 

encourage a positive shopping ambience, increase customer’s satisfaction and develop customer's 

loyalty for generations (Bloch, Ridgway and Dawson, 1994; Cowles, 2002; Feenstra et al., 2015; 

Ming Lim and Hultén, 2015). The right balance of both function and aesthetics is essential as the 

customers experience the shopping environment in a ‘holistic manner’, rather than piecemeal 

(Mattila and Wirtz, 2001; Michon, Chebat and Turley, 2005; Gilboa and Vilnai-Yavetz, 2013; Popa 

and Barna, 2013; Chebat et al., 2014; Jain et al., 2017).  

Traditionally, decisions on the SC environment design (Figure 1) are made by the top management 

and the design and build team, with minimal involvement from actual store managers (Bitner, 1992; 

Turley and Chebat, 2002). In these initial stages, not much attention is given to customers and 

employees who will eventually occupy and use this retail space more (Bitner, 1992). To compete 

with the ever-changing contenders, some SC managers will, later on, spend more time and money 

renovating their SC design to sustain a dynamic current market trend as well as maintain substantial 

financial revenue (Turley and Chebat, 2002; Chebat et al., 2014). It is not only until recently that the 

retailers started to thoughtfully consider and highlight essential design criteria in the development 

of the SC to critically keep up with every aspect of a dynamic customer lifestyle (Caulfield, 2015; 

Dungarwal, 2015). Careful planning could benefit the SC in so many ways such as improving 
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customer’s shopping experience, enhancing WOW factors, achieving optimum design and 

increasing customer’s spending amount (Latimer, 2014).  

 

Figure 1 The initial design process on service and retail spaces (Bitner, 1992) 

1.1.3  Design, Marketing and Business Success 

Over the years, designers from various disciplines and marketing experts have been working 

together in producing either a product, service or even the interior of a shop to obtain targeted 

marketing goals (Bruce and Bessant, 2002). To attract new customers and retain current ones, an 

idea must be refreshed from time to time to cater to the current demands and trends as well as 

adapting to strategic marketing and business tactics (Machleit and Mantel, 2001; Lucia-Palacios, 

Pérez-López and Polo-Redondo, 2016a). Bruce and Bessant (2002) stated that a good design not 

only adds value to the tangible aspects and product appearance but also evoke uniqueness that 

help sets it apart from the competition and convey the company’s message. Additionally, a creative 

design implementation will make the company’s identity memorable to their customer, as well as 

become an effective medium that helps to increase the price and impulse purchase rate of one 

product or service.  

One other important strategy in ensuring business success is through the marketing approach. 

McCarthy in 1960 introduced the basic principles 4Ps of marketing mix which are product, price, 

place and promotion as the conceptual framework to configure what a company could offer to suit 

their customer’s needs (Judd, 2003; Goi, 2009). Later, Borden (1964) introduced the marketing mix 

model, which represents twelve variables of the controllable marketing elements set as the basic 
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rule for a company to pursue its marketing objectives of the target market. However, in the last few 

decades, researchers are actively redeveloping a few other ‘P’ after realizing how the commercial 

landscape, consumers and organisational attitude dynamically changes over time (Goi, 2009). The 

other P’s include people, people power, participants, process and physical evidence (Booms and 

Bitner, 1981; Rafiq and Ahmed, 1995; Judd, 2001;2003). 

Booms and Bitner (1981) stated that their expanded version of 4Ps, which are participants, physical 

evidence and process could influence customer responses when engaged with the controllable 

variables within one service firm. The authors further maintained that physical evidence or 

environment of one service or goods selling space works as a communicative medium that becomes 

the tangible clues to assess the quality of the organizations provided for the customer. Therefore, 

the environment of a selling space may influence customer’s buying behaviour, attitudes towards 

products and time spent (Borden, 1964; de Faultrier et al., 2014c). 

 

Figure 2 Modified and expanded version for service (Booms and Bitner, 1981) 

Judd (2003) stated that ‘people power’ should be considered as another P that helps organizations 

become more customer-oriented, which will then increase their customer-centred value. The 

author further mentioned that through the implementation of people power, a company might 

increase the satisfaction level of the customer, which then help the company champion the top 

competitive market. Rafiq and Ahmed (1995) concluded that the new 7Ps are classified as more 

comprehensive, cover broader perspectives, include people, is more standardised and received a 

higher level of acceptance to become a generic marketing mix. 
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Although few researchers have either added, redeveloped or criticise the classic 4Ps marketing mix 

paradigm, the original version by McCarthy remains relevant, influential, popular and therefore, 

widely implemented by many organisations (Booms and Bitner, 1981; Rafiq and Ahmed, 1995; Judd, 

2003; Goi, 2009).  

In line with shopping atmospheric studies, the principle of marketing mix also highlighted that 

people and physical evidence is crucial in sustaining current businesses competition. As highlighted 

by Turley and Chebat (2002), the physical retail environment needs to be unique, more effective 

and comfortable to increase customer’s purchase probability (Ballantine, Parsons and Comeskey, 

2015). The section below will discuss further on current SC challenges due to competition from 

other retail channels. 

1.1.4 Brick-and-mortar versus online retail format 

Today’s customers prefer online shopping as it offers complete product information and easy price 

comparison, as well as anonymity when shopping for sensitive items (Perea y Monsuwé, Dellaert 

and De Ruyter, 2004; Grewal, Levy and Kumar, 2009). However, research by Turley and Chebat 

(2002) highlighted that one of the disadvantages of an online store is that customers lose the sense 

of being physically surrounded by the products when selecting goods online. Perea y Monsuwé, 

Dellaert and De Ruyter (2004) supported this by stating that interaction with the atmosphere and 

physical contact on products do not exist in online shopping. Johnstone and Todd (2011) and Kim 

and Kim (2012) found that brick-and-mortar stores such as SC function not only as a physical selling 

space but also as a value creation and bonding place between family members, friends and retail 

employees. The authors highlighted that some family customers look forward to visit the SC to 

spend family time together, from having casual drinks to selecting presents for the Christmas 

celebration.  

de Faultrier et al. (2014a) investigated the preference of children under the age of 12 regarding 

sales channels and found that children find online shopping convenient but need longer delivery 

time. Additionally, children love brick-and-mortar shopping activities as they can touch, choose, 

compare and immediately receive the desired product once purchased. As a result, de Faultrier et 

al. (2014a) conclude that children demonstrate a very positive attitude towards in-store shopping 

and describe their visit as a pleasant activity. This preference is also consistent with other research 

that finds the brick-and-mortar store format to have more advantages over others and are more 

suitable for actual purchase activity (Keen et al., 2004; Grewal, Levy and Kumar, 2009).  
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Lazaris et al. (2015) studied customer’s perception when experiencing the Omni-channel retailing 

environment; whether or not hybrid shopping channel adds value to customers’ in-store shopping 

experience. Purchase intention among internet users and non-users is not dependant on an 

assisting or experience-enhancing technology such as an electronic check-out machine unless it 

contributes to cost reduction. Nevertheless, with competition from online shopping platforms, new 

SC projects are still constructed worldwide such as in Canada, UK and Hawaii, with new customer 

attractions such as sea lion theme park, submarine, ice skating and concert area (Caulfield, 2015). 

1.2 Research gaps 

Studies within Shopping Atmospheric Variables (SAV) and servicescape areas found that the design 

of the physical environment affects customer's shopping values, emotions, physiological sensations 

which then impacts customer's in-store behaviour and purchases (Bitner, 1992; Turley and 

Milliman, 2000; Orth, Heinrich and Malkewitz, 2012). Previous research focused on understanding 

how customers from different market segments experience the same atmosphere (Massicotte et 

al., 2011). However, very little research looks at how different segments, in this case, children aged 

between three and seven years old (y/o), experience and respond towards the holistic SAV 

especially in the UK, despite their participation during family purchase activities all along. 

From the perspective of a child customer, although they are recognized as an important market 

segment, research on how children feel, respond and experience shopping environment is still very 

limited, especially for younger children customers (de Faultrier et al., 2014b; Ayadi and Cao, 2016; 

Badot et al., 2016). Borges, Chebat and Babin (2010) state that a shopping companion helps one 

make better shopping decision, reduces stress level, enhance a buyer’s confidence, which then 

makes the overall trip more enjoyable. However, Borges, Chebat and Babin (2010) also stated that 

having a children companion may also reduce positive shopping values to the parents and other 

customers. The research found that having family companions especially children could make 

parents experience embarrassing moments, more difficult to make a purchase decision and 

stressful due to the children’s behaviour  (Miller et al., 1998; Ebster, Wagner and Neumueller, 2009; 

Tyler, 2009). To overcome the problem, parents might employ strategies to calm the children down, 

give a warning or even shorten their shopping trip when conflicts happened  (Ebster, Wagner and 

Neumueller, 2009; Young et al., 2014; Ming Lim and Hultén, 2015; Ayadi and Cao, 2016). Research 

by Kazdin and Rotella (2013) found that some parents who worry about children’s safety considered 

using a safety harness. Elmashhara and Soares (2019a) for example, suggested that it is crucial to 

investigate how children and parents with young children respond towards the same category of 
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entertainment while shopping. Because of these factors, research into how children respond to, 

behave and experience the SAV while being accompanied by parents is crucial and needs further 

investigation. 

According to the research gaps mentioned before, there is a need to explore:  

‘How to improve children aged between three to seven years shopping experience through the 

shopping atmospheric variables when accompanying parents during shopping activities?’ 

1.3 Aims and objectives 

To improve the children shopping experience through a customer experience approach, the aim of 

this research is: 

‘To investigate how children aged between three to seven years experience their Shopping 

Atmospherics Variables and develop a theoretical framework and potential research insights 

to improve children shopping journey during shopping activities’. 

The following research objectives are determined to help achieve the research aim: 

• To understand the background of shopping experience for children customers aged 

between 3 to 7, in regards to the SAV from related literature reviews. 

• To develop a conceptual framework from the literature for a better understanding of how 

children experience their SAV. 

• To understand the current children shopping experience when engaging with actual SAV to 

confirm the current research gap. 

• To develop a theoretical framework on the effects of SAV on children shopping experience 

which can be used by scholars, retailers, designers or other stakeholders who aim to further 

understand children shopping experience and behaviour. 

• To propose insights for retailers, design professionals or SC managerial team who plan to 

employ SAV as their design tools for the creation of a shopping atmosphere targeted at 

young children and parent customers. 

This research focuses on building understanding from the perspective of a customer. Although 

children from this group may not be the primary customer, they have a huge influence over family 

purchase decisions (Young et al., 2014; Musicus, Tal and Wansink, 2015). From both parents’ and 

children’s point of view, experiencing a shopping environment that fits comfortably into their needs 

may increase shopping satisfaction, support parents and child bonding activities, encourage re-
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patronage intentions and retain their loyalty to the store. Furthermore, SC should provide a retail 

and leisure space that fulfils their customer’s needs and expectations to increase significant footfall 

and store traffic into their business space. Failure to provide a service and environment that can 

conjoin both parents and children shopping needs may decrease customer’s satisfaction (Tyler, 

2009). It will also reduce their potential capabilities to compete with other competitors within the 

same or different sales channel in the ever-challenging industry (Kim, Lee and Park, 2014). For 

retailers to lead the competition, it is crucial to investigate and analyze the effect of SAV on children 

shopping experience from the customer viewpoint holistically. The next section will discuss the 

contributions of this research in a more specific context. 

1.4 Research contributions 

This section will discuss the significant contributions of this research in-depth. In a broader 

perspective, this research contributes to the body of knowledge for multiple academic disciplines.  

Design, marketing, business, young consumer, psychology and other retail or service industries who 

are interested to understand further on the shopping experience of young children aged between 

three to seven years can potentially get benefit from this research. Findings from this research will 

benefit the three areas below: 

1) A theoretical framework on the effect of SAV on children aged between three to seven years 

during shopping activities within the shopping atmosphere. 

As highlighted by other researchers, a theoretical framework is needed to help further understand 

how SAV affect specific customer segments or target markets (young children’s) shopping 

behaviour and purchase decisions. The construction of this framework will contribute to the body 

of knowledge within the shopping atmospheric research area as the framework will further explain 

each salient factor influencing children customer shopping experience. Specifically, the key factors 

constructed within the framework will significantly focus on areas of interactions between children 

and other variables during shopping activities. 

2) Understanding children behaviours and inter-section shopping values during shopping activities 

The findings will hopefully reveal more on children shopping behaviour and inter-section shopping 

and social values that children experience with parents, peers, retail employees and other 

customers during their shopping journey. These contributions are unique since previous research 

often focus only on the effect of SAV on a specific type of customer (e.g. the impact of colours on 

customer emotions). It is observed in this research that children explore their SAV more extensively 
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and in many different ways, as their physical features and childhood imagination enables and 

encourage limitless exploration around the shopping environment. Through this exposure, children 

are also benefiting from self-exploration and observations, which then help build their socialization 

skills, confidence level, decision-making skills, product evaluations and profound understanding 

towards consumerism. For parents, understanding children needs and shopping experience might 

help them make better strategies for an enjoyable shopping experience together.  

3) Valuable insights in better understanding of children customer for retailers, designers, SC 

managerial team and other stakeholders who aim to use SAV as a design tool within the parents 

and children related shopping industries. 

This research also aims to contribute insights to understand children shopping experience for 

various professionals and the managerial team involved in creating the concept and design of a 

shopping atmosphere. Additionally, the knowledge gathered from this research will outline some 

design criteria when designing furniture, product, service and environment within the SC’s 

atmosphere. The insights provided can be used by a design team to develop any retail space for the 

said segment of customers. 

To increase the customer’s shopping satisfaction, the retail manager needs to carefully understand 

how the specific target group experience and respond to the SAV during purchasing activity. 

Children have such influence on their parent’s decision to spend money and time when shopping 

together, so understanding the effects of SAV on children customers is equally important as an 

adult customer for retail managers.  

The knowledge initiated from this research is hoped to help uncover new opportunities for 

management to implement strategies that could benefit both customer experience and their 

businesses. Moreover, the contributions help to provide significant factors that have substantial 

influence over the shopping experience of children aged between three to seven years. 

1.5 Structure of the thesis 

This research consists of a full research programme constructed to describe the development and 

findings of the theoretical framework on the effects of SAV on children aged between three to 

seven years, during shopping activities within shopping atmosphere through the following 

chapters:   
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Chapter 1: Introduction. This chapter explains the research background, research motivations, 

research aims and objectives of this research. Additionally, this chapter will elaborate further on 

the contributions of this research to the body of knowledge and research structure. 

Chapter 2: Literature review. This chapter reviews related literature which provides the background 

and in-depth understandings from previous studies on the effects of SAV on a customer, including 

children while shopping. The knowledge from this review helps this research gather as much 

knowledge as needed to fulfil the research aims and objectives. 

Chapter 3: Research methodology. This chapter explores further into the selection of qualitative 

methodology used for this research, as well as the selection of research methods, sampling 

procedures and data analysis. 

Chapter 4: Children shopping knowledge, ability, imaginative play and browsing behaviour. This 

chapter discusses the findings from research analysis and discussions involving children’s shopping 

knowledge, abilities, creative play and browsing behaviour while shopping. The findings and 

discussions in this chapter help develop an understanding of children’s shopping behaviour, skills 

and abilities while shopping. 

Chapter 5: Children attention towards in-store decorative elements, electronic devices and 

entertainment unit. This chapter discusses the children’s response towards decoration elements, 

electronic devices and entertainment units while shopping. The focus for this group is the variables 

that are commonly used by retailers, SC management and retail designers that may potentially 

influence children shopping response, behaviours and experiences. 

Chapter 6: Children attention towards toys, merchandise and snacks. This chapter discusses the 

findings on children’s responses towards the most salient categories of merchandise and snacks for 

children customers during the shopping visits. The grouping of merchandise in this chapter may 

help to build knowledge for the SC management and retailers aiming at families with children 

customers. 

Chapter 7: Children attention to human variables. This chapter discusses the findings on how 

children respond, interact and behave towards other groups of customers while browsing and 

shopping at the SC. The findings may help develop knowledge for strategies that may be useful to 

attract children to visit, spend time and increase purchase intention. 

Chapter 8: Theoretical framework, research insights and discussion. This chapter discusses the 

theoretical framework and modifications made to the conceptual framework for this research. It 
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also highlights important insights for retailers, designers and SC managerial team who aim to 

improve the shopping environment for children customers using the SAV. 

Chapter 9: Conclusions, Research limitations and Recommendation for future research. This chapter 

discusses the research conclusions and limitations of this research. It will also look at some 

recommendations and suggestions for other scholars who wish to further research into the children 

shopping experience. 

With the research background, aim, objectives, contributions and structure of this research all laid 

out in this chapter, the upcoming chapter will further discuss literature reviews within the research 

area.
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 Literature Review 

2.1 Introduction 

The previous chapter elaborately discussed the foundation of this research, describing research 

motivations, outlining the aim and objectives, addressing research contributions and explaining the 

research structure. The research aim is ‘to investigate how children aged between three to seven 

years experience their Shopping Atmospherics Variables and develop a theoretical framework and 

potential research insights to improve children shopping journey during shopping’. 

This chapter will discuss some findings from existing literature that help build a firm 

understanding to the researcher about this study. Section 2.2 aims to explore existing research 

and literature on shopping and its relation to customer experience. Section 2.3, in this chapter, 

seeks to process existing literature on the effects of SAV and servicescape on a customer when 

occupying the retail space. Studies within the SAV and servicescape theories were referred to 

understand how a built environment such as the SC and service-related industries may affect 

customer’s cognitive, emotional and physiological behaviours, which may influence emotional 

response and affect their behaviour and purchase probability (Kotler, 1973; Bitner, 1992; Parsons 

et al., 2010; Kim and Kim, 2012; Ballantine, Parsons and Comeskey, 2015). The development of 

SC’s environment is extremely complex as it involves a wide variety of variables for customers 

from various shopping motivations and backgrounds (Turley and Chebat, 2002; Ayadi and Cao, 

2016).  

Although the SAV and servicescape theories were commonly chosen to understand how adult 

customers respond towards a store environment, previous researchers are also found to adopt 

these theories to understand how customers from a specific group and age such as women, 

teenagers and children respond to the shopping environment as discussed in section 2.4 for this 

research (Cowles, 2002; Massicotte et al., 2011; Ballantine, Parsons and Comeskey, 2015; Ming Lim 

and Hultén, 2015; Ayadi and Cao, 2016). For example, adult customers evaluate the shopping 

environment towards brand or merchandise quality while teenagers evaluate their surroundings 

from the social perspectives (Massicotte et al., 2011). Alternatively, Ironico (2012) and de Faultrier 

et al. (2014c) highlighted that children always seek out entertainment values through playing with 

merchandise and the SAV while shopping. This is because, the SC’s environment is built as a public 

selling space for customers from different age groups and backgrounds including a family with small 

children (Ming Lim and Hultén, 2015; Badot et al., 2016). For this reason, the SAV and servicesape 



 

16 

 

theories were chosen to provide guides and understanding on how the SAV may affect children’s 

responses towards the environment while shopping. As recommended, understanding  customer’s 

response towards the same SAV may contribute to the success of a business as the retailers would 

be able to cater to customers needs and wants from different categories at once (Turley and 

Milliman, 2000; Turley and Chebat, 2002; Puccinelli et al., 2009; Verhoef et al., 2009). 

Next, section 2.4 investigates previous studies on the involvement of children and their 

experience as a customer within the context of shopping activity. Section 2.5 will discuss the 

conceptual framework used for this research. These reviews aim to dismantle and then 

reconstruct the existing theories to discover the research significance, research potential and 

addressing the research gap. Furthermore, the findings from the existing literature can help 

identify key issues that will contribute to the development of the proposed framework and 

insights for this research. 

2.2 Shopping and retail customer experience  

Lemon and Verhoef (2016, p.71) defined customer experience as:  

‘a multidimensional construct focusing on a customer’s cognitive, emotional, behavioural, 

sensorial, and social responses to a firm’s offerings during the customer’s entire purchase 

journey’.  

Grewal, Levy and Kumar (2009) stated that ‘customer experience includes every point of contact at 

which the customer interacts with the business, product, or service’. For SC customers, their 

experience is mainly shaped through the extensive amount of touchpoints and retail channels. 

Therefore, customer experience involves the total experience of the customer journey as an 

outcome of all cognitive and emotional processes taking place in a human brain during the pre-

purchase, purchase and post-purchase experience which then create a memorable experience  

(Andajani, 2015; Jain et al., 2017). For example, Vargo and Lusch (2004) mentioned that during 

purchasing experience, businesses need to understand that on top of selling a product or service, 

they need to know how the customer think and feel about the physical environment of the selling 

space to provide holistic customer satisfaction. Verhoef et al. (2009) said that retailers could easily 

create customer experience through elements such as retail atmosphere and service interface, as 

well as other factors outside their control power, for example, the influence of others and purpose 

of shopping. Other research highlighted that customer experience are also moderated by large 

number of variables such as customer demographic, environment, social, type of store, location, 
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timing of purchase, product or service category and other type of moderators (Bitner, 1992; 

Wakefield and Baker, 1998; Verhoef et al., 2009).  

2.2.1 Customer emotions, cognitive, affective and behavioural response within the 

shopping environment 

Previous studies found that a few factors such as emotions (e.g. mood, attitude), cognitive and 

affective (e.g. beliefs, symbolic meaning, categorization) can influence the customer shopping 

experience (Machleit and Mantel, 2001). Physiological response (e.g. comfort, pain) also 

determines the customer experience level, as a result from the interaction of customers with the 

variables or other events while shopping (Bitner, 1992; Turley and Chebat, 2002; Massicotte et al., 

2011; Lucia-Palacios, Pérez-López and Polo-Redondo, 2016a).  

Research by Lucia-Palacios, Pérez-López and Polo-Redondo (2016a) investigated some variables 

which act as moderators that trigger customers’ cognitive and affective responses. The researcher’s 

framework shows that determinants factors such as accessibility, atmosphere, physical design, 

tenant mix and crowding perceptions will be influenced by situational and consumer-related 

moderators which will then affect customer’s cognitive and affective responses.  

Lucia-Palacios, Pérez-López and Polo-Redondo (2016a) also highlighted that a well-organised layout 

encourages efficiency and excitement and vibes positive emotions. In contrast, stress and 

frustration could result in negative cognitive and affective responses. Machleit and Mantel (2001) 

through their field study and experiment, examined how emotional reactions affect shopping 

satisfaction. Through the research, the authors found that any unpleasant situation during the 

shopping journey will not affect customer’s satisfaction towards the store as long as they are aware 

of the precautions made before the situation. Nevertheless, how a customer feels about the overall 

shopping trip also determines their satisfaction level. As a result, research within this area found 

that emotions experienced by the customers during their shopping trip will affect customer’s 

emotions, behavioural responses and satisfaction towards the store (Machleit and Mantel, 2001; 

Lucia-Palacios, Pérez-López and Polo-Redondo, 2016a). In one hand, customers who evaluate their 

shopping experience as positive and well satisfied will likely increase their buying intentions, time 

spent and re-patronage intentions. On the other hand, a negative and less satisfied customer may 

reduce purchases, lessen the time spent, and discourage re-patronage intentions (Lucia-Palacios, 

Pérez-López and Polo-Redondo, 2016a). 
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Figure 3 Theoretical framework to conceptualize mall experience, cognitive and affective 

responses, moderators and behavioural outcomes (Lucia-Palacios et al., 2016) 

2.2.2 Customer and social experience  

Other than actual purchasing activity and environment, Mulhern (1997) and Johnstone and Todd 

(2011) found out that social factors engaged by customers while occupying a place also contributes 

to their shopping experience. For example, a retail atmosphere links people to its environment 

through the social dimensions of a place; two of it in particular. 

The first social dimension states that some customer patronizes the place to nurture relationships, 

encourage bonding, symbolize a transitional period, represent a significant relationship, spend 

family time together, socialise with one another, and establish security and stability for children 

(Johnstone and Todd, 2011). In contrast, one person may also avoid the place where they 

experience a negative memory or when something that affects one’s relationship with another 

occurs in that specific place. The second dimension is the need for social connection. For this 

dimension, Johnstone and Todd (2011) argue that customers may visit retail locations not only to 

do actual purchasing or experience a service but also to build social connections. To summarize, a 

retail place can also serve as a transitional and gathering space which reflects the modern lifestyle 

today (Mulhern, 1997). 

2.2.3 Shopping motives, values, satisfaction and customer loyalty 

Babin, Darden and Griffin (1994), Parsons et al. (2010) and Wong et al. (2012) defined utilitarian 

shopping as task-oriented in which one shops with a working mentality, and hedonic shopping as a 

shopping trip with personal intentions such as to have fun, pleasure or entertainment as opposed 

to carrying out a duty. 

In brief, Wong et al. (2012) described the shopping experience as a ‘utilitarian effort aimed at 

obtaining needed goods and services as well as hedonic awards’. Customer with hedonic 
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motivations visits the SC to enjoy the aesthetics of the retail atmosphere, escape from boredom 

and daily routine, explore new products or stores, engage in a state of absorption, gain new 

knowledge on stores and products as well as to socialise or gain affiliation benefits (Bloch, Ridgway 

and Dawson, 1994; Wong et al., 2012). As a consequence, SAV such as interior architecture, lighting, 

music, scents, colours and displays will evoke excitement, positive emotions and influence 

customer decision to stay (Donovan and Rossiter, 1982; Wakefield and Baker, 1998; Wong et al., 

2012). 

Secondly, customer satisfaction had a positive influence towards the loyalty of the mall, increasing 

mall reputation, which then reduces promotional costs (Melewar et al., 2013). Shaw (2007), 

through his research, found the connection between customer’s emotions and the effects on 

loyalty and spending (Figure 4). The author categorized three clusters that drive customer’s values 

and one cluster that destroys customer’s value. In situations which a customer encounters the 

destroying cluster, the organization will lose not only money but is also forced to deal with customer 

complaints and other issues. On the contrary, value driver clusters will increase customer spending, 

gain loyalty, build a long-term relationship and create a positive word of mouth among other 

customers. In a business setting, the research found that physical setting might influence overall 

customer satisfaction towards the service (Bitner, 1992).  

 

Figure 4 Emotional signature of value (Shaw, 2007) 

To highlight, Arnold et al. (2005) found that continuous efforts may increase customer expectations 

towards future business. As suggested by Arnold and colleagues, one way for retailers to exceed 

customers expectations is by encouraging employees to provide special treatment for customers 

such as increasing contact time when needed. As a result, businesses aiming to increase their level 

of customer satisfaction and loyalty continuously will employ strategies to manage, monitor and 

supports customer experience (Arnold et al., 2005; Grewal, Levy and Kumar, 2009; Verhoef et al., 
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2009). The section below will discuss the management of customer experience further as well as 

suggestions on improving customer experience in the context of shopping. 

2.2.4 Managing customer experience  

As to date, managing customer experience is the main focus of many companies including Google, 

Amazon and KPMG as customers are found to engage with their business organizations via multiple 

sale channels and media, resulting in a more complex customer journey (Lemon and Verhoef, 2016). 

As a reflection, Lemon et al. further explained that the resurgence of customer experience in this 

competitive time is motivating firms to focus more on their marketing strategy, designing the entire 

process that their customer engages with carefully. One of the methods used by the organisation 

is by strengthening their bond with customers through experience audit (Berry, Carbone and 

Haeckel, 2002). Using this systematic audit, researchers who aim to understand their actual 

customer experience will record, observe and talk to their customers before developing experience 

motif and create an improved version of customer experience. 

Managing customer experience is equally vital for SC management due to the constant change of 

design trends and tougher market competition (Turley and Chebat, 2002). The challenge lies on 

whether the SC management could acquire new clients and retain existing customers (Lucia-

Palacios, Pérez-López and Polo-Redondo, 2016a). To compete with these challenging situations, 

Lucia and colleagues suggested that SC managers should look into mall atmospheric, physical design, 

crowding levels, accessibility and tenant mix to manage their customer experience. Constant 

monitoring of these efforts may influence customer’s behaviours and avoid ‘shop worn’ especially 

in high traffic surroundings (Turley and Chebat, 2002; Puccinelli et al., 2009). Jain et al. (2017) in a 

recent customer experience review, suggested that to advance in today’s market and upkeep 

business performance, customer experience management needs to be done as a holistic process 

strategically. Understanding customer expectations, experience determinants, resources, process, 

experience formation and responses can help an organisation to manage customer experience 

towards positive results. 

Previous research developed various measurements that could help managers to oversee their 

customer experience performance over time. Maklan (2012) constructed a service experience scale 

(EXQ) and found that customers evaluate their experience through four main dimensions which are 

product experience, outcome focus, moments of truth and peace of mind (POMP). The scale 

claimed to be comprehensive in helping managers determine which attribute of the customer 

experience associates strongly with the marketing organization’s target. However, Rais, Musa and 
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Muda (2016) claimed that Maklan’s theory does not measure overall customer experience quality. 

Henceforth, Rais and colleagues have combined Mehrabian and Russell (1974) Pleasure-Arousals-

Dominance (PAD) dimension element with EXQ’s peace of mind dimension to evaluate customer 

experience quality from the affective perspective. Some other researchers used the sensory 

marketing (SM) model to investigate multi-sensory brand experience towards customer’s 

behavioural, emotional, cognitive, sensorial or symbolic value in enhancing brand value (Hultén, 

2011). 

2.2.5 Managing service quality 

Another study that is widely implemented by the researcher to improve the customer’s experience 

is service quality. As stated by Ladhari (2009, p. 172), service quality is recognized as ‘a critical 

success factor in a firm’s endeavours to differentiate itself from its competitors’. The primary 

measurement relies on how actual service performance matches with the customer’s expectations 

(Parasuraman, Zeithaml and Berry, 1985; Ladhari, 2009; Adil, Al Ghaswyneh and Albkour, 2013). 

Works of literature in this area put more focus on the context in which experiences arise, customer 

journey mapping and measurement aspects of customer experience (Lemon and Verhoef, 2016). 

Service quality aims to build up customer loyalty, attract new customers, reduce costs, enhance 

corporate image, positive word-of-mouth marketing, improve profitability, as well as develop 

customer relationships and create opportunities for cross-selling which further leads to business 

success (Laroche et al., 2005; Ladhari, 2009; Adil, Al Ghaswyneh and Albkour, 2013).  

Service quality and servicescape (see section 2.3) studies are both employed in many industries 

such as airlines, banks, restaurants, credit card services, hotel and hospital services (Bitner, 1992).  

Some researchers adopted these theories to understand the customer experience in both the retail 

and shopping mall environment further (Dabholkar, Thorpe and Rentz, 1995; Laroche et al., 2005). 

This understanding is critical because SC functions not only to sell goods but also to provide services 

for the customer (Cook, 2003; Borges, Chebat and Babin, 2010; Johnstone and Todd, 2011). In a 

shopping environment, customer evaluation focuses not only on the product or merchandise 

quality, but also towards quality of a service and overall experience (Laroche et al., 2005).  

Researchers highlighted that service is more complicated and challenging to be measured 

compared to tangible goods. This immeasurability is due to its dynamics, unfolding over time, 

intangibility, heterogeneity, and inseparability (Parasuraman, Zeithaml and Berry, 1985; Bitner, 

Ostrom and Morgan, 2007; Yarimoglu, 2014). Most of the services offered are intangible; they 

cannot be counted, measured, inventoried, tested or verified, thus making it harder for the service 
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provider to understand how consumers perceive their service and evaluate the quality of the 

service provided. Therefore, to assess the service, the customer compares the actual delivery stage 

to their early expectations. Service is also heterogeneous where the performance often varies in 

many forms. For example, consistency from service personnel may be difficult to assure, which, in 

return, may provide a contrast between the service provider’s intention and what is received by 

the consumer. Thirdly, the production and consumption of many services are inseparable and are 

more apparent when the labour-intensive service industry is involved.  

The SERVQUAL scale is a research instrument designed and used widely to measure service quality 

(Dabholkar, Thorpe and Rentz, 1995). First developed by Parasuraman, Zeithaml and Berry (1985), 

consumers use the ten dimensions in SERVQUAL to evaluate a service by comparing expectations 

with perceptions of service delivery. These ten dimensions are then further divided into five generic 

service quality dimensions which are tangibles, reliability, responsiveness, assurance and empathy.  

Five gaps determine the customer’s perception of service quality; the first is the difference between 

the customer’s expectation and management’s perception of customer’s expectation. The second 

gap is the difference between the management’s perception of consumer expectations and the 

translation of these perceptions into service quality specifications. The third determining gap is the 

difference between perception specifications and service delivery by the service personnel. The 

fourth gap is the difference between service delivery by service personnel and external 

communications to consumers, followed by the last one, which is the difference between a 

consumers expectation and perception of the service. 

Since its first introduction, SERVQUAL is now widely used to uncover a company’s service quality 

shortfalls and strengths. However, the five generic dimensions of SERVQUAL do not apply to all 

service contexts. Therefore, some researchers have either adapted or replaced the dimensions of 

SERVQUAL to make them applicable to various industries. For example, Ladhari (2009) highlighted 

some debates by other researchers about the usage, reliability, discriminant and applicability of 

SERVQUAL instruments. The researcher suggested adapting the SERVQUAL methodology instead of 

the SERVQUAL scale to develop their instrument for a specific purpose of their study and validate 

the instrument after data collection through reliability and validity analysis. 

Laroche et al. (2005) created an extended version of the C (cognitions)-E (emotions)-B (behaviour) 

model (Figure 5) from Lazarus’s work which provides theoretical insights on how cognition can 

influence customer service quality perception through the level of arousal and pleasure within the 

retail environment. Through their research, they stated that the store environment influences 

customer’s evaluations of product and help shape merchandise value perception, which in return, 



 

23 

 

influence customer’s store patronage intentions (Parasuraman, Zeithaml and Berry, 1985; Laroche 

et al., 2005). First, they found that customers perception of a shopping mall environment 

determines their mood, and product quality influences their purchase intentions through their 

perceptions of service quality. Secondly, they found that individual perception of product quality 

induces their shopping trip, which in turn affect the overall evaluations of service quality. Their 

research also found that the higher a consumer pleasure is, the higher their perceptions of service 

quality will be, and the higher consumer's perceptions of the service quality, the higher their 

purchase intention will be.  

 

Figure 5 Extended C-E-B model (Laroche et al., 2005) 

2.3 SAV and servicescape  

This section explores how SAV affect customer experience during their shopping journey. Research 

within this area found that the atmosphere of the shopping place is a powerful marketing tool that 

is able to influence one's behaviour and is designed to induce specific emotions in customers.  The 

store atmosphere is a psychological attribute of its image thus, understanding how the physical 

shopping surroundings affect customer shopping experience through literature reviews within this 

field is essential (Turley and Chebat, 2002).  

2.3.1 Background of studies related to the effects of SAV and servicescape 

There are two main areas of the research mainly employed and referred by researchers to 

investigate SC customer experience, which is atmospheric and servicescape studies. The 

atmospheric studies are adapted from an environmental psychologist theory by Mehrabian and 

Russell (1974). In marketing, the term ‘atmospheric’ was first defined by Kotler (1973) as a 

conscious designing of space to create specific effects in buyers (Kim and Kim, 2012). Businesses 

designed their retail environments intending to evoke positive feelings which will affect customer’s 

behaviour and purchase probability (Parsons et al., 2010; Wong et al., 2012; Ballantine, Parsons 
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and Comeskey, 2015). In general, customers engage with both tangible and intangible aspects of 

the store design, through the customer’s main sensory channels which are sight, sound, scent and 

touch (Kotler, 1973; Puccinelli et al., 2009).  

The second main area to better understand the customer experience in SC is the servicescape 

studies. Bitner (1992, p. 58) defined the term ‘servicescape’ as ‘the built environment (i.e., the 

manmade, physical surrounding as opposed to the natural or social environment)’. Bitner (1992) 

stated that employees and customers in service firms respond to the dimensions of their physical 

surroundings cognitively, emotionally and physiologically. The next section will discuss previous 

research on the SAV based on these two areas. 

2.3.2 Shopping atmospheric 

Research within this area mostly linked their study to the framework introduced by  Mehrabian and 

Russell (1974) called The Mehrabian-Russell Model (Figure 6). This model aims to measure how the 

store environment affects a customer’s emotional state, which then influences customer responses 

and behaviours within retail environments. Pleasure (P) in the model is a degree in which a person 

feels good, joyful, happy, or satisfied. Arousal (A) refers to the degree in which a person feels excited, 

stimulated, alert, or active in the situation and dominance (D) refers to whether an individual feels 

in control of, or free to act in the situation (Mehrabian and Russell, 1974; Donovan and Rossiter, 

1982). Research in the atmospheric field used the stimulus-organism-response (S-O-R) model to 

understand how a store atmosphere affects customer behaviour during their shopping process 

(Mehrabian and Russell, 1974; Donovan and Rossiter, 1982; Lunardo and Mbengue, 2013). Using 

this model, researchers investigate how the stimuli of a store atmosphere (S) influence customer’s 

(O) emotional state, which then generates a response (R), whether to approach or to avoid the 

store. Mehrabian and Russell (1974) claimed that all responses to an environment could be 

considered as approach-avoidance behaviours. 

 

Figure 6 The Mehrabian-Russell Model (Mehrabian and Russell, 1974) 
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According to Donovan and Rossiter (1982), four aspects refers closely to these behaviours. 

Approach behaviour refers to the desire to stay physically, willingness to look around, willingness 

to communicate and the degree of enhancement. In contrast, avoidance behaviour refers to the 

desire to avoid the environment, avoid moving through or interact with the environment, avoid or 

ignore communication with others and avoid task performance. For instance, Mehrabian and 

Russell (1974) stated that in a neutral setting, moderate arousal might enhance the approach 

behaviour and very low or very high arousal may lead to avoidance behaviour (Figure 7). In a 

pleasant environment, greater arousal will increase the approach behaviour and in an unpleasant 

environment, the higher the arousal, the more the avoidance behaviour is.  

Mehrabian and Russell further defined the “load” of an environment as a degree of novelty and 

complexity. Novelty refers to the unexpected, surprising, new, and unfamiliar. Complexity refers to 

the number of elements or features and the extent of motion or change in the environment. A high 

load environment (novel, surprising, crowded) will make a person feel stimulated, excited and alert 

while a low load environment results in feeling calm, relaxed or sleepy. A person’s characteristics 

and the way they respond to external information determines how they respond to the 

environment load; whether they are high or low sensation seekers. As a result, this internal 

response will affect their social interactions and their decisions on whether to approach or to avoid 

the environment (Bitner, 1992). 

 

 

Figure 7 Conditional interaction between pleasure and arousal in determining approach-

avoidance (Mehrabian and Russell, 1974) 
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2.3.3 Servicescape 

Bitner (1992) stated that there are three types of service organizations based on who performs 

actions within the servicescape. Self-service refers to the kind of service where they are performed 

only by the customer, for example, the automated teller machine (ATM) and post office kiosk. 

Interpersonal services refer to services performed by both customer and employee, for example, 

the hair salon and dry cleaners. Lastly, is the remote service where a service is performed only by 

the employee of the organization such as the telephone company, utility and automated voice-

messaging-based service. There are two categories of environment in these services, which are the 

lean and the elaborate environment. Lean environments refer to a straightforward type of service 

with few elements, space and forms for instance the ATM, post office kiosk, movie theatre, dry 

cleaner and hair salon. Meanwhile, elaborate environments refer to more complex and complicated 

service environments where many floors, rooms, equipment, and complex variabilities are involved, 

such as in airline, bank, restaurant, and hospital services.  

(Figure 8) by Bitner (1992) below shows the framework for understanding environment-user 

relationships in the service organization. In terms of behaviour, the servicescape theory relies on 

the environmental psychologist’s suggestion, that the dimensions of an organization’s physical 

surroundings are influential to both customer and employee towards their approach or avoidance 

behaviour. Additionally, empirical studies confirmed that the physical setting might also influence 

social interactions such as group interaction, friendship formation, participation, aggression, 

withdrawal and helping interactions.  
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Figure 8 The conceptual framework for understanding environment-user relationships in a 

service organization (Bitner, 1992) 

Previous research shows that the physical environment influences customer and employee 

behaviour in several ways. Therefore, it is crucial to identify desirable customer or employee 

behaviours, to the extent of what the organizations aim to achieve through its physical facility. For 

example, firms that operate in the interpersonal service cell will be concerned with the effects of 

physical setting on both their customer and employee behaviours in addition to its service 

interactions. The environment also works as nonverbal communication which brings meaning to 

the target customer or even employee (Broadbent et al., 1980; cited Bitner, 1992). For example, 

office size and type of furnishings may affect employee beliefs on their importance within the firm. 

Relative to the influencing cognitions, the perceived servicescape may elicit emotional responses 

that will influence behaviours.  

The physiological ways may also affect customer or employee within an environment (Bitner, 1990; 

Turley and Chebat, 2002). For example, the temperature of a room may cause occupants to shiver 

or sweat, the air quality might be suffocating, and the glare of lighting may decrease visibility and 

cause discomfort to eyesight. A response moderator controls the strength and direction of the 

relation between variables. According to Bitner (1992), individual personality traits may affect a 

person’s reaction to his or her physical surroundings. For example, arousal-seekers are much likely 

to enjoy and look for a high level of stimulation; feeling happy in a loud disco with bright flashing 

neons. On the other way round, the arousal-avoiders are most likely repulsive to a similar 

environment and choose to avoid it. Another individual personality involved is the screeners and 

non-screeners people. A study by Mehrabian and Russell suggests that screener people can endure 
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high levels of stimulation. In contrast, the non-screeners people are sensitive to them and might 

exhibit extreme responses even to low levels of stimulants. In addition to the personality traits, 

each plan and purpose of visit, mood state and expectations may also reflect the way how people 

respond to the place.  

Bitner (1992, p.65) stated that “…the dimensions of the physical surroundings include all of the 

objective physical factors that can be controlled by the firm to enhance (or constraint) employee 

and customer actions”. With this possibility, the list of the dimensions of physical surroundings 

could be endless. However, the researcher has identified three composite dimensions in her study, 

which are the ambient conditions, spatial layout and functionality, and signs, symbols and artefacts. 

The environmental psychologists suggest that people respond to their environment holistically 

thus, it is crucial to recognize both the customer and employee as a holistic pattern of 

interdependent stimuli.    

2.3.4 Related Studies on the SAV and Servicescape 

Further to Kotler’s atmospheric and Bitner’s servicescape studies, Turley and Milliman (2000) in 

their systematic review grouped five categories of atmospheric variables which may influence 

customer’s evaluations and behaviours (Figure 9). The five are the external, general interior, layout 

and design, point-of-purchase and decoration and human variables (Kim and Kim, 2012). In total, 

Turley and Milliman (2000) found five main categories of atmospheric variables which sum in a total 

amount of fifty-seven variables (Parsons et al., 2010). Turley and Milliman (2000) used the term 

‘variable’ to address a specific factor that is liable to vary or change, while others used the term 

‘cues’ in referral to the same thing within this research area (Kim and Kim, 2012; Ballantine, Parsons 

and Comeskey, 2015). 

 

Figure 9 Five categories of atmospheric variables (Turley and Milliman, 2000) 
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Since its first introduction, numerous studies have confirmed significant impacts of retail’s 

atmospheric variables on the customer from diverse perspectives, such as odour and retail density 

(Machleit, Eroglu and Mantel, 2000; Michon, Chebat and Turley, 2005), shopping companion 

(Borges, Chebat and Babin, 2010), music (Jain and Bagdare, 2011; North, Sheridan and Areni, 2015), 

colour (Brengman and Geuens, 2004), lighting (Custers et al., 2010), human factors in a retail 

environment (Kim and Kim, 2012), customer perceptions and attitudes towards the atmosphere 

and retailer (Lunardo and Mbengue, 2013), hedonic shopping values (Parsons et al., 2010), ambient 

scent (Chebat and Michon, 2003) customer’s decision and impulse buying behaviours (Mattila and 

Wirtz, 2001), chocolate scents and product sales (Aronow, McGrath and Shotwell, 2015), window 

display (Lange, Rosengren and Blom, 2016) and atmospheric cues of women's fashion store 

(Ballantine, Parsons and Comeskey, 2015). Table 1 below summarised related research in both 

atmospheric and servicescape studies. 

Table 1 Related studies on the effects of SAV 

Focus Function Sources 
Studies on Shopping Atmospherics 
Store atmosphere and 
its effect on shopping 
behaviour 

To test a leading environmental psychology 
approach, the Mehrabian Russell model, in the retail 
context 

(Donovan 
and 
Rossiter, 
1982) 

Atmospheric effects 
and shopping 
behaviour 

Create an organised and logical structure to the study 
of atmospheric variables that influences shopping 
behaviour 

(Turley and 
Milliman, 
2000) 

Mall atmospheric 
(Odour and density) 

Experiment moderating effects of ambient scent and 
retail density on shoppers’ positive affect and 
perception towards SC environment. 

(Michon, 
Chebat and 
Turley, 
2005) 

Holistic atmospheric 
cues in women's retail 
environment 

Examine how holistic atmospheric cues in women's 
fashion retail environment contribute towards the 
creation of the whole experience 

(Ballantine, 
Parsons and 
Comeskey, 
2015) 

Human-related 
environmental stimuli 
and responses 

Illustrates how human-related environmental cues 
affect customers' cognitional, emotional, and 
behavioural responses in retail environments 

(Kim and 
Kim, 2012) 

Influence of music on 
consumption 
experience  

Explores the relationships between musical variables 
and consumer responses 

(Jain and 
Bagdare, 
2011) 

The matching or 
mismatching of 
arousing qualities 
between pleasant 
ambient scent and 
background music 

Examine the combined effects (background music 
and scent) of various environmental cues on 
consumers' store-induced emotions and behaviour 

(Mattila and 
Wirtz, 2001) 
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Focus Function Sources 
Customer's perception 
of the retailers' 
integrity and attitude  

Explores the case where consumers perceive the 
store environment as a manipulative tool used by the 
retailer 

(Lunardo 
and 
Mbengue, 
2013) 

Factors that shop 
designers can be aware 
of when creating a 
hedonic store 
experience  

To holistically examine how the atmospheric cues 
encountered in a retail environment contribute to the 
creation of a hedonic retail experience. 

(Parsons et 
al., 2010) 

Managerial dimensions 
of store atmosphere 
(strategies and 
atmospheric design 
with consumer 
behaviours and issues) 

Underscores the necessity for retail managers to have 
a specific goal in mind before designing a store since 
the retail environment is capable of eliciting a wide 
range of behaviours  

(Turley and 
Chebat, 
2002) 

Customer emotional 
responses to store-
interior colours 

To verify the validity and reliability of an emotion 
scale namely the PAD scale (Mehrabian and Russell 
1974) for measuring store-colour-evoked emotions 

(Brengman 
and Geuens, 
2004) 

Factors that shop 
designers can be aware 
of when creating a 
store with hedonic 
experience in mind. 

The atmospheric cues encountered in a retail 
environment contribute to the creation of a hedonic 
retail experience. 

(Ballantine, 
Parsons and 
Comeskey, 
2015) 

Atmospheric in buying 
environment 

Concept and background of atmospheric, relevancy 
and how it affect purchase behaviour 

(Kotler, 
1973) 

Music effects on 
product memory, 
perception, and choice 

Present a theoretical account of the cognitive 
processes involved in musical congruity effects 

(North, 
Sheridan 
and Areni, 
2015) 

Retail crowding, 
customer satisfaction 
and emotions 

Examine the mediate factors of retail crowding on 
shopper satisfaction 

Machleit et 
al., 2000 

Mall atmospheric 
evaluation between 
adult and teenage 
shoppers 

Examine the effects of mall atmosphere on adult and 
teenagers self-congruity and functional congruity Massicotte 

et al., 2011 

Effect of store windows 
on customer behaviour  

Examine store window creativity and its effects on 
store entry 

Lange et al., 
2016 
 

Entertainment and 
social interaction with 
a retail employee 

To understand the role played by emotional states in 
the relationship between entertainment and social 
interaction with salespeople and shopper satisfaction 

(Elmashhara 
and Soares, 
2019b) 

Studies On Servicescape 
Servicescape cues and 
customer behaviour 

To systematize the literature available in this topic, 
explore the new developments that have emerged in 
recent years and identify areas for future research 

Mari and 
Poggesi, 
2013 

Servicescape and 
customers' social 
dimensions within the 
retail environment 

Explore the social dimensions of the servicescape, 
and how a place incorporates into some consumers' 
lives 

Johnstone, 
M.L. and 
Todd, S., 
2011 
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Focus Function Sources 
Consumers perception 
of service quality 

1) To extend the C-E-B (cognition (C) induces a 
shopper's affective responses (E), and causes some 
behaviours (B) paradigm by incorporating consumer's 
perceptions of service quality 2) To determine 
whether the extended model of the consumer of a 
shopping mall decision process is invariant across 
English and French Canadian consumers 

Laroche et 
al., 2005 

Service quality for 
retail stores: scale 
development and 
validation 

To investigate the dimensions of service quality in a 
retail environment and to develop and validate a 
scale to measure retail service quality 

Dabholkar et 
al., 1995 

Servicescape 
(customers and 
employee) 

Describes how servicescape affects both consumers 
and employees in service organizations Bitner, 1992 

 

Research within these two primary studies found that atmospheric variables can influence 

customers in many ways. For instance, creative window display increases entering intentions and 

product beliefs, especially for less regular customers (Lange, Rosengren and Blom, 2016). Music is 

moderated by customer profile, liking, familiarity and time of purchase and can influence product 

choice and produce a pleasurable and significant effect towards price and shopping experience (Jain 

and Bagdare, 2011; North, Sheridan and Areni, 2015). Therefore, Jain and Bagdare (2011) 

highlighted that music is a manipulative variable potential to be used within the store atmosphere. 

Apart from music, Michon, Chebat and Turley (2005) found that odour to be the least expensive 

variable but can also be used as a manipulating tool for medium retail density condition. Michon 

and colleagues further stated that customer profile is different depending on the level of density, 

and high retail density conditions could take away the pleasure of shopping.  

 SC provides a wide array of opportunities for socialization, nurturing family bonding and 

encouraging the sense of belonging to a community (Johnstone and Todd, 2011; Strătilă, 2020). 

Two types of social influence in the shopping atmosphere are the interactive form, for instance 

when customers are being greeted by the employee and the non-interactive form, for example 

when the customer is together with other shoppers in an aisle (Kim and Kim, 2012). The retail 

employee is an essential atmospheric variable for social value creation between customers and 

businesses (Johnstone and Todd, 2011; Kim and Kim, 2012). Customer's perception towards the 

company is better, with a higher purchase intention when employees are wearing professional 

attire and demonstrate significant effort to assist them when needed (Michon, Chebat and Turley, 

2005; Kim and Kim, 2012). Interestingly, research also found that many customers are nervous 
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when they realized that they are observed by the retail employee when interacting with products 

(Parsons et al., 2010).  

The design of the SC environment affect customer's internal responses and contributes to the 

approach-avoidance behaviour (Bitner, 1992; Orth, Heinrich and Malkewitz, 2012). For shopping 

values and internal responses, researchers found that utilitarian customers will feel happy in a 

hedonic environment, but hedonic seekers express extreme dislike towards the harsher utilitarian 

environment (Parsons et al., 2010). However, different categories of customers will respond and 

behave differently when experiencing the same atmosphere (Turley and Milliman, 2000; Puccinelli 

et al., 2009; Verhoef et al., 2009). Customers evaluate their shopping experience as holistic, ongoing 

and collective even when several atmospheric variables are exposed to them simultaneously 

(Parsons et al., 2010).  Additionally, a pleasant surrounding can enhance customer's desires, 

evaluation and behaviour towards the environment while unpleasant and unattractive 

environment lowers spending tendency (Donovan and Rossiter, 1982; Mattila and Wirtz, 2001; 

Turley and Chebat, 2002; Jain and Bagdare, 2011). However, customers who are aware of the 

manipulation of the atmosphere designed by the retailer demonstrate a poor attitude to both the 

atmosphere and the retailer (Lunardo and Mbengue, 2013). Research within Pleasure-Arousals-

Dominance (PAD) also found that dominance does not relate well to in-store behaviour (Donovan 

and Rossiter, 1982; Brengman and Geuens, 2004). 

Dennis, Michon and Newman (2015) investigates the effect of digital signage on customer approach 

or avoidance behaviour and found that digital signage can encourage approach behaviour among 

busy and employed customers. In terms of customer characteristics, researchers found that 

customers from different demographics, for example, an adult or teenagers have different 

evaluations towards the shopping atmosphere (Massicotte et al., 2011). People of different ages 

have contrasting abilities, motivations and ways of assessing the SC environment. Adults evaluate 

the environment more towards merchandise quality while teenagers evaluate their surroundings 

from the social perspective. 

Borges, Chebat and Babin (2010) questioned whether shopping with a friend or family companion 

would influence customer's positive affect, utilitarian and hedonic shopping values. The authors 

found that shopping with a companion can affect consumer behaviour in many ways. For example, 

customers prefer to stay and shop alone at a place familiar to them. On the contrary, shopping with 

a family member, especially with young kids is more distracting (Miller et al., 1998). It may cause 

an unwanted reaction in terms of positive effects and hedonic values when shopping within the 

same kind of environment.  
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Previous research employed various theories to understand customer emotions, affective and 

behavioural responses within the shopping atmospheric study. Most research adopted the PAD 

Dimension theory by Mehrabian and Russell (1974) (Donovan and Rossiter, 1982; Chebat and 

Michon, 2003; Brengman and Geuens, 2004; Michon, Chebat and Turley, 2005). Others conducted 

their study using the S-O-R Model (Lunardo and Mbengue, 2013) and the Fisher and Jeffrey 1974 

environmental quality scale (Massicotte et al., 2011).  

In terms of data collection, the types of methods employed are quasi-experimental, longitudinal 

qualitative photo-elicitation technique and in-depth paper content analysis (Johnstone and Todd, 

2011; Mari and Poggesi, 2013; Dennis, Michon and Newman, 2015; Lange, Rosengren and Blom, 

2016). Research conducted is either experiment or laboratory-based, or a combination of both 

methodologies. Some researchers employed observation, research protocols interviews and semi-

structured interviews for their studies (Parsons et al., 2010; Ballantine, Parsons and Comeskey, 

2015; Lange, Rosengren and Blom, 2016). To understand and improve customer experience during 

shopping activities, scholars made recommendations from both research and practical perspectives. 

Table 2 summarizes the list of recommendations available from the literature. 

Table 2 Recommendation related to the shopping atmospheric studies 

Recommendation (Research perspective) Sources 

Needs understanding on which elements are most salient to customers 
when forming an approach-avoidance behaviour, impressions and 
perceptions of a retail store. 

(Turley and Milliman, 
2000; Turley and 
Chebat, 2002) 

More study is needed on how other segmentation variables mediate the 
effect of the retail environment. 

(Turley and Milliman, 
2000) 

Needs more exploration on how the atmosphere should be manipulated 
or developed for different market segments. 

(Turley and Milliman, 
2000) 

Need to examine atmospheric and their effects from a more holistic 
perspective. (Parsons et al., 2010) 

Mehrabian-Russell model is a promising starting point to study approach-
avoidance behaviours within retail environments. 

(Donovan and 
Rossiter, 1982) 

Measurement of emotional states must occur in the actual retail setting 
and close to the time of shopping. 

(Donovan and 
Rossiter, 1982) 

The study needs to be further tested not just with customer-stated but 
with actual purchasing behaviour. 

(Donovan and 
Rossiter, 1982) 

Almost no published work focuses on how to construct an environment 
for different market segments. 

(Turley and Chebat, 
2002) 

Further study is needed to understand the effects of multiple cues on 
consumer behaviour. 

(Mari and Poggesi, 
2013)  

Studies are needed to explain the linkages between environmental cues 
and customer reactions. 

(Mari and Poggesi, 
2013) 
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Recommendation (Practical Perspective)   

Atmospheric is a relevant marketing tool mainly in situations where the 
product is purchased or consumed, the seller has design options and 
the number of outlets increased to support lifestyle buyer groups. 

(Kotler, 1973)  

Bigger shopping malls might attract a higher proportion of hedonic and 
recreational shoppers who pay more attention to the retail 
environment and entertainment 

(Michon, Chebat and 
Turley, 2005) 

Community malls draw relatively more convenience for shoppers 
(customers are more sensitive to retail crowding and density). 

(Michon, Chebat and 
Turley, 2005) 

Servicescape can assume a facilitator role by aiding or hindering the 
ability of customers and employees to carry out their respective 
activities. 

(Bitner, 1992) 

The physical environment can serve as a differentiator in signalling the 
intended market segment, positioning the organization and conveying 
distinctiveness from competitors. 

(Bitner, 1992; Turley 
and Chebat, 2002) 

The theoretical link provided and applied in a real store setting help 
identify important cues for the creation of an in-store hedonic 
experience.  

(Parsons et al., 2010) 

The atmosphere created by retail management can induce retail 
customers to behave in desired manner. 

(Turley and Milliman, 
2000) 

Businesses should create retail environments with a particular 
consumer in mind. 

(Turley and Milliman, 
2000) 

Even small changes made to induce pleasure in the retail environment 
can change shopper behaviour and time spent inside a store. 

(Donovan and 
Rossiter, 1982; Turley 
and Milliman, 2000) 

The atmosphere affects consumer spending (amount of money spend 
and the number of items they purchase). 

(Turley and Milliman, 
2000) 

The categorisation of atmospheric cues provide suggestions that 
retailers should be aware of when planning a design of a retail shop 
design focused on the hedonic experience. 

(Parsons et al., 2010) 

Consideration should be given on the whereabouts of an employee 
when designing a retail store. (Parsons et al., 2010) 

Retailers who offer utilitarian shopping environments must also 
recognise the risk of isolating hedonic consumers. (Parsons et al., 2010) 

Designing a store atmosphere is complicated and needs consistent 
monitoring. The firm’s goals and objectives should drive the process. 

(Turley and Chebat, 
2002) 

Arousal (feelings of alertness and excitement) can increase time spent 
in the store and willingness to interact with store personnel. 

(Donovan and 
Rossiter, 1982) 

Management must first define its target audience as a prelude to 
atmosphere planning and any other type of marketing planning. (Kotler, 1973)  

Management must understand what their target audience is seeking to 
obtain through the purchase and consumption experience and 
manipulate atmospheric cues to create a store image that is congruent 
to them. 

(Kotler, 1973; 
Johnstone and Todd, 
2011; Ballantine, 
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Recommendation (Practical Perspective)   
Parsons and 
Comeskey, 2015) 

Management must next identify key atmospheric variables that are 
available to produce desired customer awareness and reaction. (Kotler, 1973) 

Management must make sure that the atmospheric details applied are 
believable, compelling, and superior to the competition. (Kotler, 1973) 

Retailers must periodically re-evaluate implemented atmospheres. (Kotler, 1973) 

Responsibility for atmosphere planning and monitoring should be 
invested in architecture, interior design and window dressing team. (Kotler, 1973) 

Retailers should consider human-related environmental factors from 
various perspectives when managing their store environments. (Kim and Kim, 2012) 

Creating a comfortable in-store environment is a vital step in attracting 
customers with hedonic shopping motivations. 

(Ballantine, Parsons 
and Comeskey, 2015) 

Increasing customer’s comfort could increase the amount of time spent 
in-store. 

(Ballantine, Parsons 
and Comeskey, 2015) 

Retailers must prevent customers from perceiving the atmospherics 
used as manipulative. 

(Lunardo and 
Mbengue, 2013) 

Retailers can design store environments in a way that enhances 
perceived integrity through a congruent atmosphere. 

(Lunardo and 
Mbengue, 2013) 

Customer information strategies particularly digital signage can be a 
useful and effective tool for mall managers. 

(Dennis, Michon and 
Newman, 2015) 

Creating different sections in the shopping mall (e.g. teen-friendly 
sections and adult sections) could represent an effective solution since 
both segments evaluate functional cues (e.g. merchandise quality) 
differently. 

(Massicotte et al., 
2011) 

Creative store windows are beneficial for retailers to create attention 
and attract customers. 

(Lange, Rosengren and 
Blom, 2016) 

Creativity has a significant impact on infrequent customers. (Lange, Rosengren and 
Blom, 2016) 

Store managers need to determine what personality is desirable for 
their environment. 

(Orth, Heinrich and 
Malkewitz, 2012) 

Retailers could assess the need to develop promotional events and 
design the space to facilitate customer's socialisation with salespersons 
or other customers. 

(Kim and Kim, 2012) 

Careful and creative servicescape management may assist an 
organisation in achieving both external marketing goals and internal 
organizational goals. 

(Bitner, 1992) 

Decisions on physical facilities have impacts on human resources goals. (Bitner, 1992) 

Companies should regard servicescape design, especially in the 
common area as a managerial issue. 

(Aubert-Gamet and 
Cova, 1999) 

Understanding the mall attractiveness dimensions and offering the 
right retail mix can enhance the appeal and become a motivating 
reason to visit a mall. 

(Tandon, Gupta and 
Tripathi, 2016) 



 

36 

 

Research in atmospheric and servicescape revealed that customers experience their SAV 

holistically. Interaction and engagement with one or more atmospheric variables may affect 

customer’s internal responses; influencing purchase decisions, behaviour, spending time and 

perceptions of the SC. As a recommendation, previous research highlighted that there is a need to 

examine how to develop the atmosphere for different market segments (Turley and Milliman, 2000; 

Turley and Chebat, 2002) since customer's evaluation, motivations, response and behaviour 

towards shopping atmospheric vary between age group (Massicotte et al., 2011). The next section 

will further discuss children customers within the shopping environment. 

2.4 Studies on children as the customer in a shopping environment 

The previous section elaborately discussed customer experience relative to the shopping activities. 

This section will explore existing works of literature on children responses and behaviour during 

their shopping activity with parents.  

2.4.1 Background of children customer 

Children are born, raised and expected to seek admission from their parents (Cook, 2003; Bauman, 

2006). Nevertheless, changes in today’s hectic lifestyles and household demands brought a 

significant impact on how children are brought up (Wiener, 2004). In today’s societies, parents 

might authorize, give commands and make decisions for their family (Valkenburg and Cantor, 2001; 

Cook, 2003; Bauman, 2006). However, children today influence the family purchasing choices 

significantly (Valkenburg and Cantor, 2001; Pettersson, Olsson and Fjellström, 2004; Ebster, 

Wagner and Neumueller, 2009; Ming Lim and Hultén, 2015). With this practice, children turned out 

to be emancipated, articulate and market mature (Gunter & Furnham, 1998; cited Valkenburg and 

Cantor, 2001).  

In today’s modern lifestyle, it is typical for parents to bring children to the SC and use it as an urban 

family leisure space (Jones, 1995; Bucha, Rizwan and Shahid, 2015). During shopping activities, 

parents accompany the children as a carer, legislators, and peers (Cook, 2003). Children, however, 

are often identified and treated as just a companion in a shopping activity with parents. Children 

relate their first purchase selections and first purchases in the supermarket, especially for products 

like toys and candy (Cook, 2003; Young, 2004). This is because food items are among the first item 

they are allowed to choose in their early stage as a consumer, which leaves them with a sense of 

ownership and decision making by both parents and retail space. Supermarket managers and 

planners seek any opportunities to place candy, gum and snacks at children eye level, which 
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increases unplanned or impulsive purchases. ‘At the supermarket, the struggle for, and expression 

of children’s consumer identities and status play out in a dramaturgy involving personhood and 

desire’ (Cook, 2003, p.164). Therefore, targeting adults with children is one of the retailer's 

strategies and has generated debate in both academic and broader societal levels (John, 1999; de 

Faultrier et al., 2014b).  

Even though children are not the primary purchaser, their influence on parent’s spending power is 

significant and is as important as an adult market in the UK (Wiener, 2004; Strătilă, 2020). Most of 

the time, children use their pester power, nagging for merchandise in the store (de Faultrier and 

Marshall, 2014; Strătilă, 2020). Research within the young consumer stream found out that children 

develop brand loyalty at an early stage which means, their favoured brand choice lasts well into 

adulthood, thus considered as a future market and important market influencers (Valkenburg and 

Cantor, 2001; Wiener, 2004).  

The discouragement to explore and purchase something they want will not only make children 

remember their shopping experience negatively but also impact and complicate parents when 

deciding whether to continue or go straight back home (Kowalewska et al., 2016). Research also 

found that children love seeking for a surprise element and getting rewards (Wiener, 2004). They 

have a high expectations upon things around them, and they respond emotionally to atmospheric 

elements such as smell, feel, sound and tactility as well to the design of a product, brand or service. 

Additionally, children love being taken as skilful person, and do not like to be seen and treated like 

a ‘baby’ (Wiener, 2004). Cook (2003), when discussing the Toys R Us redecorating project, 

demonstrated how the new store layout diminishes the feeling of being ‘baby’ to older children 

through their aisle arrangement. The author points out that shifting the older children aisle to the 

front area makes them feel more comfortable to choose their clothes, as they don’t have to pass 

through or enter the younger children and baby area.  

2.4.2 Children and parents within the shopping atmosphere 

One particular place can have various meanings for different individuals people. As highlighted by 

Ironico (2012), children experience consumer space and goods as a symbolic resource that merged 

their fantasy and unlimited imagination with the actual purposes of selling space, products and 

promotional stimuli. How children encounter and occupy a space influence the creation of the 

children commercialization space (Cook, 2003). For instance, children can recognize their area 

through iconography, music and familiar cartoon characters seen in kids entertainment shows.  
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Children, especially at the perceptual age, develop their sense of adventure and are very 

enthusiastic, open to new things and look for a unique experience (Törőcsik, 2003; cited Wiener, 

2004; de Faultrier et al., 2014c).  They also believe all people see the world as they do and put great 

focus on one aspect of a problem or situation while ignoring other relevant aspects (Kail and 

Cavanaugh, 2017). Wiener (2004) listed down four key mindsets of children which are the 

exploration, expression, exchange and excitement mindset. For example, the exploration mindset 

refers to the way children explore new things around them. They investigate and delve deeper 

through role-play and questioning. However, in some conditions, children are discouraged from 

exploring their surroundings; making them feel bored and spoiling their mood during a shopping 

journey (de Faultrier et al., 2014c).  

For parents, a clear focus at the point of sale could provide better communication (Cowles, 2002). 

Careful layout arrangement could promote ease of navigation and movement especially for 

customers with a wheelchair or a pram and the presence of shopping aid such as a shopping cart 

with children seat could offer a convenient shopping journey for the customer (Cowles, 2002; Cook, 

2003; Ballantine, Parsons and Comeskey, 2015). In brief, parents with children are looking for a 

more child-friendly environment during shopping activities such as toilets adapted for children, a 

play area and access for a pram (Kowalewska et al., 2016). 

However, research also found that certain SAVs may trigger a negative response from parents. For 

instance, lack of service facilities may create inconvenience and inappropriate location of children 

entertainment unit may lead to conflicts and tension between parents and children (Cowles, 2002; 

de Faultrier et al., 2014c; Kowalewska et al., 2016). To avoid these problems, retailers began to look 

into how parents and children experience their selling environment to attract and create a more 

pleasant and memorable shopping experience through the design of their store atmosphere (Cook, 

2003; Feenstra et al., 2015; Ayadi and Cao, 2016). However, research also shows that some retailers 

think that by providing space for children, they will behave in a way that could diminish other 

people’s experience (Feenstra et al., 2015; Ming Lim and Hultén, 2015). 

An ideal shopping place is the one that could provide positive responses from both parents and 

children. For example, Wiener (2004) considered the re-branding project of the Lego store in 

Bluewater a successful one as the new retail environment provides not only a fun, creative and 

unique learning experience to children, but also received extremely positive feedback from the 

adult customer. Similarly, improving children facilities within a shopping atmosphere can reduce 

stress and encourage longer browsing time for both customers (Latimer, 2014). 
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2.4.3 Related studies on children customers within shopping atmosphere 

There is numerous research on the children customer from multiple backgrounds of study such as 

young consumers, marketing and consumer research. Therefore, a specific definition is needed 

when researching the children customer topic. Table 3 summarizes definitions of elements used by 

previous researchers: 

Table 3 Definition related to studies within children customer research 

Context Element defined Definition Author and 
sources 

Young 
consumers 

Kidsumers Children consumer age from three to eleven 
y/o 

(Wiener, 
2004) 

Disneyization 
of society 

Performance 
labour 

A mode of sales-service delivery whereby 
the worker's body is deployed in the 
generation of a specific emotional and 
aesthetic experience for the customer or 
client 

(Tyler, 
2009) 

Consumer 
culture 

‘Paediocular’ 
approach 

Refers to a critical perspective that sees 
through the analytical lens of childhood as a 
social construction, reflecting on the social 
world shaped by dominant social 
constructions of what it means to be a child 

(Tyler, 
2009) 

Young 
consumers 

The active role of 
children as 
consumers 

Refers to children's becoming consumers 
not children's being consumers 

(Ironico, 
2012) 

Consumer Pediocularity Seeing with children’s eyes (Cook, 
2003) 

Children 
consumer 

Edutainment Part of entertainment retailing, designed 
both to educate and entertain consumers 
through playing 

(Feenstra et 
al., 2015) 

Consumer 
socialization 

Consumer 
socialization 

Processes in which young people acquire 
skills, knowledge, and attitudes relevant to 
their function as consumers in the 
marketplace 

(John, 
1999) 

Children play Playful 
commodification 

The process by which playing becomes a 
consumable product to generate profit 

(Ayadi and 
Cao, 2016) 

Marketing 
management 

Pester power Children’s influence on family consumption 
patterns; children asking parents to buy 
products for them 

(Lawlor and 
Prothero, 
2011) 

Young 
consumers 

Alpha generation The group was born after 2010 and 
characterized using technology, research 
facilitation and critical vision 

(Strătilă, 
2020) 

Both academicians and practitioners conducted more research to understand deeper into other 

topics such as children’s development as a customer (Cook, 2003), entertainment (de Faultrier et 
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al., 2014b) and sound experience (Ming Lim and Hultén, 2015). (Feenstra et al., 2015) looked at 

edutainment experience while (Deli-Gray et al., 2016) researched on the shopping process. Table 4 

summarizes other studies that focus on children experience within the shopping environments.  

Table 4 Related research on children customers in the shopping atmosphere 

Focus Function Sources 
Building an analytic of 
commercialized children's 
spaces 

Inform how versions of the 'child consumer' 
shape, and have been shaped by, spatially 
situated market considerations 

(Cook, 2003) 

Children entertainment in 
retail stores  

To discover whether retail managers and store 
personnel do offer any entertainment to children 
and to see what children expect, experience and 
miss during the shopping  

(de Faultrier 
et al., 2014c) 

Kidsumers brands, 
experience and store 
environments (a case 
study of Lego store) 

Outlines the challenges faced by children’s 
brands and explains how to successfully apply 
features of a leading kids brand in a store design  

(Wiener, 
2004) 

Sociologies of childhood, 
consumer culture and 
sales-service work 

Explores some of the ways how sales-service 
providers work on the front line of the children's 
culture industries  

(Tyler, 2009) 

The active role of children 
as consumers 

Discuss the active role of children as consumers, 
exploring the different meanings children confer 
on consumer goods and spaces in retail settings 

(Ironico, 
2012) 

Factors affect children's 
purchase requests and 
their parent's subsequent 
purchases at the 
supermarket's point of 
sale 

To find which factors influence the number of 
requests made by children, which factors 
influence purchases made by parents following a 
child's request and the degree to which parents 
are aware of their child's influence on their 
purchases 

(Ebster, 
Wagner and 
Neumueller, 
2009) 

Children preferences 
regarding sales channels 
(online vs brick-and-
mortar stores) 

Investigate the preferences of children under the 
age of 12 regarding sales channels, to examine 
the advantages and disadvantages of online vs 
offline purchasing as perceived by children 

(de Faultrier 
et al., 2014a) 

Sounds experiences on 
the shopping behaviour of 
children and parents 

To examine how the introduction of auditory 
sensory cues, through a human voice, affect 
children’s and parent’s shopping behaviour in a 
retail grocery setting 

(Ming Lim 
and Hultén, 
2015) 

Edutainment experiences 
for children in retail stores 

To understand the nature of edutainment 
experience and the benefits for children derived 
from these experiences 

(Feenstra et 
al., 2015) 

To review the 
development of children 
consumer knowledge, 
skills, and values  

To merge findings from the last 25 years of 
research into a unified story on how consumer 
socialization proceeds as children mature 
throughout childhood and adolescence 

(John, 1999)  

To explore children's 
responses to the store 
atmosphere and the role 
of parent-child interaction 
in these responses 

Reveal the complicated relationship between 
overall store environmental elements, children's 
behaviour, responses to store stimuli and the role 
of parent-child interaction in children's responses 

(Ayadi and 
Cao, 2016) 



 

41 

 

Focus Function Sources 
Opinions and feelings of 
very young children about 
their shopping process 

To discover how very young (three to six-year-
old) children describe their "actual" shopping 
process and how they characterise an "ideal" 
shopping 

(Deli-Gray et 
al., 2016) 

Shopping environment 
(for both parents and 
children) 

Discuss how store design and in-store 
communication can make the shopping journey 
more accessible and fun for both parents and 
children  

(Cowles, 
2002) 

Children’s shopping 
decision 

To see how convenience stores can target 
children belonging to Alpha Generation (born 
after 2010) by emphasizing previous research 
findings on children as retail shopping decision 
factors 

(Strătilă, 
2020) 

The next section will further discuss the conceptual framework for this research and highlight key 

factors that influence children customer experience during the shopping journey with parents. 

2.5 Conceptual Framework 

2.5.1 Introduction 

This section will discuss the key factors that influence the children’s experience in their shopping 

journey with their parents in SC. Literature reviews found related research beneficial to the context 

of this study, aimed to understand further how children aged between three to seven years engage 

and respond to their SAV. From the findings, related data are gathered, grouped and analysed to 

list down key factors that influence children’s experience in shopping activity. The conceptual 

framework of this research was presented at the Design Management Academy (DMA) conference 

on June 2017, in Hong Kong, with selections for this research conducted based on the double-

blinded review process. The link for this paper is in appendix K of this report. The following sections 

will present the strategies and further discuss the conceptual framework elaborately.  

2.5.2 Method for the conceptual framework 

Flow chart 1 shows the methodology flowchart for the construction of this conceptual framework. 

Research published in refereed journals between 1999 until 2016, which focus on children 

involvements in retail or shopping environments is selected and reviewed to ensure all information 

used are recent and may contribute to the current state of knowledge within the research area. 

The selected research originates from established databases including Sage Publications, Emerald 

Insight, Elsevier and ResearchGate. Other sources include relevant articles from Journals of Retail 

& Distribution Management, Young Consumers, Consumer Culture, Retailing and Consumer 
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Services and Applied Developmental Psychology. The selection of keywords includes shopping 

atmospheric, children customer, retail store, shopping experience, shopping environment and 

other related terms. Only papers written in English are reviewed for this study.  

This research is children context-specific. Although previous studies involved children from various 

ages of background, only data that refers to children aged between three to seven years are 

analysed. Research focusing on children within other industries such as pure online shopping or 

health environment is left out (Whitehouse et al., 2001; Thomson and Laing, 2003). Based on the 

selection criteria, the researcher reviewed seventeen studies. The sets of data gathered were then 

extracted, listed, examined, compared, and conceptualized using the open coding method before 

categorizing and grouping them under the subfactors (Bryman, 2012). Data collected was re-

evaluated to avoid wrong grouping or double coding, ensuring the validity of each group. Once 

finalized, the subfactors are then linked together under four main key factors. 

 

 

Flow chart 1 Methodology flowchart to construct a conceptual framework for this research 

(author, 2017) 
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2.5.3 Conceptual Framework for the effects of atmospheric variables on children during 

shopping activity 

This section explains the conceptual framework for the effects of SAV on children during shopping 

activities. Most of the children are found to show excitement when they first step into the SC (Ayadi 

and Cao, 2016). However, as the shopping journey continues, children’s emotional responses and 

behaviour change over time when they engaged with various categories of SAV. On some occasions, 

children are found nagging, whining, or crying when a parent disagrees to purchase merchandise, 

not allowed to play actively (while making loud noise) or feeling unexcited when visiting stores 

selling merchandise for adult customers (de Faultrier et al., 2014c; Ayadi and Cao, 2016). Figure 10 

shows a complex children’s emotional and behavioural response when visiting stores within the SC. 

This children customer journey map is designed based on previous literature within the research 

area. All relevant informations were collected from other published research works and combined 

in this children’s shopping journey map.  

This children shopping journey map is designed based on the service design approach. A customer 

journey map is used by the service designer to visualize the story of customer’s experiences when 

experiencing one brand or service across all touchpoints (Salesforce.com, 2021). In common, 

service designer aims to improve a brand’s quality in terms of interaction between a service 

provider and customer (Andreassen et al., 2016). In this journey map, children’s actions, 

touchpoints, emotional response, behavioural response, moments of truth and emotional reactions 

criterias were used to highlight important information on children’s shopping experience in SC. As 

shown in the figure, children began their shopping journey at the SC entrance, where some vending 

machines are located at the entrance hallway. Children demonstrate excitement towards fizzy 

drinks and sweets inside the machine and continue to hop along to the pattern of the checkerboard 

tiles on the floor. Next, children entered store 1 with the family to purchase some merchandise and 

food for the household. Store 1 is representing a bargain chain store, selling household items, foods 

and snacks, bargain items and other categories of merchandise. Based on this journey, children 

demonstrate an approach behaviour towards toys, snacks and fancy children accessories but start 

to throw tantrums, crying and show displeasure when parents proceed to a non-children related 

section in the store. However, children also demonstrate pleasant emotions including smiling, being 

joyful and excited when visiting the toy area or once parents agreed to purchase a toy, merchandise 

or snacks they wished for.  

This journey map also shows that children also demonstrate emotional and behavioural responses 

while playing together with siblings in the walkway and while riding the COFRM at the children 
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entertainment area. As the shopping journey continues, children will engage with many other SAVs 

located inside other stores and within the SC’s surrounding area. Considering that there are 

different types of retail businesses and store formats in SC, they can all be built with different 

arrangements, decorations and displays tailored to their brand needs. For example, children will 

engage more with toys, fashion accessories, costumes and other children related merchandise 

when visiting a children entertainment store. In contrast, children will keep themselves entertained 

by playing hide and seek with siblings in between hanged garments or with their handy toy brought 

from home when visiting an adult clothing outlet. Due to this complexity, the conceptual framework 

(figure 11) was designed based on four main factors that highly influence children’s emotional and 

behavioural responses when shopping.  

  

Figure 10  Children shopping journey map at shopping centre         

Reviews from related literature found that SAV can affect children experience during their shopping 

activity through four main factors. Figure 11 presents the conceptual framework for this research, 

where each main factor and its subfactors are listed. These four main factors are grouped inside a 

box named shopping centre’s environment. As discussed in the previous section, children engage 

with a huge number of SAVs and are considered as a complex shopping journey. Therefore, the 

conceptual framework helps to reach a further understanding of how each key factor affects 

children’s response towards the surroundings while shopping within SC’s environment. The role of 

children during shopping activity refers to children’s character and their role as young customers 
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and family purchase influencer. The second factor, children act and response, refers to how children 

engage with the shopping variables, merchandise, and express their emotions towards specific 

events and situations. The third factor refers to how one specific human variable can affect the 

children's socialization value, and the last one refers to how children receive respond from parents 

following their request and behaviour when engaging with the atmospheric variables. The next 

section will discuss each factor in further detail. 

 

Figure 11 Conceptual Framework for the effects of shopping atmospheric variables on children 

during shopping activity (author, 2017) 

2.5.4 Role of children during shopping activity 

2.5.4.1 Role as a young customer 

Active role as a customer begins once children start spending their own money as early as three y/o 

to buy snacks, sweets and toys (Johnstone and Todd, 2011; de Faultrier et al., 2014c; Ayadi and Cao, 

2016; Deli-Gray et al., 2016). Children perceived products and brands as the most salient aspects of 

the marketplace and are unsure of other purposes of this place, besides providing them with snacks 

and sweets (John, 1999). With a limited understanding of persuasive intents in marketing strategy, 

children can be influenced easily by television programmes and hypermarket advertisements (John, 

1999; Badot et al., 2016). Research by John (1999) shows that children’s knowledge of consumerism 

and decision making skills developed gradually alongside their cognitive abilities as they grow up. 

Their understanding of how a shop function begins only between the age of four to seven y/o 

(Ironico, 2012) through exposure to the store, products for sale, shopping skills and pricing (John, 

1999). As they reach preschool or kindergarten years, they can grasp the actual meaning of 

shopping through observation, family exposure, interaction with peers, mass media and marketing 
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institutions (John, 1999; Feenstra et al., 2015). However, their understanding of value is still limited 

where price is only relative to size (Deli-Gray et al., 2016). In terms of understanding money, John 

(1999) found out that children find money unimportant while Deli-Gray et al. (2016) found that 

children in France understand the need for money and can relate the concept of price and payments 

activity from their self-observations. The knowledge, skills and values gained by the children during 

their childhood will benefit them as future customers (John, 1999). Therefore, it is important to 

understand how children play their role as young customers while shopping within the shopping 

environment within their early years of life. 

2.5.4.2 Role as a family purchase influencer 

Children play an important role as family purchase influencer simply when they request for 

products such as clothes, snacks, toys and candy (John, 1999; Valkenburg and Cantor, 2001; de 

Faultrier et al., 2014b; Ming Lim and Hultén, 2015). Young children, especially the ones sitting in 

their buggy or cart, make fewer purchase requests compared to children who are not (Ebster, 

Wagner and Neumueller, 2009). In today’s family purchases, children influenced over 33% of overall 

purchasing at a point-of-sale (Ming Lim and Hultén, 2015). Research by Ming Lim and Hultén (2015) 

however states that children may not always get what they want, as there are other factors 

considered such as children's age, household income and price of products they request before it 

is purchased. For example, parents agree less towards suggestions made by children aged three 

years and below and children from higher-income families have more influence over their family 

purchase decision (John, 1999; Ebster, Wagner and Neumueller, 2009). As they grow, they will have 

more understanding towards their family purchase preference, develop their consumer skills 

further and have more say towards the purchase decisions (Valkenburg and Cantor, 2001; Ebster, 

Wagner and Neumueller, 2009; de Faultrier et al., 2014c; Ming Lim and Hultén, 2015). Because of 

the reasons mentioned above, it is crucial to understand how these little shoppers make their mark 

as family purchase influencers when shopping with parents. 

2.5.5 Children act and respond towards shopping variables 

2.5.5.1 Engage with shopping variables 

The previous section discusses the children’s role as young customers and family purchase 

influencers while shopping. As children grow, they adapt and respond actively towards shopping 

surroundings especially at the perceptual age between three to seven years of age (John, 1999; 

Valkenburg and Cantor, 2001; Ayadi and Cao, 2016). They pay more attention to the hedonic 
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elements of the store rather than getting involved with their parent's purchase activity (Ayadi and 

Cao, 2016). By responding to the visual, aural and tactile elements, children experience their 

surroundings cognitively, emotionally and physiologically (Feenstra et al., 2015; Ayadi and Cao, 

2016). 

Children are able to relate their memories and recognise their space through its environment 

variables such as colours, music and images from television shows (Cook, 2003; Ayadi and Cao, 

2016). The more familiar they are with that place, the more they will explore the surroundings and 

variables around them (Ayadi and Cao, 2016). However, how children explore an area is different 

from how an adult would (Wiener, 2004; de Faultrier et al., 2014b). Feenstra et al. (2015) and Badot 

et al. (2016) found that stores serve not only as a trading place but also as an area to learn, play 

and have fun with little people. Children, especially boys, are less enthusiastic in the purchasing 

process and can creatively entertain themselves easily through playing (Cook, 2003; Ayadi and Cao, 

2016). Their curiosity and character tendencies which are adventurous, always seeking out 

surprises, prefer something different, love to explore, investigate further through questioning and 

want things that stimulate their emotions encourages creative playing wherever they are (Wiener, 

2004; de Faultrier et al., 2014c). They also love games and getting involved in shopping and activities 

with their parents (Wiener, 2004; Deli-Gray et al., 2016). As a result, children always explore the 

shopping surroundings through playing (running, play hide and seek, dancing, sliding or surfing) in 

the selling space, fitting rooms or even in the lift lobby (Ironico, 2012; de Faultrier et al., 2014b; 

Ayadi and Cao, 2016). Therefore, understanding how children engage with SAV is crucial for this 

research. 

2.5.5.2 Engage with merchandise in-store 

Other than the opportunity to engage with the SAV, children love shopping, especially when visiting 

shops where they can have the chance to engage with merchandise (Wiener, 2004; Ironico, 2012; 

de Faultrier et al., 2014a). They recognise products through their characters, shape, colour, size and 

brand (John, 1999; Wiener, 2004; de Faultrier et al., 2014c). Most often, children get attracted to 

merchandise that is aesthetically appealing to them even if it is not a toy. They enjoy toys, friendly-

looking animals and adventurous characters (Valkenburg and Cantor, 2001; Cowles, 2002). Children 

often grab any product they see, making impulse purchase request to their parents (Cook, 2003). 

They would pick products not only to purchase them but also to play with as an imaginary medium. 

For example, an adult would handle an item off the shelf with extra caution, but children engage 

with merchandise differently than its intended purpose. They use racks as a place to hide, clothes 
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as a guitar, mannequin as life-sized dolls and even animate a product label as an aeroplane (Ironico, 

2012). 

From these observations, it is crucial to understand how children genuinely engage with 

merchandise in-store while shopping so that retailers can design a shopping environment that 

encourages a pleasant shopping experience as well as bringing extra profit to businesses.  

2.5.5.3 Express emotions towards event and situation 

Children express positive and negative emotions during a shopping trip as their response to 

surroundings and situations happened along (Feenstra et al., 2015). Research by Ayadi and Cao 

(2016) found that the way young children express their emotional and physiological responses 

towards their surroundings are not as straightforward as to older children. In general, children react 

positively when they feel their activity is enjoyable, getting souvenirs or gifts and getting to play 

with something they want (de Faultrier et al., 2014c; Feenstra et al., 2015; Ming Lim and Hultén, 

2015; Deli-Gray et al., 2016). They respond to music with a strong rhythm and will dance to it (Ayadi 

and Cao, 2016). In contrast, children express negative emotions when they are forbidden or asked 

to stop playing as they need to leave the store (Ayadi and Cao, 2016). For these reasons, it is crucial 

to understand what type of emotions can they experience and how children’s feelings are 

influenced by the said factors when shopping with parents. 

2.5.6 Variables as an agent for socialization 

2.5.6.1 Bonding place for parents and child 

One other critical factor that influences children shopping experience is the social factor (Johnstone 

and Todd, 2011). In general, children are accompanied by parents during their shopping journey 

(Ayadi and Cao, 2016). With this routine, children recognized shopping environment as a place to 

strengthen family bonding or a place to get treats from their parents (Johnstone and Todd, 2011; 

Ayadi and Cao, 2016; Deli-Gray et al., 2016). Some activities that help encourage parents and 

children socialization are having meals, celebrating an event, choosing products or even just having 

fun together (Johnstone and Todd, 2011; Deli-Gray et al., 2016). Accordingly, understanding how 

children experience social activities with parents while shopping is critical to this research.  

2.5.6.2 Socialization with peers 

Public space is recognised as a place that encourages conversation and interaction between people 

(Johnstone and Todd, 2011). For children, they learn to socialise with their peers through role-play, 



 

49 

 

playing together or imitating each other’s behaviour (Wiener, 2004; Ayadi and Cao, 2016). 

Therefore, it is quite common to see children actively responding and joining their peers playing 

around the cashier counter or display racks, although they do not come to the shop together (Ayadi 

and Cao, 2016). Occasionally,  groups of children are found playing together while their parents 

browse or make purchases. Research by Feenstra et al. (2015) found that children may 

communicate with peers to share their experience during a workshop or commercial events 

(Feenstra et al., 2015). Hence, it is important to investigate how children socialise with peers while 

shopping. 

2.5.6.3 Attention received from the store employee 

Children develop their consumer socialization skills and understanding of a product’s information 

through their communication with store employees (Cowles, 2002; Feenstra et al., 2015). 

Understanding children may be challenging as can sometimes be unpredictable and irrational. 

Hence, store employees need to spend more time and demonstrate good manners as they are role 

models, observed by the children (Tyler, 2009). Research by Cook (2003) found that children prefer 

similar treatment as an adult and not to be treated by others as ‘babies’ (Wiener, 2004). The way 

children receive attention from store employees is crucial as children’s satisfaction influence 

parent’s satisfaction as well as business success (Cowles, 2002). However, employee characteristics 

are not standardized, and they show varied attitudes such as professional, friendly, helpful, proud 

or even unhelpful when entertaining the children (Tyler, 2009; de Faultrier et al., 2014c; Badot et 

al., 2016). This variation is why some children may receive unfriendly treatment from a store 

employee, where, in certain cases, the children reported that they were pushed, warned and 

scolded by the retail employee (de Faultrier et al., 2014c). Because of the above reasons, it is 

therefore important to understand how children receive attention from store employees while 

shopping. 

2.5.7 Response received from parents towards children behaviour 

2.5.7.1 Access and flexibility to explore the surrounding 

The fourth main factor is the response that the children receive from parents towards their request 

and behaviour. Parents often give access and permit children to explore their shopping surrounding 

for fun freely, as a way to let them experience something different from their daily routine (Feenstra 

et al., 2015; Ming Lim and Hultén, 2015). Most of the time, parents will let children explore the 

shopping variables available around them like following printed footprints or graphic elements on 
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the floor, or communicating and playing with the store employee (Ironico, 2012; Feenstra et al., 

2015; Ayadi and Cao, 2016). Small children will explore every nook and cranny of the store possible, 

including areas that permit entrance only to retail employees (Ironico, 2012). Some parents would 

allow children to help them with the shopping activities such as assisting them at the self-checkouts, 

passing purchases or manoeuvring shopping cart (de Faultrier et al., 2014c; Ming Lim and Hultén, 

2015). By permitting them to help, children are found more likely to co-operate during their 

shopping process (Ayadi and Cao, 2016). Therefore, this finding is important for this research. 

2.5.7.2 Conflicts with parents 

Children in-store behaviour may sometimes lead to conflicts between parents and children, turning 

a smile into a frown instantly (Ayadi and Cao, 2016; Badot et al., 2016). Factors that may lead to 

conflicts are varied, from agreeing on food selections (Cook, 2003) or when the children are playing 

somewhere with restricted entrance (Ayadi and Cao, 2016). Additionally, conflicts would probably 

happen when children start to scream, whine and cry when they do not get what they want 

(Valkenburg and Cantor, 2001; Deli-Gray et al., 2016). With hope, by showing their emotions, 

parents would have a change of mind and quickly agree to them (Deli-Gray et al., 2016). As a result 

of their negative expressions, parents may get less enjoyment and struggle with their shopping 

process (Ming Lim and Hultén, 2015; Ayadi and Cao, 2016). The way parents respond to conflicts 

varies; some may give warning, express disappointment, educate or will ignore them (Ming Lim and 

Hultén, 2015; Ayadi and Cao, 2016). How a parent responds may differ from another because, for 

some, scolding children in public causes embarrassment (Ebster, Wagner and Neumueller, 2009). 

As a consequence, parents may shorten their shopping trip, thus spending less time and money at 

the store (Ming Lim and Hultén, 2015; Ayadi and Cao, 2016). As an alternative to avoid conflicts, 

inconvenience, tiring and complicated shopping processes, some parents would leave the children 

with their partner and then proceed shopping alone (Cowles, 2002; Ming Lim and Hultén, 2015; 

Ayadi and Cao, 2016). Thus, understanding conflicts between children and parents is an integral 

part of this research. 

2.5.7.3 Negotiation and parental control 

Parent and children interaction is an important factor when studying children's response to store 

atmosphere (Ayadi and Cao, 2016). Parents in Western society pay more attention to their 

children’s opinion (Valkenburg and Cantor, 2001) and use discussion and negotiation to educate 

their children (Ming Lim and Hultén, 2015). However, the way children communicate to express 

their desire will influence their parent's decision whether to ignore, grant or reject their children’s 
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request (Ebster, Wagner and Neumueller, 2009; Ming Lim and Hultén, 2015). Small children express 

their desire using the word ‘want’, but starting at the age of five they learn to negotiate, explain 

and make excuses to get something they desire (Valkenburg and Cantor, 2001). At this age, the 

selection of the word changes to ‘I wish’ or ‘I hope’ (Deli-Gray et al., 2016). Children would also 

express their desire differently, such as by demand, appeal, urging manner, observations, 

discussion and proposition (Ebster, Wagner and Neumueller, 2009; Ming Lim and Hultén, 2015). 

Parents want their children to be obedient (Ayadi and Cao, 2016) and would use their control power 

to teach and protect their children through the employment of strategies by giving them something 

to hold, eat or play with (Cook, 2003; Ebster, Wagner and Neumueller, 2009). For parents, they 

think children are not independent and still unable to rationalize their decisions (Cook, 2003; Tyler, 

2009). However, parents agree more quickly if their child request for something small like snacks 

that the child can enjoy in the store (John, 1999; Ebster, Wagner and Neumueller, 2009). Research 

also shows that parents who always shop with their children discuss their purchase requests 

together as the parents are concern about their children’s socialization and consumerism skills 

(Ebster, Wagner and Neumueller, 2009). For the above situation, it is therefore important to 

understand how negotiation and parental control may affect the children shopping experience. 

2.5.7.4 Concern for children’s safety 

Parents worry about their children's safety in public spaces and want their children nearby at all 

time until they are able to take care of themselves (Cook, 2003; Ayadi and Cao, 2016). Occasionally, 

some parents permit children to roam or play around the shopping surrounding, while monitoring 

and securing safe distance between themselves (Ayadi and Cao, 2016). Parents are also more 

cautious with other children who might be playing a bit too rough with their own (Cook, 2003). For 

the above cause, it is therefore important to understand how children respond to parent’s safety 

concerns while shopping together. 

2.5.8 Recommendation Related to Children Shopping Experience 

The above section discussed the conceptual framework and key factors that influence children 

experience during shopping activities. The above factors are essential in understanding young 

children customer experience while shopping within the shopping atmosphere. Researchers found 

that other than purchases, children also experience their shopping environment as a learning and 

social space (Mulhern, 1997; Johnstone and Todd, 2011). Additionally, children experience during 

a shopping journey is influenced by four main factors which are their role as a young customer and 

family purchase influencer, act and response towards shopping variables, children's socialization 
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and the response received from parents during their shopping activity. Research within this area 

revealed some recommendations that researchers and retailers should consider to understand 

children customer within the shopping environment further. Table 5 below summarizes some of 

the recommendations made by researchers from both research and practical perspectives. 

 

Table 5 Recommendation for study on children customer experience in shopping atmosphere 

Recommendation Sources 
(Research Perspective) 

Further theoretical research is needed on how a mother-child 
interaction affects children consumer socialization, and to provide 
guidelines for empirical investigations. 

(Ebster, Wagner 
and Neumueller, 
2009) 

There is a need to study the parent-child purchase interactions and to 
research further on issues relevant to both retailers and parents. 

(Ebster, Wagner 
and Neumueller, 
2009) 

Research can be refined according to the respondent's age. (de Faultrier et al., 
2014a) 

A longitudinal study comparing the evolution of children's perceptions 
as they grow older could offer retailers and brands new insights to 
help them fine-tune their sales strategy. 

(de Faultrier et al., 
2014a) 

Need more research in understanding the child's shopping 
perspective. 

(Feenstra et al., 
2015) 

There is a need to investigate the cultural and economic reasons for 
the children's different behaviour and attitude within the shopping 
process. 

(Deli-Gray et al., 
2016) 

There is a need to research how individual parents, such as father-son 
or father-daughter, influence children's consumer socialization 
development. 

(John, 1999) 

There is a need to examine sibling relationships as an important 
context for consumer socialization. (John, 1999) 

It is important to explore the effect of kids entertainment on children 
and parents with small children. 

(Elmashhara and 
Soares, 2019a) 

 (Practical Perspective) 

Well designed and creative inclusion into the shopping might result in 
increased time spent inside the store, spending by the family and 
influence of children on the parents’ shopping and spending. 

(de Faultrier et al., 
2014c) 

Parents should involve children with little “missions” and “challenges” 
followed by small surprises during the shopping process. 

(de Faultrier et al., 
2014c) 

Children may autonomously learn consumer knowledge and attitude 
through practising their active role as consumers. (Ironico, 2012) 
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Recommendation Sources 

Experiencing the store as a place to play is proven as a way to invest 
the shopping experience with recreational values, encouraging 
children to learn that shopping answers not only utilitarian 
motivations (buying clothes or other consumer goods), but also 
hedonistic ones (living an exciting experience). 

(Ironico, 2012); 
(Babin, Darden and 
Griffin, 1994) 

Retail environments need to be adjusted to ‘‘playing learning 
individuals’’ and communication activities to support children’s 
demands, recognising their role as active meaning creators. 

(Ironico, 2012) 

Children’s stores and areas map life, social and physical movement 
onto each other. (Cook, 2003) 

Exposing children to audio recording will make them quieter and 
calmer during shopping, turning a positive influence on parent's 
shopping behaviour, increasing time spent, reducing parental stress 
behaviour. 

(Ming Lim and 
Hultén, 2015) 

Children find shopping as an exciting task when listening to the stories 
played, which entertains and give them pleasure. 

(Ming Lim and 
Hultén, 2015) 

Introducing sensory cues into a retail setting as means of generating 
positive retail experiences for parents and children may help reduce 
stress among parents 

(Ming Lim and 
Hultén, 2015) 

Retailers who offer in-store toy demonstrations by children may 
encourage other children customer to purchase the products. 

(Feenstra et al., 
2015) 

There is a need to change how parents and children shop, especially to 
trendy parents. (Cowles, 2002) 

Parents and children shopping journey should be easy and 
entertaining. (Cowles, 2002) 

Children satisfaction will contribute to the parent’s or grandparent’s 
satisfaction. (Cowles, 2002) 

A great store experience will create loyalty among children customer 
and lasts until adulthood. (Cowles, 2002) 

Retailers should invest in-store atmosphere, make it fun and creative 
to attract children to play in-store. 

(Ayadi and Cao, 
2016; Strătilă, 
2020) 

Retailers should implement specific store formats to ensure visits from 
children and make themselves as the favourite store, as positive 
experience will encourage the grown kids to visit again in later years. 

(Strătilă, 2020) 

2.6 Conclusion 

For years, scholars have been studying the effects of SAV and how it affects customer behaviour 

actively (Bitner, 1992; Laroche et al., 2005). Research within this area has employed various 

measurements to understand how specific or multiple variables affect customer’s emotions, 
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cognitive, affective and responses. Of all these measurements, the PAD Dimension proves to be a 

significant theory, accurate to understand and measure customer’s internal responses because the 

scale can help assess customer’s response towards a wide range of atmospheric variables within 

the SC environment. Similarly, it is beneficial to highlight that the S-O-R model works similarly well 

in understanding how SAV affect customer’s emotions and responses during shopping activities. 

Research within SAV and servicescape found that the design of physical environment affects 

customer's shopping values, emotions, physiological sensations which then is influential towards 

customer's in-store behaviour and purchases (Bitner, 1992; Turley and Milliman, 2000; Orth, 

Heinrich and Malkewitz, 2012). Previous research has been focusing on understanding how 

customer from different market segments experience and evaluate the same atmosphere 

(Massicotte et al., 2011). Other research focuses on the effect of holistic atmospheric cues on 

women fashion store (Ballantine, Parsons and Comeskey, 2015). However, no research focuses on 

how different segments, especially children, experience and respond towards the holistic SAV 

within the shopping environment. 

Meanwhile, research in the area of children customers highlighted that children’s behaviour could 

alter parent’s shopping experience from enjoyable to a challenging one resulting to shortened time 

and purchases in the store (Thompson et al., 1990; Miller et al., 1998; Tyler, 2009; Melewar et al., 

2013; Ming Lim and Hultén, 2015; Ayadi and Cao, 2016). Other scholars recommended that there 

is a need to further understand parents and child interactions during shopping activities (Ebster, 

Wagner and Neumueller, 2009). Previous studies are done to understand how children behave 

when shopping with parents within the shopping and specific retail atmosphere (Ironico, 2012; de 

Faultrier et al., 2014c; Ayadi and Cao, 2016). Unfortunately, no research focuses on the customer 

experience of young children aged three to seven years in SC, especially in the UK. 

A firm understanding of how young children experience and respond towards the shopping 

atmospheric will build detailed knowledge useful for existing and future businesses, managerial and 

academicians who are interested to understand the effects of SAV on young children customer. 

Based on the research gaps, there is a need ‘To investigate how children aged between three to 

seven years’ experience their SAV and develop a theoretical framework and potential research 

insights which can help improve children shopping journey during shopping activities’. The next 

chapter will focus on the research methodology for this research
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 Research Methodology 

3.1 Introduction 

The previous chapter discusses the review of literature from the customer experience, SAV and 

servicescape, children customer and conceptual framework for this research. Although numerous 

research is available to help understand how SAV affect customer’s emotions, internal response 

and behaviour, research within this area suggest that there is a need to examine how the specific 

customer segment experience and response to the SAV from a holistic point of view (Turley and 

Milliman, 2000; Parsons et al., 2010). Meanwhile, research within the young consumer area found 

that children can influence a parent’s staying and purchase decision during the shopping journey in 

many ways. Additionally, children are an important factor influencing parent’s purchases, future 

market segments and potential customers. From a business perspective, creating a store design 

that can fulfil both parents and child hedonic shopping values may increase time spent and 

purchases during the journey (de Faultrier et al., 2014c). Thus, this research aims to investigate the 

effects of SAV on young children customers aged between three to seven years during the shopping 

journey within the shopping atmosphere from the children customer point of view. The findings 

from this research may contribute in-depth understanding and the development of both theoretical 

framework and research insights to improve children customers within the shopping atmosphere.   

This methodology chapter aims to identify the most appropriate research methodology, methods, 

procedures and other considerations that may help to find answers for the research question and 

build understanding to achieve the targeted objectives. In Section 3.2, the author will go into the 

types of research approaches and the ones employed for his research. The next section will take a 

closer look on how the research methodology employed is used for data collection, followed by 

another section discussing research participants and procedures used in this research. Section 3.5 

presents the research ethics for data collection, while Section 3.6 discusses the research analysis. 

Following that, Section 3.7 represents the research plan and last but not least, Section 3.8 concludes 

the third chapter of this research. 

3.2 Research methodology 

Patil and Mankar (2016) defined research methodology as ‘a systematic way to solve a problem. It 

is a science of studying how research is to be carried out’. The methodologies used for this research 
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will become a research tool to investigate and understand how children customers aged between 

three to seven years respond and experience their shopping journey within the shopping 

atmosphere. 

There are two types of research approaches commonly used in most research. Table 6 below 

illustrates the comparison between quantitative and qualitative research approaches from 

philosophical assumptions, methods, purpose, question or hypothesis, those researched, those 

conducting research and data type (Castellan, 2010).  

 

Table 6 Comparison between a quantitative and qualitative approach 

Component of 
Research Approaches 

Quantitative Approach Qualitative Approach 

Philosophical 
Assumptions 

Positivist perspective, objective reality, 
researcher is independent of that 
which is researched 

Post-positivist perspective, 
naturalistic, social, multiple & 
subjective reality where 
researcher interacts with what 
is researched 

Method/ Types of 
research 

Experimental quasi-experimental, 
single subject and descriptive, 
comparative, correlational, ex post 
facto 

Phenomenology, case study, 
ethnography, grounded 
theory, cultural studies 

Purpose/ Goal of 
research 

Generalizability, explanation, 
prediction 

Understanding, insight, 
contextualization and 
interpretation 

Questions or 
Hypothesis 

Hypothesis is informed guess of 
prediction 

Question is evolving, general 
and flexible 

Those Being 
Researched 

Randomly selected sample, 
proportionally representative of 
population 

Usually a small number of non-
representative cases 

Those conducting this 
research 

Etic (outsider’s point of view); 
objective, neutral, detached and 
impartial 

Emic (insider’s point of view); 
personal involvement and 
partiality 

Data Questionnaires, surveys, tests, etc. in 
the form of numbers and statistics 

Written documents from work, 
interviews, pictures, 
observations, objects, etc. 

3.2.1 Quantitative methodology 

Quantitative methodology is often based on positivist philosophical assumptions. It focuses on 

numerical data and statistical interpretations to seek for logical and strictly objective value instead 

of human experience and subjectivity (Leung, 2015). Researchers who use this approach generally 

try to answer what and how many questions to prove or test their research hypothesis (Abdul 
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Rahman, 2017). The method for data collection is varied, but in general, researchers use surveys, 

questionnaires, and systematic measurements involving number and value to measure a number 

of participant responses to generate comparison or aggregation of the data (Yilmaz, 2013). 

However, there are also some drawbacks of employing the quantitative methodology. Yilmaz 

further explained that quantitative research somehow restricts the participants from describing 

their experience, feeling and thought through their way and perspectives. The most common 

computer software used to analyse a quantitative research analysis is by using SPSS. 

3.2.2 Qualitative methodology 

O'Reilly and Kiyimba (2015) stated that qualitative research ‘…focuses on a language rather than 

numbers, and quantifying the human experience is viewed as inappropriate’. Castellan (2010) 

further mentioned that instead of a numeric value, a qualitative researcher gives more focus on 

how an individual perceives their world and dwells into the subject of interest of the researcher. 

Research using qualitative methodology tries to understand participant experiences, emotions and 

behaviours through interview, observation or case study (Yilmaz, 2013). 

Research within SAV highlighted that the combination of atmospheric variables introduced by 

Turley and Milliman (2000) results in more than 29,000 combinations of 3-way interactions alone 

(Ballantine, Parsons and Comeskey, 2015). As claimed by Parsons et al. (2010), qualitative research 

is appropriate when examining an extensive range of variables and interactions within the shopping 

atmosphere due to its holistic and complexity issue. Research within children customer related 

areas has proved that the qualitative approach works well to investigate children customer 

experience and behaviour within the shopping atmosphere (Tyler, 2009; Ironico, 2012; de Faultrier 

et al., 2014c; Feenstra et al., 2015; Ayadi and Cao, 2016). Therefore, the qualitative method is 

chosen for this research since it can help discover children experiences, behaviours and emotional 

responses within the complex and actual shopping setting. Additionally, the children experience 

cannot be weighed in the same way as in quantitative methods, and they are non-standardised, 

unstructured and flexible (Davies and Dodd, 2002; O'Reilly and Kiyimba, 2015, p. 29).  

Other than the methods mentioned above, some researchers use direct workshop participant, 

guided tours, diary entries, cameras, maps, recordings, 2D and 3D images of the space to gain 

insight into ways how children experience space around them (Dudek, 2005; Slunjski, 2015). The 

research methods adopted is due to the limitation among children to verbally describe their 

perspectives and ways of understanding their ideas (Slunjski, 2015). By using these methods, 

researchers will gather understanding into how children perceive the space, how they use it and to 
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what extent it is available to them. Additionally, qualitative research methods also help to gather 

information on the meanings of objects (toys, furniture, stimuli) to children within the shopping 

environment through behaviours or activities they performed. 

Meanwhile, the analysis for qualitative research can be done manually or using computer software 

such as NVivo, MAXQDA or Atlasti (Gray, 2013; Abdul Rahman, 2017). The use of computer software 

helps to reduce technical difficulties and eases laborious tasks.  However, the creation of categories, 

code, identifying patterns and drawing meaning still needs to be done manually by the user (Wong, 

2008). Due to the vast amount of raw information gathered during the data collection process, 

putting each significant data into subgroups help ease the coding process and arranging them into 

the four main key factor groups to build the framework of this research.  

3.2.3 Mixed methods approach 

Other researchers employed Mix-methodologies to seek answers for their research question and 

hypotheses (Johnson, Onwuegbuzie and Turner, 2007). Johnson, Onwuegbuzie and Turner (2007) 

stated that mix-methods is ‘an approach to knowledge (theory and practice) that attempts to 

consider multiple viewpoints, perspectives, positions, and standpoints’. This method is said to 

provide a more substantial understanding, especially when the data collection involves a 

combination of both quantitative and qualitative research methods (Creswell and Creswell, 2017). 

However, as discussed in the above section, this research will be conducted using only a qualitative 

approach due to the complexity of one shopping space (Turley and Chebat, 2002). As stressed out 

by other scholars (Donovan and Rossiter, 1982; Puccinelli et al., 2009), the effects of store 

atmosphere towards one customer is difficult to express verbally, are transient and are difficult to 

recall when questioned later. Therefore, the qualitative approach is the best method to be used for 

this research.   

3.2.4 Research with children 

Although this research aims at understanding how children experience and respond to their 

shopping atmosphere, it is notable that there are limitations on how the children can verbally 

describe their perspectives and understandings (Slunjski, 2015). Therefore, the parents will be the 

ones providing information, based on their observation and knowledge of the child. Only the digital 

ethnography observation method will use first-hand data from the child him/ herself. However, 

children will be briefed with the research background first, using the children participant 

information sheet. The children respondent will also be allowed to raise any question should they 
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have any. These steps help ensure the children understand their contribution clearly, avoiding 

conflict of interests between both parents and child (Kellett, 2010).  

There are two stages of data collection planned for this research which are the pilot study and the 

main data collection stage. Both stages will involve similar methods of data collection discussed in 

the following section. Figure 12 illustrates the research design for this research. Additionally, it also 

describes the connection between each research stage, analysis and process planned for this 

research. 
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Figure 12 Framework of qualitative approaches used in this research (author, 2018) 

3.3 Qualitative Research Methods 

This research is conducted based on the relativist ontology and constructivism epistemology 

philosophy. As discussed in chapter one of this research, this research aims to investigate how 

children aged between three to seven years’ experience their SAV during their shopping activities 

with a parent. The finding will help gather as much information needed to understand children’s 

point of view (Creswell and Creswell, 2017) towards SAV, to then construct potential insights to 
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improve the children shopping experience. Gathering data using the inductive approach in the 

qualitative methodology help understand the non-numerical information and complex 

phenomenology of the children shopping experience (Leung, 2015). To achieve the research aim 

and objectives, the ethnography cultural probes (cSED), digital ethnography observation technique 

and face-to-face semi-structured interview were used to collect as much data as possible for 

analysis purposes. The findings from the analysis were categorised into four main categories and 

have become one of the major finding for this research. The following sections will discuss in detail 

on each research method used in this qualitative research. 

3.3.1 Literature Survey 

As stated by Gray (2013, p. 98), the literature review serves several purposes. This research used a 

literature survey in search of the current research gaps and to review past and related literature in 

developing understanding towards the effect of SAV on children customers during shopping activity. 

Adopting this method may provide a further understanding of the purpose, direction and overall 

design structure for this research. This research referred to selected books and research papers 

such as publications from the Elsevier, Emerald Insight and Sage Publications to ensure the validity 

of the information gathered. Due to the research needs, the literature survey covers various 

research backgrounds, including retail industries, business study, young consumers, consumer 

culture, retail design and applied psychology. 

3.3.2 Children shopping experience diary (cSED) 

Cultural probes are physical packets containing open-ended, provocative and oblique tasks objects 

designed to support early participant engagement with the design process (Boehner et al., 2007). 

Objects used may be an assortment of maps, postcards, cameras, and booklets (photo album and 

media diary) (Gaver, Dunne and Pacenti, 1999). Cultural probes help collect information and 

explore functions, people's lives, values, thoughts, experiences, and cultural placements outside 

the norm (Gaver, Dunne and Pacenti, 1999). Gaver highlighted that by using the cultural probe, 

researchers would have the opportunity to discover new pleasures, new forms of sociability, and 

unique cultural forms through the evocative tasks of the probe itself. Although the information 

gathered from the probe may not be comprehensive, the researcher will have fragmentary clues 

about their lives and thoughts (Gaver et al., 2004). Boehner et al. (2007) highlighted that 

researchers employ probes as a means to follow up on interviews and contextual inquiries or to 

help conduct interviews, while others use interviews to follow up on and interpret probe results. 

However, there are some challenges in adopting the probe method. Gaver, Dunne and Pacenti 
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(1999) stated that by using the probe packages, some of the items returned blank, or with notes 

explaining why the given task was difficult. Based on the feedback, Gaver suggested to re-design 

the probes packages before delivering them to the next group, if needed. In terms of analysis for 

the probe packages, Gaver et al. (2004) stated that the results from the probe are complex, 

impossible to analyze or interpret clearly because they reflect too many layers of influence and 

constraint, especially for purely scientific research. However, since its first introduction, Boehner et 

al. (2007) found that the probe is beneficial for non-scientific research and concludes that 

“ethnographic methods and cultural probes can be used together or that probes can be adapted for 

ethnographic ends”. This research will use Cultural Probes of the Children Shopping Experience 

Diary (cSED) to collect less formal information (Gaver, Dunne and Pacenti, 1999) on how children 

respond and experience their shopping journey within the shopping atmosphere (see Appendix C 

and D). The idea behind using this probe is to let the participants share their thoughts which will 

potentially lead towards robust understanding on the effects of SAV on children during shopping.  

Parents may record any information in regards to their child’s behaviour, emotion or any form of 

engagement that their child shows while shopping with them. For example, parents can record their 

child’s interest to purchase something, the item they bought for their child following a request and 

how their child responds towards their surroundings and merchandise in the store. They can also 

record how children socialise with their parents, and what emotions showed by the child during 

their shopping journey or towards a specific event. This method also helps uncover new knowledge, 

including pleasant and unpleasant factors that can influence children’s shopping experience. Some 

of the regular habits or typical responses and behaviour can go unnoticed during observation 

sessions such as how they engage with a snack or COFRM each time they went shopping. Therefore, 

a cultural probe help parents list down anything that the child would typically do, a habit, an interest 

or vice versa. 

The diary will be left with participants for about four weeks, as suggested by  (Gaver, Dunne and 

Pacenti, 1999) for them to record information through the pairing participant’s shopping 

experience. Within these four weeks, the parents can either write down, sketch or attach any image 

they feel related to children’s shopping experience during the shopping process or soon after the 

activity is completed. As this diary should record the actual children’s shopping experience within 

the said period, parents have the opportunity to record as much information they found and 

observed in the shopping diary. Therefore, there is no limit set on how much or how little a parent 

should write inside the diary. In average, each parent had recorded between 5-6 shopping places 

within four weeks. Interestingly, the use of this method let parents not only share their thoughts 
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on children’s shopping experience but also gain a new challenge by playing the part of investigator 

for this research.  

Parents returned the shopping diary to the researcher before they went for a face-to-face semi-

structured interview where the data were transferred to the research analysis master sheet using 

text and image formats. Some information gathered from the probes result may be discussed 

during the interview session to understand them further, if needed (Boehner et al., 2007). 

3.3.3 Digital ethnography observations 

According to (Laurel, 2003, p. 26), ethnography is a research approach that produces a detailed, in-

depth observation of people's behaviour, beliefs and preferences by observing and interacting with 

them in a natural environment. 

Other researchers defined ethnography as a way to explore meaning and perceptions and gain a 

better understanding (DiCicco-Bloom and Crabtree, 2006) or to observe how a person or group of 

people go about their normal lives (Laurel, 2003). Gray (2013, p. 19-20) described ethnography as 

a way of ‘Discovering the relationship between culture and behaviour’. Traditionally, ethnographers 

gather data by observing participants nearby and recording field notes (DiCicco-Bloom and Crabtree, 

2006). Previous research adopted observation, guided tours, cameras, maps, recordings, 2D and 3D 

images of the space to gain insight into how children experience the area around them (Dudek, 

2005; Slunjski, 2015). As the method develops further, a researcher can now opt for photo 

ethnography using camera and other digital and electronic devices such as PDAs, laptops, virtual 

collaboration sites or other technology to record, transmit, edit and present the information (Laurel, 

2003).  

Through observation, Laurel (2003) highlighted that a researcher would be able to "see" the 

answers raised via research questions and research objectives. In this research, observation is made 

upon children participants as they engaged with the natural and actual shopping setting. The 

researcher carefully monitored how children perceive or occupy the space and the meaning of 

products to them within the shopping environment. Observation is the method best suited for this 

research due to the limited capability of children to verbally describe their perspectives and a way 

to understand their ideas (Slunjski, 2015). Therefore, the digital ethnography technique helps 

provide detailed information on children’s behaviour, physical and emotional responses towards 

the vast range of SAV and shopping surroundings during the actual shopping journey and settings 

(Laurel, 2003). As for the challenges, the ethnography method may be time-consuming as they 

rarely work well in a rapid-paced development program and requires months or years to be 
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completed (Laurel, 2003). However, the timeframe may vary based on research type as some 

research may range from one hour to several days or weeks and in a business context, 

ethnographies can last half a day or even less (Laurel, 2003). 

The journey will be recorded in video format using a GoPro camera strapped to the research 

assistant’s body. During the observation, the pairing participant will be followed within an 

appropriate distance to ensure clear video images and voices recording during the session. As the 

observation aims to focus on the very nature of a children’s shopping journey, there will be no 

communication and interruption made during the whole observation process. There are two 

sessions allocated for each pair, each one estimated within 45 minutes to 2 hours, depending on 

the participants shopping journey. The observation will begin from one agreed meeting point or 

main entrance and covers participant shopping activities within the selected SC and will end when 

the participants do so. As for privacy purposes, the researcher will not record unrelated or 

irrelevant activities for this research (going to men’s/ ladies room, having a long meal, playing 

bowling, watching a movie or etcetera). To ensure data safety and confidentiality, the researcher 

will store all recorded video images and voices recordings on a laptop with a secure password. The 

data will then be played and transferred to text form before being analysed.  

As this research implemented qualitative research, the findings from the digital ethnography 

observation method will help establish patterns, consistencies and meanings (Gray, 2013) through 

the way how children respond and experience their shopping atmosphere. The findings help 

identify the design criteria and generate ideal outcomes to provide a positive children experience 

(Slunjski, 2015).  

3.3.3.1 Location for digital ethnography observations data collection 

For this research, digital ethnography observation research is the method chosen to observe how 

children interact and experience their natural shopping setting. The observation will take place 

while they shop with their parents within the Marlands Shopping Centre, located at Civic Road, in 

the heart of Southampton city. This family shopping centre is selected as a location for observation 

as it provides a wide range of services, fashion retail chains, store chain shops, world-leading brands 

stores, children entertainment, dining and various other facilities (2017). The retail space was built 

on two levels and offers varieties of goods, clothes, home accessories, toys and snacks. Occasionally, 

this SC will organise family and child-related events such as workshops and live performance shows. 

The segment of the target customer is also varied, from children, adults and the elderly. Based on 

the background above, the Marland SC is selected as a location for digital ethnography observations 

for this research. 



 

67 

 

3.3.4 Face-to-face semi-structured interview 

Edwards and Holland (2013, p. 3) defined interview as:  

‘The interactional exchange of dialogue (between two or more participants, in face-to-face or other 

contexts). A thematic, topic-centred, biographical or narrative approach where the researcher has 

topics, themes or issues they wish to cover, but with a fluid and flexible structure’.  

This research opts for a face-to-face semi-structured interview because it helps explore the 

children’s understandings and aspects of their experiences (Edwards and Holland, 2013). Gray 

(2013) stated that a face-to-face interview would help the researcher collect more accurate 

information as the interview will provide the opportunity to observe body language and hear the 

vocal tones, which will give some corroboration of honesty during the interview sessions.  

The semi-structured interview focuses on collecting research data towards the information on the 

children participant’s shopping experience. However, previous research (de Faultrier et al., 2014c) 

for example, stated that only a minimal amount of children could recall back specific events that 

happened during their shopping journey due to the extensive amount of SAV they interacted with 

during the visit. Thus, to avoid misleading information, parents will be the ones interviewed since 

there is a limitation on how the children can verbally describe their perspectives and 

understandings (Slunjski, 2015). Compared to children, parents can recall, record and explain how 

children respond towards specific occasions and SAV to ensure only reliable information is collected 

for this research. There was no interruption made during shopping activities to reduce and avoid 

errors. Therefore, the use of a semi-structured interview helped the researcher to delve deeper 

into why and how certain events happened during the shopping period. Some additional questions 

were added along the interview, especially when there are important findings or issues highlighted 

by participants during the session. 

To implement a semi-structured interview for this research, a set of interview questions (see 

Appendix I) were prepared beforehand with a specific interview guide to ensure a smooth interview 

process (Flick, 2015). As suggested by Flick, interview questions are either open-ended or semi-

structured. During the interview, Flick pointed out that the researcher can deviate the questions 

from the listed sequence and be as flexible as needed. As this research employs a qualitative 

methodology, there is no fixed answer available, so the participants may reply as freely or as 

extensively as they wish (Flick, 2015). By doing so, participants have total freedom to share their 

opinion with the researcher, as much as they want. The interviews were recorded using an audio 

format and in a semi-formal manner, during a time that suits both the researcher and participant 
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(Edwards and Holland, 2013) and within the same day after the second observation’s visit. This 

setting is to ensure participants can easily relate and recall any events that happened during their 

shopping visit.  

The interviews took place on locations convenient for both participant and researcher, located 

privately outside the hearing distance of others (Edwards and Holland, 2013). This seclusion is 

essential as any form of interruption may cause tension to both participants and researcher 

(Edwards and Holland, 2013), so the interview sessions took place at the study room in the 

University of Southampton, Highfield Campus. To ensure the availability of the space, the 

researcher first booked the room via the LibGuides@Southampton web page based on the 

participant’s availability of time and date. Once booked, participants were once again contacted, 

for confirmation purposes. The semi-structured interviews were recorded in high-quality audio 

format and to reduce technical errors, electronic devices used for recording will be backed-up with 

an additional set of fully charged batteries and other necessary equipment needed. The researcher 

also took the liberty of checking and understanding how the electronic device works to avoid 

difficulties in handling it, as newer digital recorders can be very effective but complicated to use 

(DiCicco-Bloom and Crabtree, 2006). As for ethics purposes, participants would first sign the 

consent form for this particular semi-structured interview session. To avoid misuse and ensure the 

safety of the semi-structured interview data, the recording was transferred to the researcher’s 

laptop with a fully protected password after transcribed into text format (DiCicco-Bloom and 

Crabtree, 2006). The researcher then listened carefully and repeatedly to the interview recordings 

to avoid errors in the transcriptions. The transcribed data in text form should be as similar or very 

near to the original recordings when read in a parallel manner (DiCicco-Bloom and Crabtree, 2006). 

However, there are a few challenges that the researcher may face during the interview session. As 

stated by DiCicco-Bloom and colleagues, researchers might find some difficulties capturing spoken 

word because of sentence structure, use of quotations, omissions and mistaking words or phrases 

for others (people speak in run-on sentences). In such event, they suggested that the transcribers 

will then have to make their judgement. Therefore, some amendments are acceptable so long as 

the sentences are readable after the transcription process.   
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3.4 Research Participant and Procedure 

3.4.1 Recruitment for participant 

Participants for this research were recruited using the convenience sampling and snowballing 

sampling techniques, based on the children’s age, availability, physical and health condition as well 

as familiarity towards the SC. Candidates meeting the criteria were contacted through email and 

mobile phone to arrange the first meeting, and observation dates and time. In the first meeting, 

participants were briefed on the flow of this research, the tasks they were going to be involved with, 

and their rights throughout the data collection processes using the participant information sheet. 

Additionally, they were also informed on the time commitments and benefits from taking part in 

this research, and given a chance to forward any questions related to this data collection activity. 

As a token of appreciation, a £15 gift voucher was given to each parent and child (total of £30 for a 

pair of participants) before the second observation visit. Only Disney Store gift vouchers were given 

to child participants while gift vouchers for parents varied (e.g. clothing store, specialist tea shop, 

café). This variation is to encourage the pairs to visit a variety of stores, allowing the researcher to 

observe how the children react in different store environments. 

However, the distribution of these gift vouchers has no profound influence over the parent’s 

decisions for a store visit, as the researcher had already briefed that they could either spend this 

voucher during the observation or at any other time that is convenient to them. As a result, only a 

few parents chose to spend their gift vouchers during the observation visit. However, several 

children decided to use the gift voucher straightway to purchase toys or other merchandise from 

the Disney Store. It is important to highlight that the purchase decision is solely upon participants 

and is not being influenced by having given a specific store’s gift voucher. 

The proposed participants for this research are: 

1) Postgraduate university student with children aged between three to seven y/o 

2) Parents from the Cherbourg Primary School, SO505HU Eastleigh, with children aged 

between three to seven y/o 

3) Friend participants with children aged between three to seven y/o 

In common, parents would always try their best to fulfil children’s needs so they would not lack 

anything of as they grow up (Valkenburg and Cantor, 2001). For this reason, the family household 

income may influence parents decision in agreeing to children’s purchase request. As explained by 
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Valkenburg and Cantor (2001) and Ebster, Wagner and Neumueller (2009), children from higher 

family incomes are found to have more influencer over their parent’s purchase decisions as their 

parents are able to indulge them with their wants. Therefore, children from upper household 

income are more likely to visit their favourite stores frequently and purchase more merchandise as 

compared to children from lower income families during their shopping visit.  

The recruitment process also considered categories of household income for participants who wish 

to take part in this research. Although this research only focuses on the effects of SAV on children, 

different household incomes can potentially influence the research findings, both directly and 

indirectly. This research only involved parents and children from middle-class income as categorised 

by Lenton (2020), with yearly combined household income between £24,000 to £48,000. The 

majority of parents are married couples and live together in the same house. On average, both male 

and female parents are working as either professionals or as elementary workers. However, three 

from the total amount of twelve parents participants prefer not to mention their household income 

due to confidential reasons. As observed in this research, all participants demonstrated almost 

similar purchase behaviour during their shopping visits. On average, children get to purchase 

between two to five amount of toys and merchandise for themselves while shopping. Although the 

type of merchandise purchased by children varied, this research found that there is not much 

difference in terms of price value and they are all affordably priced between £1 to £5 each. Due to 

the similarity of participant’s sociodemographic background, this research expects that the findings 

can be used to understand how children aged between three to seven years from middle-class 

income respond towards their shopping surroundings. On the other hand, children from other class 

incomes may respond towards similar store or brand differently, and spend more or less money 

when purchasing their preferred toys and merchandise in the SC. 

 Convenience sampling technique 

For convenience sampling, promotional campaign posters were printed in A4 format and then 

endorsed by the University of Southampton Student’s Union (SUSU) at the Highfield campus and 

posted on University of Southampton’s notice boards. The second population of participants were 

approached through a primary school. At the time of the sampling, the researcher was given a 

verbal agreement from the Head Teacher at the Cherbourg Primary School, SO505HU Eastleigh and 

the written consent application were sent via email to the Head Teacher after the ethics clearance 

was granted. The school’s office was quick to endorse the brochures and copies of the printed A4 

posters, and placed them in front of the reception area for easy access, should anyone wish to know 

further and be involved in this research. For communication purposes, the researcher’s email 
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address was included in both A4 posters and A4 brochures. Only participants who agreed to 

participate were invited for the first initial meeting.  

3.4.1.1 Snowballing Sampling Technique 

The second type of sampling uses the snowballing technique. Edwards and Holland (2013) stated 

that snowballing technique is ‘A process in which contact is made with participants appropriate for 

your research through whatever access route you can find, and through these first participants, you 

are introduced to others of similar or relevant characteristics for your research’. As for this research, 

the snowballing technique was chosen to get a participant from the researcher’s acquaintance list 

and on a volunteer basis. The researcher’s friend will then nominate other potential candidates to 

participate in this research. Those interested later contacted the researcher for selection and 

recruitment purposes. In return, twelve parents with children were selected as participants, as 

shown in table 7. Equal numbers of six boys and six girls participated, aged between 3 and 7 y/o 

(medium age 4.84). At least one girl and one boy from each age group were involved in this research, 

except for the seven years old category, as only one girl turned up for the recruitment purposes. 

Table 7 Research participant gender and age 

Participant 
No. Parent I Parent 

I (age) Parent II 
Parent 
II 
(age) 

Child's 
gender Age 

PM01 Mother 35 (N/a) (N/a) Girl 7 
PM02 Mother 33 Father 33 Girl 4 
PM03 Mother 33 Father 33 Boy 5 
PM04 Mother 34 (N/a) (N/a) Girl 7 
PM05 Mother 36 Father 39 Boy 6 
PM06 Mother 39 Father 36 Boy 4 
PM07 Mother 32 Father 33 Girl 3 
PM08 Mother 37 Father 37 Boy 5 
PM09 Mother 36 (N/a) (N/a) Girl 5 
PM010 (N/a) (N/a) Father 38 Boy 3 
PS01 (Pilot) Mother 34 Father 35 Girl 6 
PS02 (Pilot) (N/a) (N/a) Father 36 Boy 3 

 

3.4.1.2 Criteria for Research Participants  

Any interested participant from both recruitment techniques must fulfil the criteria below:  

1) Pair participants (parents with children aged between three to seven y/o). 

2) Both pairs of participants are healthy to shop together. 
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3) Being able to commit to the research timeframe and tasks and would like to understand 

their children shopping experience further. 

3.4.1.3 Size for research participants 

This research employs a qualitative and Ethnography approach. Therefore, the number of sampling 

for this research could be as minimum as a single person up to a group of people (Laurel, 2003). 

However, to ensure enough data to support the research need, this research targets to recruit a 

minimum of 2 participants for the pilot study and 10 participants for the main data collection. For 

parents with more than one child, the data collection for digital ethnography observations will focus 

only on one selected child. Still, the involvement of the siblings could be used for analysis and 

findings of this research, as long as they are within the targeted age group (three to seven y/o). 

3.4.2 Research procedure 

 

Figure 13 Data collection flowchart for this research (author, 2017) 

3.4.2.1 Cultural probes (children shopping experience package) 

Selected participants were each given a file containing the flow chart of the data collection process, 

which show how the data collection for this research is done (figure 13). Additionally, participants 
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also received the children shopping experience diary with the manual guide on how to record their 

children shopping experience and some basic stationaries.  

3.4.2.2 Digital ethnography observations 

There are two sets of observations needed to collect data for ethnography observations. Each 

observation will take between 45 to 120 minutes, depending on the participant’s availability. During 

these observation sessions, participants were advised to roam freely and shop at any store and the 

public area within the SC. There will be no discussion, or any kind of interaction made between 

researcher and participants as the digital ethnography observation requires the events recorded 

live. Should any discomfort or distress situations were to occur between parents and child 

participants during the shopping journey, the parent should resolve the matter themselves, with 

no interruption made by the researcher. The Marland’s administration officials briefed all store 

retailers within the SC before the observation take place, with each visit recorded in the visitor’s 

logbook for safety purposes. As the observation used GoPro camera and records participants in a 

public area, small notes containing useful information about the research were prepared and given 

to any customer should any question be raised. The note also states anonymity protection of other 

customers, explaining that should the video be used for presentation purposes, any other 

recognizable face will be blurred. The researcher also provided his contact details for further 

inquiries. It is hoped by doing so, the observation and recording activity will progress smoothly, 

uninterrupted. However, there were still some minor interruptions from other visitors recorded 

during the observation sessions. On a few occasions, some customers were seen observing the child 

participant, before smiling and proceeding to greet them.  

3.4.2.3 Face-to-face semi-structured interview 

For the face-to-face semi-structured interview, parents participant will spend approximately sixty 

to one hundred and twenty minutes, depending on the participant’s availability to answer all 

questions related to their children’s shopping journey and experiences. The interview took place 

right after the second observation session ends to ensure precise information is recorded 

immediately from participants.  As the interview took place at the University of Southampton study 

room, participants were duly informed on the meeting location and guided upon entering and 

exiting the allocated meeting room. Parents are encouraged to come for the interview session alone. 

However, they are allowed to bring their children during the interview should they need to, and 

were given some book’s and small toys to keep the child occupied and play comfortably, letting the 

interview progress went smoothly.  
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3.4.2.3.1 Participants experience interview 

Before the data collection ends, another interview session was conducted to discuss the 

participant’s experiences as a participant for this research, immediately after the face-to-face semi-

structured interview. During this session, research questions were discussed and information about 

the study that could not be revealed before were discussed with the participants using a debriefing 

form. This confidentiality is to minimize any direct or indirect impact from knowing the research 

intention at the very initial stage. In addition to this, both parents and children participants had the 

opportunity to discuss or suggest any ideas relevant from the overall or an individual research 

process. At the end of the session, both parents and children participants were given a receipt to 

acknowledge receiving the gift vouchers. 

From the interview, the majority of the parents highlighted that this research provided them with 

new information related to their children's shopping perspective. On many occasions, parents 

learned how their children respond and behave when engaging with objects such as toys, snacks 

and other SAV during their shopping visits. Some parents even recorded that they need to pay more 

attention to children's needs and purchase preferences in the cSED "It is a good experience... I have 

never thought about the children’s emotions or how they react towards what they found and saw 

in the store before, so when I get involved in this research, there are a lot of [to consider] when we 

bring our kids to the store, you know" (Sahil, father, 33 years old). 

As recorded, three parents highlighted that they are a bit conscious at the very beginning of the 

observation session as their movements are observed and recorded, but this does not affect the 

way they behave during the observations. As highlighted by the majority of the parents, their 

children show no difference of behaviour and responses towards their overall shopping 

surroundings "(Boy, four y/o) is (acting) normal... even though he knows there is someone following 

him, he is just showing his typical shopping behaviour" (Shepherd, father, 36 years old). Meanwhile, 

children are found to be more relaxed and show almost no reaction towards both the researcher 

and research assistant during the second observation session. 

As the research ended, some parents recorded "We get a new experience...I realise that we need 

to consider the emotion or behaviour of our children while we shop, besides our own shopping 

needs and objectives" (Zetty, mother, 34 years old), "when I participate in this research, I feel that 

I get to know much better about my son's behaviour" (Anna, mother, 36 years old). Meanwhile, 

other parents recorded "I think that this is a very important research... we never really put (girl, six 

y/o) in the picture of our shopping... we never thought of, you know, to think about all these details 
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about how she interacts and whether she is happy or not… this participation made us think more 

about her during our shopping" (Violet, mother, 36 years old). 

This research also recorded beneficial suggestions from some parents "I think all stores should 

provide table, chair and colouring books… to attract children" (Sean, father, 33 years old). 

Meanwhile, some parents think that the right allocation for children’s merchandise may attract 

children to visit and stay longer in the store "...if you put kid’s merchandise in front of the store, 

they would not mind going into the store. It is good because when they see it [kid’s merchandise] 

first, they will get stuck in the children’s department" (Della, mother, 36 years old). Additionally, 

some parents think that by providing children-related services, children can play whilst their 

parents shop safely "It is good for the shopping centre to provide guarded playground area with 

security [so that] we can spend more time to shop without any worries for our children’s safety”. 

3.4.3 Research assistant 

One research assistant was recruited for digital ethnography observation data collection for this 

research. Equipped with a GoPro camera strapped on his body and an entrance brief was given 

each time before an observation session begins, the research assistant helped to record the 

participant's journey within the SC. During the observation data collection, the research assistant 

played an important role to ensure that the children shopping journey are carefully recorded along 

the shopping process. To achieve this, the research assistant was instructed to keep an ideal 

distance between 1.5 to 3 metres with the child observed, depending on the level of visibility in the 

area of recording. For instance, the research assistant was advised to stay closer to the child when 

the store is congested and when there is a possibility of sudden obstruction by other customers. 

This is to ensure the camera would be able to capture clear visual data of children’s shopping 

behaviour and responses while browsing in the store. In contrast, the research assistant would be 

standing up to 3 metres away from the children when the area is empty or not congested, such as 

in the walkway. The research assistant careful action in keeping suitable recording distance is 

critically important as it allows the researcher to focus on observing children’s response and 

behaviour without worrying about the quality of video recorded along the shopping journey. As for 

time commitment, the duration for each observation varied based on the participant's availability. 

The research assistant was recruited for employment through the Tempbank office, University of 

Southampton. Therefore, this research assistant was also paid based on an hourly basis as per 

recommended by the University Of Southampton Tempbank department.  
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3.5 Research Ethics  

3.5.1 Ethics 

Gray (2013) stated that ‘any research that involves data gathering or contact with human or animal 

populations involves ethical considerations, especially when it involves vulnerable participants such 

as children customer. Therefore, procedures for this research have been carefully re-evaluated to 

minimise any physical or psychological impact that may harm parent and children participants 

(Christensen and James, 2008, p. 19). Furthermore, as this research also involves parents 

participants, it is important to obtain consent, maintain confidentiality and to have mutual trust 

with targeted participants while conducting this research (Corbin and Strauss, 2014). As highlighted 

by Kellett (2010, p. 24), children’s participation in research is complex ‘because of their minority 

status’ and might create a conflict of interests, either to participate or not. Therefore, both parents 

and children were provided with separate participation and information sheets to explain their 

involvement, rights, and contribution to this research.  

Similarly, parents and children were given a separate set of consent forms. Because of the reasons 

mentioned above, the researcher requested permission from the Ethics And Research Governance 

Online (ERGO) on the University of Southampton website before the data collection for both pilot 

study and main data collection begins. The ERGO team evaluated and approved the ethics 

application, allowing the researcher to proceed with the data collection accordingly.  

3.5.2 Consent from Parents and Children Participants 

Soon after the participants were recruited, both parents and children were given a full brief on the 

purpose of this research using the participant information sheet. Participants had the total freedom 

to ask any questions related to their understanding and participation in this research. As this 

research involves children participants aged between three to seven years, both parents and 

children were given the same information, then asked for their consent individually using the 

participant consent form. As some of the children might have limitations to read and write, the 

consent form was read out by the researcher then filled in by the parent, on behalf of their child 

(see Appendix I and J). The process was clearly explained to parents before they sign the consent 

form. 

Once the consent form was completed, parents participants had to fill basic participant information 

sheet before given further explanation on how to write and share their children’s shopping 
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experience using the cSED. Additionally, the participants were also briefed on the observations and 

semi-structured interview sessions so they can make early arrangements for the appointment. To 

ensure participant’s rights are fully protected, both parents and child’s were once again asked for 

their consent before the observation and interview session starts. Parents were asked to sign the 

consent form for themselves and on behalf of their children. They were reminded of their rights to 

withdraw from this study at any time without giving any prior notice, should they feel 

uncomfortable and decide to withdraw from participating in this research. 

3.5.3 Consent from the Marlands Shopping Centre 

A few SCs located within the Southampton area were considered in the process of selecting the 

location of research observation. These SCs are chosen as they housed various types of stores, 

brands and services that are synonymous to families with young children and adult customers. To 

get consent for data collection, each gatekeeper of the SC were first approached via phone and 

email. During this consent application stage, each gatekeeper was carefully briefed on how the 

digital observation data collection would take place at their location. However, due to the ethics 

concern, most of them are reluctant and only one SC agreed to give their consent to conduct data 

collection at their premises, but with each store name, brand and other SC details strictly to be 

hidden for full data privacy. This restriction is found inapplicable, as some information such as SC’s 

name needs to be revealed for identification and analysis purposes of this research.  

The Marland SC which is located at the heart of Southampton city was initially selected as the 

location for the digital ethnography observations of this research. Like other SC, a written 

application was emailed to the Marlands management office to obtain permission for data 

collection activities. However, there was no response received from the Marland SC’s managerial 

team during the first stage of application. Another appointment was then set up for a physical 

meeting between the researcher and the management staff to explain how the observation will be 

conducted at their building. During this meeting, the research procedures, method for data 

collection, data protection for customer’s and store’s corporate identity were carefully explained 

to the Marland’s security office and management staff. All this information are very crucial for the 

gatekeeper, as the data collection will be conducted at one of the liveliest public space in 

Southampton.  Fortunately, the Marlands SC management office agreed to grant both written and 

verbal permission (see Appendix J) and advised the researcher on any particular requirements he 

should adhere to and be aware of while conducting observation at this SC. For example, both the 

researcher and research assistant need to sign in at the management office as visitors before each 

session begins and before they leave the Marland SC. As this research was conducted in public 
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spaces, the management office took the initiative to inform all retailers, and mall security members 

before the first observation session began. A small note (see Appendix F) containing information 

and the purpose of the video recording activity was given to curious passersby to avoid 

misunderstandings from other retailers and customers during the observation. In the note was brief 

information about the research purpose and researcher contact details for further enquiries.  

3.6 Research analysis 

3.6.1 Content analysis technique 

Lofland and Lofland (2006) stated that ‘content analysis involves a kind of transformative process 

in which the raw data are turned into “findings” or “results”.’ Research by Flick (2015) defined 

content analysis as ‘a classical procedure for analysing textual material of whatever origin, from 

media products to interview data’. Content analysis technique can be used either for qualitative or 

quantitative research, in the inductive or deductive way to analyse text data collected from various 

methods including ethnography, phenomenology and historical research obtained from interviews, 

observations and print media (Hsieh and Shannon, 2005; Elo and Kyngäs, 2008). The researcher 

gathered the research data for this study through a few methods, including digital ethnography 

observation, face-to-face semi-structured interview and cSED. (Figure 14) shows the data analysis 

process used in this qualitative research. The flow of this analysis process was constructed based 

on the qualitative data analysis process as suggested by Creswell and Creswell (2017).  

The raw data for this research were obtained from twenty-four sets of digital ethnography 

observations, twelve sets of face-to-face semi-structured interviews and twelve sets of cSED. In 

total, there are 1260 hours of shopping observation time, 146 pages of the semi-structured 

interview transcription and 12 sets of children shopping experience diaries with 66 shopping visits 

recorded in it, gathered for research analysis purposes. For digital ethnography observation, each 

video is played over while the researcher notes down each critical factor that may directly or 

indirectly influence children’s attention, behaviour and responses while shopping. Each video is 

played in both real-time mode and slow-motion mode, to ensure all relevant information can be 

extracted from each second of the recording. A detailed examination on the video playback is very 

important as there might be more than one variable involved within the same event. For example, 

a child might be running excitedly towards a COFRM when they see one whilst still playing with a 

toy in their hand. Therefore, to avoid misinterpretations, some videos will be played repeatedly, 

until the researcher is satisfied with the actual meaning and reason behind each occasion and action 
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shown by children during their shopping visit. All data from this method were first reviewed and 

converted into text-based information in Microsoft Excel 2016 document. 

 

Figure 14: Data analysis process for this research (Author, 2020) 

As for the semi-structured interview, each word enunciated by the research participant was 

carefully transcribed into text-based data in Microsoft Words 2016 document. The researcher 

played the recordings and listened to them repeatedly at least three times to ensure not one 

information is missed during the transcription process. Most of the transcriptions were completed 

soon after the semi-structured interview ended. For cSED, each handwritten data were reviewed 

and cross-checked with the parents if there is anything that is not clearly written to avoid 

misunderstanding. In cSED, there were some images attached by the parents but not all images are 

related or provided with detailed handwritten information. Therefore, only relevant handwritten 

information were selected and used during the data analysis process. All handwritten data were 

transferred into text-based information in Microsoft Words 2016 document. 

The next stage is data compiling activities. At this stage, only relevant data were sorted for the 

coding process. This includes data that helps the researcher to achieve his research aim and provide 

answers for the research questions. In addition, it also includes any new and important data that 

emerged during the data collection process. For example, parents stated that children demonstrate 
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less interest to communicate with the store employee when they are shy, tired or sleepy. Although 

previous works of literature did not explain why children show no interest to communicate with 

the store employee, this research was able to identify possible reasons why children respond in 

such way to the store employee based on explanations from the parents. Therefore, relevant and 

important information were used to construct codes during the coding and analysis process. During 

this stage, data from digital ethnography observation were first compiled into Microsoft Excel 2016 

document. This is because data collected through this method provides the richest content as they 

were collected in an actual setting during the children shopping visits at Marlands SC, recorded in 

a video format (Creswell and Creswell, 2017). This method enables important information including 

children engagement with SAV, emotional and behavioural responses while shopping to be clearly 

recorded. This is followed by data from semi-structured interviews and cSED. Compared to the 

digital ethnography observation, both data from the interview and cSED provide participant’s 

background and shopping routine, related issues and possible reasons and recommendations to 

improve the children shopping experience. 

Data from semi-structured interviews and cSED were reviewed at least three times to get the 

researcher acquainted with the information provided by research participants. Next, the researcher 

began to underline relevant information using different colour grouping, based on the previous 

group of codes created in the conceptual framework as discussed in section 2.5.3 (see appendix G). 

A variety of colours were used to differentiate factor clusters and help avoid confusion during the 

analysis process (Abdul Rahman, 2017). The development of codes for this research was arranged 

based on a deductive approach. Through this step, previous codes from the conceptual framework 

were revisited, to see whether the new data would fit into any of the previous codes. This process 

allows the researcher to begin his coding process with a set of codes identified during the 

development of the conceptual framework earlier. 

During the coding process, only relevant and important sentences were placed in the Microsoft 

Excel 2016 spreadsheet, according to the pre-coded categories (see appendix H). The unit of 

analysis was also carefully defined for categories and coding scheme purposes. The relevant data 

were then checked for consistency before coding activities begins. There are three levels involved 

in this coding process which are descriptive, explorative and storytelling levels. As this research 

aimed to understand the effects of SAV on the children shopping experience, the descriptive level 

focuses on any issues or children’s interaction with SAV while shopping. At this level, all relevant 

information were placed into a column created from the previous conceptual framework. Next, the 

explorative level seeks to understand any possible reasons behind children responses towards the 

SAV while shopping. During this level, the researcher were able to identify which factor strongly 
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influences children’s shopping experience and the reason behind each response. During the 

storytelling level, each code was then put into sub-factors for the theoretical framework. The sub-

factors were then clustered into themes, which were identified as the key factors in this research. 

Analyzed data is re-evaluated to avoid wrong grouping or double coding, ensuring the validity of 

each. In total, four rounds of coding activities were conducted for this research. Research by Elo 

and Kyngäs (2008) claimed that analysis using qualitative content analysis technique has a great 

advantage as it can be used to build detail understanding towards specific behaviour or phenomena 

even if it involves gathering evidence from multiple resources and has a large volume of textual 

data. The main advantage of using this technique is that it generates detailed descriptions of how 

children carried out their shopping activity from physical interactions, responses and behaviours. 

Findings from this analysis will help to link the researcher’s understanding towards the 

development of both theoretical framework and research insight for this research. 

However, qualitative content analysis is known to be time-consuming, as the quick categorization 

may obscure the content of the texts and the use of paraphrase may replace the basic meaning of 

the text (Flick, 2015). Another disadvantage is the excessive interpretation made by the researcher, 

especially when the research question is too wide to be covered (Elo and Kyngäs, 2008). Elo and 

Kyngäs (2008) suggested that the researcher must describe the analysing process in great detail to 

ensure an accurate and reliable analysis can be obtained when reporting the research results. For 

transferability, a clear description of the context, selection and participant’s characteristics, data 

collection and process of analysis should also be taken into account when reporting the research 

back. The research should provide a clear description of the context, selection and characteristics 

of participants, data collection and process of analysis (Graneheim and Lundman, 2004; Elo and 

Kyngäs, 2008) to facilitate transferability. The next section discusses research triangulations, 

reliability, validity and generalizability of this research. 

3.6.2 Research triangulations, reliability, validity and generalizability 

3.6.2.1 Research triangulations 

Research triangulation can be identified as a way to test validity through the convergence of 

information from different sources to ensure the findings are valid (Carter et al., 2014; Abdul 

Rahman, 2017). In qualitative research, research triangulations help build and gain additional 

knowledge when the researcher tries to understand one phenomenon (Flick, 2004). Triangulation 

‘can be substantiated by using several methods or several theoretical approaches’ including the 

method triangulation, investigator triangulation, theory triangulation and data source triangulation 
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(Flick, 2004; Carter et al., 2014; Flick, 2015). In this research, data source triangulation was used to 

validate data from the semi-structured interview, observation and cSED. Each data provided a huge 

amount of information to understand how the SAV may affect children shopping behaviours and 

responses. Therefore, data from each source were first independently analysed before 

triangulation begins.  

 

 

 

 

 

  

 

 

 

All data in the initial stage of this research were first recorded using different recording materials. 

Data from observation were collected using a GoPro camera and saved in video format while data 

from the face-to-face semi-structured interview was recorded in audio format. Meanwhile, data 

from cSED were recorded in handwritten format by the parents before being converted to digital 

format. Both data from the face-to-face semi-structured interview and cSED were delivered by the 

parent, based on their observation and understanding of children’s shopping responses and 

behaviour during their shopping visits together. The children participant themselves delivered data 

from observation through their selection, behaviour and emotional responses while they shop 

during the observation sessions at the SC. All data were then transcribed into text format and saved 

as Microsoft Word 2016 and Microsoft Excel 2016 documents before the data analysis process was 

done. At this stage, each data were carefully analysed, and any differences between data were 

highlighted for data triangulation purposes. The paragraphs below will discuss some findings from 

the data triangulation technique. 

During the interview, the majority of parents highlighted that children were only going for shopping 

to purchase toys, chocolate and crisps. Similarly, children were found excited and started grabbing 

Data Source 

Triangulation 

Children shopping 
experience diary (cSED) data 

Face-to-face semi-
structured interview 

data 

 

Digital ethnography 
observation data 

 

Figure 15 Data source triangulation (Author, 2019) 
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toys and snacks from the shelf as soon as they saw them. Triangulations also showed consistency 

towards children behaviour and interaction when visiting sections or stores selling non-children 

related merchandise such as clothing and home decorations. As recorded during the observation 

and in the cSED, children were found running, pushing and playing around shopping trolleys and 

hiding between clothes racks as a way to enjoy the hedonistic values of SAV to keep themselves 

entertained while waiting for the parent at the said store. Although their playful behaviour was very 

obvious, the triangulations revealed that children are becoming more creative in creating simple 

games when they are bored, such as while waiting for parents selecting merchandise at a store 

selling non-children related merchandise. Similarly, data from the semi-structured interview also 

revealed that children demonstrate much playful behaviour such as running, sliding and dancing at 

sections selling non-children related merchandise.  

Parents also highlighted that children could browse for aisles selling their favourite snacks and toys 

at a familiar store independently. During the observation, it is found that children always 

demonstrated the ability to find aisles and section selling their snacks and toys. Both semi-

structured interview and observation also found that children are not able to reach for merchandise 

located on higher shelves, causing them to request for help when they want to take a closer look 

at merchandise that was out of their reach. They were also observed stepping on the lower shelf as 

if it is a step stool when trying to reach for items up the shelf. 

Although data from observation and semi-structured interviews found that children can read and 

are aware of the dietary restriction logo on the packaging, some children were found giving less 

attention towards information shown on food and snacks packaging. In general, the majority of 

parents explained that they will always check the food content before agreeing to children’s 

purchase request unless the food or snacks is familiar to them. The semi-structured interview 

revealed that parents were checking the food packaging due to their concern over their child’s 

dietary restrictions and food allergies.  

Data triangulation also shows that children were found paying attention to toys and children related 

merchandise held by other children while browsing in the store. On some occasions, children were 

observed running towards other children before standing close to them to observe the 

merchandise they were holding. Similarly, during the semi-structured interview, parents 

highlighted that children would point out the merchandise held by other children to seek 

clarifications from the parent. Only one child (three y/o) was found grabbing another child’s toy 

while browsing in the store. As the youngest participant in the sampling group, the child’s drastic 

movement was found to be caused by their ego-centric responses and eagerness towards the toy. 
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As stated by Valkenburg and Cantor (2001), small children have little negotiation skills and are 

sometimes unable to hold back their eagerness to have something they like compared to older 

children. Similarly, data triangulation proved that elder children demonstrate more ability to 

negotiate and rationalize towards parent’s purchase suggestions compared to the young ones. 

3.6.2.2 Reliability 

Golafshani (2003) highlighted that ‘Reliability and validity are conceptualized as trustworthiness, 

rigour and quality in qualitative paradigm’ while Leung (2015) highlighted that validity, reliability 

and generalisability apply in principle to assess both quantitative and qualitative research. However, 

Leung stated that ‘the nature and type of processes that ontologically and epistemologically 

distinguish between the two’ may differentiate the way how both quantitative and qualitative 

research is assessed for its reliability, validity and generalizability. Since this research is qualitative, 

the reliability lies in the consistency of data from different methods. The paragraphs below will 

discuss some of the measures taken by the researcher to ensure the reliability of this research.  

The first measure involves the face-to-face semi-structured interview. The interviews were 

conducted with the parent soon after the second observation is completed to ensure a rich amount 

of information involving their children’s shopping experience can be gathered. On many occasions, 

parents were able to recall easily any occasions involving their children shopping experience as they 

were interviewed shortly after the observation session. All interview sessions were conducted at 

Building 34, University of Southampton’s discussion room, and as it is located in a low traffic area, 

with less noise disturbance. A notice was put up on the front door to stop people from entering and 

reduce distractions to the participant, ensuring smooth progress in the interview. All interviews 

were successfully conducted with a minimal amount of interruptions. During the interview, 

participants were briefed on how to answer questions, and no interruption was made while they 

were answering the interview questions. The participants were also allowed to ask the researcher 

to repeat questions when needed. As the interview was conducted using a semi-structured 

interview format, additional questions were asked when a further understanding of the 

participant’s point of view is needed. During the interview, each answer was taken objectively, and 

no assumption was made against the participant’s experience to avoid the researcher getting 

biased. Therefore, the researcher will only ask participants to repeat their answers when they speak 

too soft or too fast. Some clarifications were also made to ensure no misunderstandings in the 

interview. For example, one parent was asked to clarify which one of the two daughters she was 

referring to when addressing ‘my other daughter’ during the interview. The clarifications for 
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answers were made only to reduce misinterpretation of data, especially during the transcription 

process later. 

The second measure that was taken to ensure the reliability of this research was during the digital 

ethnography observation sessions. During these sessions, both parents and children were briefed 

about their participation in this research to ensure they are fully aware of the research procedures 

and their rights as a participant in this research. They were also asked whether they are comfortable 

being followed, observed and recorded during the shopping journeys. As the digital ethnography 

observation method targets to record children’s responses towards the SAV within an actual 

shopping environment, no interruption was made in the participant’s shopping activities during the 

observation sessions. Participants were also allowed to pause or stop the recording, end the 

shopping visit and change the observation’s date if they need to. The recording was made between 

1 to 2 metres away from participants so they can freely browse around the store without any 

distractions from the researcher and his assistant. 

As for cSED, any data provided in written format were taken objectively for analysis purposes. Only 

a minimal amount of clarifications were made with the parents, on occasions where the researcher 

was unclear or unable to read what was written. Parents and children were given four weeks to fill 

in the cSED; at any time they feel convenient. Since data recorded in cSED involves diary entries 

from parents based on their observation of children’s shopping experience, these data were 

considered as a reliable source for this research. 

3.6.2.3 Validity 

The previous section discussed the research triangulations and reliability of this research. As stated 

earlier, the data from the digital ethnography observations, face-to-face semi-structured interviews 

and cSED were carefully triangulated and analysed for this research. Every research procedures 

were also carefully planned to ensure findings from this research is reliable and may be used by 

researchers, designers, retailers and SC’s managerial teams to improve the children shopping 

experience within the SC. It is also important to highlight that every finding in this research have 

been cross-checked and validated with other published research.   

3.6.2.4 Generalisability 

Although this research revealed important SAV that may affect the shopping experience of children 

aged between three to seven y/o within the SC, the findings could not be generalised as it was 

conducted using a qualitative research methodology and only focuses on children’s experience 
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from the targeted group (Leung, 2015). Although this research has some important findings based 

on systematic qualitative research, a more focus and perhaps another research may be initiated to 

identify how children from more specific groups respond towards SAV while shopping. For example, 

children from different family economic backgrounds and abilities may interact with SAV differently 

compared to children participants for this research (Turley and Chebat, 2002).  

3.7 Pilot study 

AQR, the Association for Qualitative Research (2016) defined pilot study as ‘A small study conducted 

in advance of a planned project, specifically to test aspects of the research design (such as stimulus 

material) and to allow necessary adjustment before final commitment to the design’. This research 

aims to conduct a pilot study to test the research methods and procedure for this research. 

Therefore, an exact procedure, techniques and materials were applied to investigate how children 

respond and engage with the SAV within the same shopping location. During this study, the 

researcher had taken notes on any important process, materials or procedure that needs further 

adjustment and amendment before the main data collection begins. As a result, the majority of the 

research procedures were successfully adhered to, and only minor changes were made to improve 

the research procedures for main data collection.  

Firstly, there was no reminder made to the parents before any digital ethnography observation 

during the pilot study. As a result, one of the parents forgot and missed the appointment since they 

were briefed on the observation three weeks earlier. As an improvement, each parent was given a 

reminder via both a short messaging system and email two days before each observation session 

during the actual main data collection.  

Secondly, a detailed version of the field note was made while observing children at the SC during 

the pilot study. However, note taking was found to limit the researcher’s abilities to observe 

children’s behaviour and responses towards SAV while shopping as children may roam around and 

engage actively with merchandise around. On many occasions, children might also engage with 

more than one SAV, for example, running towards a shelf displaying a toy car with another toy held 

in the hand while talking to parents.  Due to their active and spontaneous movements, some 

important responses may not be recorded in the field note and could potentially cause inaccuracy 

or data loss for this research. Although the researcher could always revisit the children’s video 

recording later, it is learned that the researcher should always pay attention to children’s responses 

and behaviours while shopping rather than making a detailed field note during observations. To 
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ensure no important observation data is missed during the main data collection, the researcher will 

record only a short and important field note. 

Other than the above revisions, there were no changes made to the research procedure after the 

pilot study took place. Therefore, the other research procedure will remain unchanged as planned 

in the research design earlier. 

3.8 Conclusions 

This chapter discussed and focused on the research methodology, research methods, procedure 

and analysis for this research. Additionally, it also includes the research ethic and explanation on 

the involvement of children as participants of this research. This research employs a qualitative 

research approach as it is acknowledged as an ideal approach to understand the children customer 

experience, shopping behaviour and responses during shopping activities. The data were collected 

using cultural probes cSED, digital ethnography observation and face-to-face semi-structured 

interviews. The data analysis was conducted using content analysis and triangulation techniques. 

The findings from these analyses will be used to construct a theoretical framework and research 

insight to improve children customers aged between three to seven years shopping experience 

during shopping activities within the shopping environment. Next, chapters four to eight will discuss 

the findings and theoretical framework for this research
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 Children shopping knowledge, ability, 

imaginative play and browsing behaviour 

4.1 Introduction 

The previous chapter discusses research methodology, research methods, research procedures, 

research ethics and analysis for this research. This chapter will look at children shopping knowledge, 

ability, imaginative play and browsing behaviour. The findings for this research were clustered 

based on the main factors and subfactors in the conceptual framework, which was previously 

discussed in section 2.5.3 of this research. However, some modifications were made to the 

theoretical framework of this research and will be further discussed in section 8.1.1 of this research. 

4.2 Children shopping knowledge and abilities 

On many occasions, children follow their parents to SC when they need to buy household 

merchandise, clothes, school attires and getting gifts for a celebration such as Christmas. 

Additionally, parents also bring children for shopping to reward their achievements at school, to 

spend time for family leisure activities such as having meals or socializing together. As mentioned 

by one of the parents, visiting SC also help reduce stress from the busy weekly routine at work or 

school (Sean, father, 33 y/o). The number of visits to SC differs, ranging from once a month, twice 

a month or just once every few months. Each visit may last between two to four hours, and the 

majority of the participants visit SC during the weekend. The following section will discuss children’s 

knowledge and ability regarding shopping activities. Because of children’s limited ability to 

rationalize their decision making and actions, understanding children’s shopping knowledge, ability 

and exploration behaviour may potentially help build our understanding on the how and why of 

children response towards certain occasions, variables and merchandise from their perspective 

during shopping. 

4.2.1 Knowledge towards the value of money and purchases 

Children have a limited understanding of the value of money, purchases and merchandise. Findings 

from this research revealed that their understanding towards shopping and consumerism is built 

on a timely basis, where they gain knowledge through formal education at school, exposure from 

parents, peers, siblings and social media such as Youtube channel videos and reviews.  “At school, 
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she learned about the value of money” (Stark, father, 35 y/o). Some other parent participants 

highlighted that peers and siblings influence their children’s purchase decision “she is very easily 

influenced by… her friends” (Robert, father, 37 y/o), “because her oldest sister is also doing the 

same thing. So she learned from her” (Della, mother, 36 y/o). Children’s knowledge of shopping and 

purchases are also influenced by their exposure to online reviews from Youtube channel. “She saw 

a review on Youtube ...she build up some knowledge on toys, food or anything and she will 

remember it” (Fara, mother, 35 y/o). However, children understanding of the value of money is 

rather very limited. On some occasion, they do not know whether the merchandise they are 

interested in buying is within their purchase budget or not. “One day she said, mummy, we buy 

sports car... she has only £5 coins in her pocket, and she does not have any idea whether the sports 

car is expensive or cheap” (Violet, mother, 36 y/o).  

Young children will also request for merchandise they are interested with that is way out of their 

purchase budget, even when the parents have already explained their purchase limit earlier “she 

wants to buy what she likes and do not care about the price” (Robert, father, 37 y/o). Findings also 

revealed that some children could understand the concept of making payment to complete 

purchases “she knows that she has to pay something” (Violet, mother, 36 y/o). One of the parents 

recorded in her cSED that her child (girl, six y/o) demonstrates the ability to remind her to pay for 

her younger brother’s doughnut before he can eat it while browsing the store.  

In contrast, findings also revealed that some children do not understand the concept of purchases 

and would want to eat the crisp or take out the toy from its packaging immediately before paying. 

In other situations, some children were observed placing paid merchandise on other store’s 

checkout counter: 

“She puts the toy she wishes to buy on the checkout counter, together with the toy she 

purchased earlier” (girl, three y/o). 

The research also found out that some children refuse to hand over the merchandise they wish to 

purchase when paying at the checkout counter: 

“They arrived at the checkout counter but she does not want to give the toy to the store 

employee. Her father takes the toy and hands it over for barcode scanning. She quickly 

takes the toy back once scanned” (girl, three y/o). 

Other than the value of money and purchases, research also revealed that young children have 

limited knowledge on an extensive group of merchandise and demonstrate great familiarity 

towards toy, crisp, cereals, chocolate, sweets and accessories. During the observation, the majority 
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of the children pay great attention towards these categories of merchandise and snacks and express 

joyful emotion when they found any of these snacks or merchandise on shelves before making a 

purchase request. Additionally, children are also able to identify the name and flavour of crisps and 

chocolate written on their packaging.  

Majority of parents acknowledged that children demonstrate curiosity and interest to learn and 

understand more on something unfamiliar to them by asking questions to parents or store 

employees. “He will ask anything that he wants to know like vegetable, food, machine, tools, or 

balloon (Fischer, father, 39 y/o). Data from research analysis indicated that the majority of parents 

are happy to explain whenever children ask a question about the merchandise. “If those answers 

do not satisfy him, he will keep asking until we return to the car” (Simon, father, 33 y/o). In addition 

to that, Shepherd (father, 36 y/o) explained, “he likes to interact and ask about any merchandise 

we wish to buy”.  

4.2.2 Abilities to secure merchandise in hand 

This section will discuss children’s physical ability and limitations when holding merchandise, 

shopping basket and trolley, as well as how children face difficulties when reaching for items on 

higher shelves. Most of the children participants were found holding merchandise, toy or snacks 

during their browsing activities for playing or snacking. Unfortunately, most of the children tend to 

drop the merchandise or snacks they are holding accidentally while walking, standing or browsing 

inside the store (figure 16): 

She dropped her newly purchased toy on the floor while pointing her hand towards other 

princess dolls. Later, the toy fell off her hand a few more times while looking at colourful 

toys and watching a cartoon show on television (girl, three y/o).  
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Figure 16 Children drop merchandise while browsing in the store (video observation) 

In many occasions, children would leave their biscuits or crisps on the floor when they accidentally 

dropped them. It is noted that during the observation, the majority of the parents would not let 

children pick up and eat the remaining biscuits or crisps that fell off from their hand while browsing. 

As observed, the research found toys that are accidentally dropped are rarely damaged. Only three 

damages involving toys and fruit recorded from both observation and cSED. To note, damage to the 

toy only happens when children repeatedly dropped them on the floor:  

He accidentally dropped his egg toy again while roaming in the walkway area. He picked it 

up and continued walking again. Eventually, he dropped his toy egg again right after 

collecting it back from the floor. This time he broke the upper ring holder on top of his egg 

toy (boy, four y/o) . 

Some parents also recorded that children may feel anxious when they accidentally dropped the 

fruit while holding or returning it to the shelf. To avoid this incident from happening again, some 

parents will take extra precautions, especially when browsing at section displaying fragile 

merchandise: 

They ran next to some fragile ceramic merchandise. Their parents quickly call their names 

before grabbing their hands. He then reminded them to watch out, as there is a lot of fragile 

merchandise around (boy, five y/o). 

Children’s limited ability to handle merchandise may also cause the merchandise to clutter all over 

the shelves. This research found that children might mess up items arranged when lifting or 
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returning them to the shelf. In many occasion, children who are not able to hang or stack the toy 

back will just leave them at any nearby shelf:  

Later, she touched and took some glittery Halloween decoration merchandise near the 

checkout counter. She could not hang it back to its peg hook, so she left it on other 

merchandise and walked away (girl, seven y/o). 

Due to their limited ability to hold merchandise firmly, many parents would not let their children 

touch or hold the fragile item when browsing. Apart from their physical limitation to hold 

merchandise firmly, children also need parents to help to carry merchandise when shopping. This 

is due to several reasons, including that the items are heavy and big or when children are holding 

too many items at one time. During the observation, one children participant was sighted struggling 

to carry some merchandise in the shopping basket:   

He continues to bring the shopping basket for a while, but it is too heavy for him. He calls 

his mother before handing it over to her (boy, five y/o). 

4.2.3 Limitation of height and walk for long hours 

This section will discuss children’s ability to get merchandise placed beyond their reach and their 

physical ability to walk for long hours. The research found that most of the children participants are 

not able to reach merchandise located on higher shelves. On some occasions, children are observed 

stepping on lower shelves to grab merchandise they interested to check (figure 17). On many 

occasions, children will ask help from parents or taller siblings to get or return merchandise they 

found interesting back to the shelf, or when they want to have a look in the mirror or any place that 

is far out of reach. However, some parents or siblings are found to ignore their requests, restricting 

children’s ability to have a closer look at items on a higher shelf. During the observation, children 

are found to spend more time looking at and interacting with merchandise on lower shelves 

compared to those far from their reach. The research found that one of the parents and her child 

walking away from a toy they are initially interested with because it was placed too high up on the 

shelf. Violet (mother, 36 y/o) explained how her daughter would request for her help to lift herself 

or bring the merchandise she cannot reach herself “for those item placed on the higher shelf, she 

will say “mummy, help me up” or “mummy, can you get that down for me, please?”. 

Similarly, parents also help their children to place merchandise they wish to purchase on the 

checkout counter. During an observation, (girl, three y/o) tries to place a medical toy set she wishes 
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to purchase on the checkout counter, which was much higher than her. “Her mother took the toy 

to place it on the countertop and continued with the transaction”.  

 

Figure 17 Children stepping on lower shelves to grab merchandise (Video observation) 

This research also revealed that children are not able to stroll continuously for long hours when 

shopping. Occasionally, children will put their arms wide open as an indication to tell parents that 

they want to be carried when they are too tired to walk “when he is tired, he wants to be carried” 

(Shepherd, father, 36 y/o). However, to carry a child while shopping can be a great challenge for 

some parents. Fara (mother, 35 y/o) explained, “Because she is a big kid now, it is quite heavy to 

carry her around [while shopping]”. Most of the parents with small children choose to bring a 

pushchair along during their shopping journey. Ideally, for parents with older children, other 

conduct is needed to solve this problem, possibly by including a short break in the middle of the 

family shopping visit. In some cases, parents also highlighted “she got tired and wants to go back 

home” (Sean, father, 33 y/o). 

4.3 Children imaginative and playful behaviour 

4.3.1 Imaginative play 

The previous section discusses children’s knowledge and ability related to shopping activities. This 

section will continue discussing children imaginative play behaviour while shopping. 

Findings from this research revealed that most of the children participants use their imagination 

and react towards the shopping surrounding through different ways of explorations. In general, 

children respond and behave differently towards SAV compared to adult customers. Despite 
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enjoying the hedonistic values of shopping activities, children are found to interact and enjoy 

exploring the shopping atmosphere through running, jumping, sliding one leg between steps, 

playing hide and seek and hopscotch while browsing in the store. Moreover, children enjoyed 

playing with small, handy toys or merchandise while shopping and pay little attention to brands and 

qualities in comparison to adult customers. On many occasions, children creatively explore their 

shopping surroundings using their imaginations, which will be discussed further below. 

Children are always excited when they first arrive at a shopping place because they found it 

attractive and that they have the freedom to play during the shopping journey. Some parents 

highlighted that children enjoyed playing at the SC more than the shopping activity itself “… they 

do not want to buy anything but only wanted to play” (Sahil, father, 33 y/o). Fara (mother, 35 y/o) 

described that her daughter shows joyful emotion while browsing and dancing in the SC. Similarly, 

one other children participant was very excited when stepping into the SC: 

As he stepped into the shopping centre, he excitedly jumps and runs slowly while holding 

his father's hand (boy, five y/o).  

On many occasions, parents would let children play and run around the store area as long they can 

be seen and not be exposed to any danger. Simon (father, 33 y/o) explained his thought when 

sharing about his children playing behaviour while shopping “...I let them have some freedom to 

play as long as I can see them”. Iva (mother, 32 y/o) wrote in her cSED, “She got distracted in 

between the rail of clothes and started playing hide and seek with her sister”. Figure 18 for example, 

shows one of the children hiding behind clothes and laughing while accompanying her parents 

checking for some clothes nearby. However, children playing and running around may cause 

parents to worry, especially when they are running around displays of fragile items or not in sight 

when playing hide and seek between clothes rails.  
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Figure 18 Children hiding behind clothes (video observation) 

In comparison, children sitting in a pushchair are not so free to be running to play hide and seek 

compared to children who were let loose to roam around while shopping. As recorded in his child’s 

shopping diary, Shawn (father, 37 y/o) wrote: “(boy, five y/o) just stayed in his buggy car and not 

running or playing hide and seek as usual”. While conducting this research, several children 

participants are recorded wearing Heelys shoes while shopping. Children who skate wearing these 

Heely shoes demonstrate happiness while skating along the walkways area, waiting for parents to 

complete their purchases. This demonstrates that children who are wearing Heely shoes can 

entertain themselves by skating around the store freely near to their parents.  

Children respond and behave differently towards retail merchandise while shopping compared to 

adult customers. In general, the majority of the adult customer would take a closer look at the 

merchandise to observe further on materials, finishing and quality. In contrast, children exhibit 

different ways of handling merchandise compared to adults by biting the merchandise, hitting, 

kicking or even throwing them for fun: 

He holds a pack of crisps with his mouth and spins around while waiting for their turn to 

pay in the cafeteria (boy, three y/o).  

He walks towards a big toy display box in the middle of the store and punched them for few 

times (boy, three y/o). 

In other scenarios, another child is observed to hang a shopping basket on her shoulder and swing 

it around as if it is a bag.  



 

97 

 

Apart from the behaviour mentioned above, this research also revealed that children have many 

creative ways to entertain themselves, such as through singing and dancing while shopping. Most 

of the children were observed humming or singing a children song happily. Others were found ballet 

dancing and shaking their body along to the music played while browsing and when they have 

successfully purchased the toy they wanted: 

She walked out of the store, happily singing a children song after the successful purchase 

of a toy milking bottle she requested from her father (girl, three y/o).  

He starts spinning around while holding his toy, dancing to the background music played in 

the middle of the walkway area (boy, three y/o). 

Additionally, children are also found dancing and shaking their bodies to the rhythm of music from 

the COFRM and interactive toy “If it has a song, oh my god. He will dance to it” (Sid, father, 38 y/o). 

4.3.2 Playing with toys 

In general, children love to play and be surrounded by toys. Findings from this research revealed 

that the majority of children enjoy playing with toys, be it a newly purchased or the one brought 

from home. Types of toys favoured include toy trucks, small vehicles, spaceships, rubber bands, 

dolls, child’s scooters and other small handheld toys. During the observation, children requested 

parents to pay for the toy they are interested in immediately “After she got what she like, she 

started to push us out to the checkout” (Robert, father, 37 y/o). Although some parents might tell 

their children to wait until the browsing is complete, some children can get very excited once they 

know that the parents agree to buy the item they are interested in. The research revealed that 

children want to instantly open the packaging of merchandise or snacks they picked right away after 

payment: 

He takes a box of bright coloured toy cars and placed it on the floor before quickly tearing 

the packaging apart and starts playing with them before paying (boy, three y/o). 

His father tells him to put his newly purchased truck inside the plastic bag. He peeked into it 

for a little while before refusing “No, no!” He continued to hold onto his new toy and walked 

away from his father (boy, three y/o). 

They peeked into the shopping bag and took their toy out of the bag right away (boy, five y/o). 

One of the parents highlighted that his child often tears the packaging off as a way to force him to 

buy it “If I said no, he (will) open the box to force me to buy the toy” (Sid, father, 38 y/o). On the 
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contrary, some children can wait patiently and ask parents to help open the packaging after paying 

as they are unable to open it themselves. Once the packaging is partially opened, excited children 

will quickly grab the toy off from their parents to play with it. However, not all parents will let the 

children play with their newly purchased toy and encourage them to open it later in the car or once 

when they reach home to avoid loss or damage. 

Interestingly, children demonstrate great comfort when playing with small toys while browsing in 

the store.  One of the parents mentioned, “They seem to be in their world. They play like they are 

at home” (Sid, father, 38 y/o). Following this viewpoint, the majority of the children who play with 

their toy are comfortable enough to continue observing, strolling, animating their toy to mimic a 

flying object and even throwing their toy anywhere on the floor, cafeteria’s table and into a rubbish 

bin (Figure 19): 

He pushes his toy truck on top of the black and brown tiled floor and then runs to catch it 

back at the other end (boy, three y/o). 

He lands his small spaceship toy at the lower frame of the front glass display before 

launching it back up. He then flies his spaceship downwards, plunging into the shopping 

basket and then raising it back in the air (boy, three y/o). 

He tried to throw his new toy truck into the rubbish bin. Luckily, his father stops him 

immediately (boy, three y/o). 

 

Figure 19 Children trying to throw a toy into a rubbish bin (video observation) 

Interestingly, many children are observed paying more attention to their handheld toys while 

shopping instead of to the shopping surrounding and SAV around them, including other toys on the 
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shelves. One of the parent participants recorded in her cSED “she played with the slime throughout 

the whole trip. Excitement to explore other toys has lessened…” (Fara, mother, 35 y/o). During the 

observation, it is also noted that most of them will just ignore and walk pass by shelves ignoring 

displays of toys or snacks while continuing to observe or play with their toy: 

He passes through a few children’s magazines, toys, breakfast and snacks without looking 

at them. He is paying full attention to his small spaceship toy in his hand (boy, three y/o).  

Similarly, with a toy in hand, children are also found to be able to wait patiently for parents while 

selecting non-children related merchandise such as clothes and household merchandise or to pay 

at the checkout counter: 

They walks past a section selling chocolate but ignored them and continued playing with 

their small toy car (boy, five y/o). 

One of the parents highlighted that they could lessen children’s purchase interest by letting children 

play with a toy “we can distract (girl, three y/o) from buying more stuff just by letting her play with 

something” (Sahil, father, 33 y/o). Children are found to concentrate on their handy toys and ignore 

other merchandise, including snacks and toys that are known to attract their shopping attention. 

Similarly, children are also found to be a lot calmer and cause less distraction to parents while 

browsing at section selling merchandise for an adult customer when they are playing with a toy.  

This section shows that children can creatively use their imagination to interact with any SAV or 

merchandise such as a small and handy toy while browsing in the store. Data analysis, however, 

found that parents are worried that children will break or knock over dropping fragile merchandise 

or even be hidden from their sight while playing in the store. The next section will discuss children’s 

browsing and navigation behaviour in the store. 

4.4 Children browsing behaviour and navigational skills 

Many of the children participants are found walking hand in hand with parents when entering SC. 

Compared to older children, young children are often found holding their parent’s hand when 

strolling together into the SC and will follow them towards any direction the parents lead them. 

However, children are also found to guide parents towards something of their interest “he takes us 

to a certain section of his preference, so it is like guiding us through” (Sid, father, 38 y/o).  Similarly, 

children will pull parent’s hand to go with them or carry on walking alone when they wish to check 
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for any merchandise or something of their interest, including sections or shelves displaying toys and 

snacks: 

He let go of his father’s hand and walk quickly towards some small toy cars hanging on the 

shelf (boy, three y/o). 

She stops and looks at Christmas decorative merchandise and chocolate towers displayed 

behind the front glass wall at the bargain store. She quickly pulls her father’s hand, leading 

him into the store (girl, three y/o).  

The majority of the parents will follow their children to give a say on what they pick “we need to go 

along with her... she wants our opinion on whether she can purchase something or [sometimes] 

she needs explanation from us” (Zetty, mother, 34 y/o). Meanwhile, some parents would let older 

children explore their shopping surroundings on their own or with another friend when they ask for 

permission “I will let him go anywhere he wants … whatever he wishes to see and touch” (Simon, 

father, 33 y/o). As discussed in section 4.3.1 of this research, parents always remind their children 

to keep a safe, visible distance while browsing and playing in the store. “I told her, let me see you 

wherever you are playing” (Robert, father, 37 y/o). Meanwhile, other parents would not let their 

children explore the shopping surrounding alone and prefer their child to browse accompanied by 

a sibling “they will be talking to each other so that I can hear them clearly” (Della, mother, 36 y/o). 

During the observation, some parents will hold their children’s hand firmly or carry their children 

away to other places when a disagreement happens between the parent and child. 

Children also demonstrate great interest to explore the shopping surrounding, where the majority 

of the children are found running ahead on their own or with one companion in the walkway area. 

As they are unsure of which direction to go next, children will be taking a glance back at their 

parents to confirm on which way to go: 

They ran ahead of their parents. They stopped abruptly at the junction and took a look back 

at their parents. Her father pointed to where they are heading, and they both continue 

running towards that direction quickly (girl, four y/o). 

Many children are observed checking back on their parents when they go browse on their own or 

with another companion “when she sees us, and she feels comfortable with the distance, she (will) 

just continue [browsing]” (Fara, mother, 35 y/o). Even so, due to their limited knowledge of 

navigation, a few of them are found entering a restricted area that is only accessible for store 

employees. Children walked past through the checkout counter as a shortcut to check on some 

children accessories: 
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She walks towards the back of the checkout counter to take a look at some headscarves 

hung at the back of the counter but was stopped by the store employee, explaining to her 

that it is only accessible to the store employee (girl, seven y/o). 

Research also found that children are able to independently locate and point out to the parents 

which aisle has which merchandise once they are familiar with the store. One of the parents 

explained, “she knows where to go when she wants to buy certain item… she will go to the preferred 

section on her own immediately...and when she came back, she always have a small bag of crisp 

with her” (Della, mother, 36 y/o). As observed during the shopping journey, young children are 

often seen subconsciously heading towards sections displaying snacks and toys once they spot 

them while browsing: 

He runs straight to the shelf displaying crisps and chocolate as soon as he enters the bargain 

store (boy, four y/o). 

Due to their preference towards particular store or sections, children are observed to look at, touch 

and hold some items while browsing “if we go to her favourite shop, she will try to visit all aisles” 

(Zetty, mother, 34 y/o) “she wants to go line by line” (Violet, mother, 36 y/o). Research also 

discovered that children spend a great amount of time looking and browsing at their favourite store. 

Although the majority of parents will allow them to browse for some time, children will eventually 

try to make them stay longer at their favourite section when a parent wishes to leave: 

Her father walks out from the children entertainment store but she pulls her father’s hand 

and shouts, “I do not want to go outside. I want to stay” (girl, three y/o).  

The above event revealed that children could remember the location of shelves displaying their 

favourite merchandise and want to stay longer at their favourite section. Additionally, research also 

found one child demonstrating the ability to notice changes made to the location of their favourite 

toy or merchandise: 

“Mommy, they just changed it. I mean this was a (doll’s name) shelf’s earlier” said the girl 

to her mother, pointing towards some Halloween merchandise. “No, the (doll’s name) is 

here” telling her mother while pointing towards the other shelf next to it. “They have just 

changed it (location)!” she replied confidently (girl, seven y/o).   

Another parent recorded in her cSED that her child’s familiarity with the location of merchandise 

help ease their shopping journey as she could help to locate items they wish to purchase: 
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They return to the store they visited earlier. She walks straight to one particular shelf before 

taking a soft purple toy she was looking at earlier and heads straight to the checkout 

counter to pay (girl, five y/o). 

Nevertheless, children would not be able to help find an item when the layout of the store is 

changed. During their shopping visit, Heidi, mother, 33 y/o wrote, “Sadly, he cannot help us with 

the list since the ambient [layout] of the store was rearranged, so he does not know where the 

things are anymore”. In addition to this, the research also found that children tend to stay close to 

their parents and will not go browse on their own if they are not familiar with the store “when we 

go to a different place, she will try to be as close as possible to us” (Fara, mother, 35 y/o).  

In other situations, having small children placed in a pushchair is very helpful, especially when they 

are unable to walk for a long period, as previously discussed in section 4.2.3 or that when they need 

a short nap in between the shopping activities. Children in pushchairs are still able to select and 

make a purchase request by pointing and asking parents to help reach for merchandise Figure 20). 

However, their freedom to browse is limited to the parent’s decision “normally we just put them 

on the stroller... so they will not try to find stuff on their own” (Iva, mother, 32 y/o). 

 

Figure 20 Children pointing and asking parents to help reach for merchandise while sitting inside 

the pushchair (video observation) 

Therefore, after some time, the majority of children sitting in a pushchair will ask to be taken out 

to walk on their own to explore merchandise and shopping surroundings. As highlighted by Sid 

(father, 38 y/o), “sometimes he cries, he wants to walk and play around”, “when he gets up from 
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his pushchair, it is as if he gets his freedom. He wants to do things [such as] throwing, kicking or 

running”.  

Meanwhile, research also revealed that children are a lot calmer to sit in a pushchair when given a 

toy to play with, even when they refuse to get in initially: 

His father asks him to sit on his pushchair, but he refuses and shouts “no, no, no, no”… 

Surprisingly, he stopped shouting and sits calmly while looking at his newly purchased toy 

(boy, three y/o). 

4.5 Lack of interest in section selling merchandise for adult or other 

groups of customer 

The previous section explores how children respond and behave when browsing at a store or 

section selling merchandise for children, such as toys and snacks. The following section will discuss 

how they respond and behave towards other stores, particularly for adults, smaller children or 

children of the opposite gender. When visiting other sections selling a household item, food, 

clothing and other types of stores, some children are observed holding and looking at men’s shoes 

and women’s glittery blouses. A few others cling onto their parents during the browsing activity. 

Apart from just waiting and observing the surroundings, children are also found holding and playing 

with other merchandise, especially when parents spent a long time browsing: 

He took some potatoes, lemon and one capsicum from the shelf and threw them into a box 

in front of him (boy, five y/o). 

Even though some children can remain calm as the parents browse in a store selling merchandise 

for adult, it is noted that the amount of time spent in that store may affect children’s emotion, 

response and behaviour. Majority of the children participant starts to feel bored, and on many 

occasions, begins to whine, annoy parents and ask to leave the store. “She will be all right in the 

first place... [but] when we take more time, she will give a hint like… it’s taking too long, or she is 

tired” (Fara, mother, 35 y/o). Meanwhile, some children would voice out their disagreement when 

visiting sections selling merchandise for adult “we go to some places that she does not like, for 

example, the clothes shop, household merchandise, she will say, I do not like this place” (Sean, 

father, 33 y/o). During the observation, many children participant will pull their parent’s away from 

entering and go browsing at a store selling merchandise for adult (Figure 21) or other categories of 

customer: 
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His mother stopped in front of the shoe store and looked inside the store. He tried to pull 

his mother away but his hand slipped. Once again, he pulls his parent away from entering 

the store (boy, six y/o). 

 

Figure 21 Children pull parent away from entering into a store selling merchandise for adult 

(video observation) 

Meanwhile, one mother (Zetty, 34 y/o) highlighted that her child always starts to whine when she 

voices out her wish to browse for some household merchandise. Children will try to get their 

parent’s attention by asking a lot of questions that annoy them “... if she starts to feel bored, she 

will talk a lot to annoy us” (Stark, father, 35 y/o) “when she is a little bit bored, she always try to get 

our attention” (Robert, father, 37 y/o). When they are bored, children are observed to entertain 

themselves by roaming around, running, playing hide and seek, playing with toys or sing “She will 

try to entertain herself by engaging with the store’s surrounding” (Violet, mother, 36 y/o).  

However, these actions may cause worries to parents, especially when there are fragile items 

around them, as previously discussed in section 4.2.4 of this research. As a precaution, parents will 

repeatedly remind children to stop playing and wait patiently to avoid any incidents from happening. 

These requests from parents will make children became more unhappy, whine, cry and request 

parents to shorten their browsing time. In some occasions, children are also found urging parents 

to pay for merchandise or begging them to leave the store immediately. As recorded by some 

parents in their cSED, “we stopped at [store name], and we browse around for a while. Within a 

period, (boy, five y/o) begins to get bored and request to leave the outlet (Heidi, mother, 33 y/o). 

Other parents highlighted that “she gets bored and kept saying be quick, mama” (Della, mother, 36 

y/o), “when she gets bored … she will urge us to go back home” (Iva, mother, 32 y/o), “when we go 
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to buy food and vegetables, she is not interested at all. She will say, “Let’s go, let’s go” (Violet, 

mother, 36 y/o).  

Children’s response and behaviour during a shopping activity can greatly affect a parent’s emotion 

and shopping decision. During the interview, some parents highlighted that shopping could be an 

enjoyable activity for the whole family if children were to co-orporate and behave well “shopping 

went smooth without any emotional conflict” (Heidi, mother, 33 y/o). Although children are not 

the primary target customer, their participation during the shopping journey is relatively important 

for parents too “...we think not only about ourselves when we shop, but also about what our 

children will do in the SC” (Fischer, father, 39 y/o). 

However, due to the conflict of interests between children and parents within the selling space, 

some parents had to use other measures; whether to keep the children entertained, ignore them 

when they are unhappy, shorten shopping time or splitting into two groups with a partner. 

Interestingly, some parents manage to get creative in finding a solution to keep their children happy 

when browsing at a store selling merchandise for adult “she gets bored… so while I choose some 

clothes, I will talk to her for example about a princess story … so she would not feel bored” (Iva, 

mother, 32 y/o). However, other parents chose to shorten their shopping time when children get 

too excited playing with other siblings “(boy, six y/o) keeps on running around with his brother.  I 

do not think it is a good time for me to shop anymore. So, we stopped shopping and brought them 

back to the car” (Anna, mother, 36 y/o), “sometimes we have to end the shopping abruptly because 

he cries a lot, he likes to smash things, takes stuff, throws boxes... we cannot control him” (Sid, 

father, 38 y/o). Meanwhile, other parents will split into two groups with their partner when children 

refuse to continue with the shopping journey “when my wife wants to buy some clothes, (boy, four 

y/o) likes to play hide and seek. So we have to take turns to look after him” (Shepherd, father, 36 

y/o). This strategy allows one parent to continue with the shopping activity in peace while the other 

parent keeping the children in safe hand and entertained. Additionally, children are also found to 

show similar response when browsing at a store selling merchandise for babies: 

They stopped in front of a store selling merchandise for babies and small children. She said, 

“That is for babies, that is for babies”. She went the other way and left the store 

immediately (girl, seven y/o). 

Similarly, it is also important to highlight that children also detest visiting sections selling 

merchandise for children of the opposite gender: 
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They continues to browse until they reach a section selling toys for girls. All of a sudden, he 

says, “I do not like this!”… He then pulled his mother’s hand and returned to the section 

selling toy for boys again (boy, six y/o).  

Children are also found to show no interest to browse or purchase clothes for children from the 

opposite gender, even though they might show some interest at first. During the observation, one 

boy quickly puts away a shirt and a cap he took from the shelf when he saw another girl trying the 

similar items too. Similarly, another boy returned a book to the shelf as soon as he finds out that 

the graphic images inside the book are of a girlish theme. 

This section carefully elaborates the findings on children’s shopping knowledge, ability, imaginative 

play and browsing behaviour while shopping with parents. Additionally, it also demonstrates how 

children respond to a store selling merchandise for adult, babies and children from the opposite 

gender. The findings from this research can potentially help to bridge the gaps within the wide 

research area, especially in aiming to understand children’s knowledge, abilities, imaginative play 

and browsing behaviour while shopping in SC. The next section will further discuss each area in 

detail to confirm the current findings with findings from other pieces of literature.  

4.6 Discussion 

Previous researchers highlighted that there is a need to investigate on how children feel, perceive 

and experience shopping environment since different categories of customers may react and 

respond differently within the same shopping atmosphere (Turley and Chebat, 2002; de Faultrier 

et al., 2014b; Feenstra et al., 2015; Ayadi and Cao, 2016; Badot et al., 2016). In today’s competitive 

business challenge, firmer knowledge on children’s shopping knowledge, ability and exploration 

behaviour help develop a better understanding on how children customer view, respond and 

behave towards actual SAV. Findings from this chapter will help build a robust understanding of 

children responses and experiences when engaging with actual SAV, as previously outlined in the 

third objective of this research. The findings may help bridge the gap within the research area in 

identifying the most salient SAV when designing commercial space, particularly SC, for a family with 

children customer, to meet the children’s shopping needs. Turley and Chebat (2002) also 

mentioned that a unique atmospheric design could differentiate one business from its competitors. 

The research should first uncover children customer’s knowledge, abilities, limitations, responses, 

browsing and navigation skills as suggested by previous researchers (Turley and Chebat, 2002; Ayadi 

and Cao, 2016; Badot et al., 2016). 
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Children shopping knowledge 

This research found that children begin to develop an early understanding of shopping activities, 

including the importance of making a payment to purchase something they wish for through their 

daily exposures to parents and siblings. Previous research confirms that children's knowledge on 

shopping and consumerism is still very limited, and will develop over time depending on their 

exposure at school, from parents, peers and online media (John, 1999; Valkenburg and Cantor, 2001; 

McNeal, 2007). Children are also found to show interest to purchase something that catches their 

attention visually, with less attention given to details such as manufacturing quality and price 

compared to adult customers (John, 1999; McNeal, 2007; Ironico, 2012). Valkenburg and Cantor 

(2001) further explained that this is mainly influenced by their centration behaviour, where children 

pay great focus towards one prominent characteristic such as colour but not to the overall character 

of the merchandise. Children have limited ability to make a rational purchase decision on their own 

and understand other people’s point of view, including parents (John, 1999; Valkenburg and Cantor, 

2001). Due to the limitations mentioned above, parents will have to deal with the possibility of 

conflicts including whining, nagging and crying behaviour when a child’s request of having a toy or 

snack is refused. The level of conflict escalates, especially when parents are on a limited budget or 

simply in a rush or unable to agree with children's selection due to other reasons. 

Apart from children's lack of will to resist something they fancy, they are also too eager to wait to 

play with the toy they want while browsing. This finding is consistent with previous research, 

highlighting that children prefer traditional brick and mortar shopping over online shopping 

because they can immediately interact and play with their purchase after paying (de Faultrier et al., 

2014a). However, there are not many researches that can explain why these little customers are 

unwilling to hand over chosen items to be scanned at the checkout counter. As explained by one of 

the parents, children refused to hand over the merchandise, especially toys to the store employee 

during payment as they are afraid it will be taken away from them. However, research also found 

that children are willing to hand over the merchandise when the store employee makes the effort 

to explain the reason why they requested for the toy. One of the store employees even went the 

extra mile by taking the scanning device closer to the toy instead, when the child insisted on keeping 

his toy close during the payment process.    

Children familiarity towards chocolate, cereal, sweets and toys is frequently highlighted in the study 

of children consumerism. In many occasions, children shout and beg parents to let them purchase 

any of these categories of merchandise during shopping (Ebster, Wagner and Neumueller, 2009). 

Consistent with previous research, children customer are found to be excited when they find any 
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of these items during the observation sessions. Parents highlighted children, especially the younger 

ones, pay great attention towards said merchandise or snacks and are less inclined towards other 

items around them. However, findings from both reviews of the literature and interviews confirmed 

that children’s interest towards chocolate, sweets and toys might lessen as their knowledge about 

other merchandise expands and interest towards specific categories of product change over the 

time. 

Research discovers that children are curious to learn about new merchandise and often seek an 

explanation from parents and store employees. It is common to see a child repeating the same 

question over and over again until they are fully satisfied with the answer given. This finding is 

consistent with previous studies that point out children gain new knowledge through the 

stimulation of mind derived from their curiosity (Wiener, 2004; Feenstra et al., 2015). Knowledge 

gained together with exposures to SAV help them develop cognitive ability and maturity in making 

better shopping decision (John, 1999).  

Interestingly, there is limited research that looks into children’s ability to hold on merchandise such 

as toy and snacks during the shopping journey. Observations carried out in this research revealed 

that children might have poor handling skill that can cause them to drop items they are holding 

while browsing in the store, mainly because of their limited motor competence. Kerr (2017) 

explained that children’s motor competence is the combination of both fine and gross motor skills 

that is necessary to help one move their body parts such as a hand. Children develop their motor 

competence from time to time, and their ability to control and handle merchandise improves as 

they grow older. In addition to that, children accidentally dropped items when they have too many 

in hand or when they got distracted and wanted to get another toy while already holding something 

else in hand. In another scenario, children are also found to drop toys while playing and walking 

around the store simultaneously. 

Another limitation that is noticeable among children is their physical height. Extensive research is 

done in the marketing field to study how product placement affects customer’s ability to view 

merchandise on shelves, which is also believed to be impactful on customer’s purchase request, 

intention and sales. Research on the behaviour of adult consumer stresses out that merchandise 

placed on higher shelf receives more attention as they are straight forward visible to the customer 

(Young, 1983; Ebster, Wagner and Neumueller, 2009). However, retailers should place children’s 

cereal at the bottom two shelves due to the height difference between adult and children customer 

(Harris, 2009; Musicus, Tal and Wansink, 2015). Placement for children’s merchandise and snacks 

is very crucial, especially when this research reveals that children tend to grab and explore on items 
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located on their eye level and reachable distance. Children would ignore or leave snacks or 

merchandise they are regularly interested with such as toys and snacks when they are too far out 

to be reached on the shelf. As a matter of fact, research also found that children could not find the 

items they wanted if it is placed on the top shelves. Even though parents or siblings are often helpful 

in getting children the items they wanted to buy or look at, research also found that older shopping 

companion tend to ignore a child’s request for items on higher shelves when they are occupied with 

other shopping tasks or does not agree with what the child wants.  

Observations carried out proved that compared to adults, children are not able to walk for a long 

period in their shopping journey. To date, there is still very limited research done looking into 

children’s walking abilities and limitation while shopping apart from the great benefit it gives to 

children’s health (Mackett and Paskins, 2008). This research revealed that children would let their 

parents know that they are tired after walking for a long period, especially when the SC is big. When 

children are tired, multiple conflicts that may arise, including requesting parents to carry them up, 

finding a place to sit and have a snack break or even requesting to leave. Younger children are 

observed to climb into their pushchair to have a quick rest or short nap when they are tired of 

walking.   

Children imaginative play 

One other important finding from this research is that children are always creatively using their 

imagination when playing and browsing in the store, while at the same time learning the actual 

meaning of commercial spaces. As recorded during the interview and observation session, children 

actively play with loads of merchandise and SAV as a way to self-experience the hedonistic values 

of shopping. However, how children engage with merchandise or SAV is completely different 

compared to an adult. In many occasions, children run, jump, slide, kick, hit or throw merchandise 

to explore and have fun in the SC, as what found in previous research (Hultén, 2011; Ayadi and Cao, 

2016; Deli-Gray et al., 2016). This finding is also consistent with previous research by Ironico (2012) 

which explains that children are becoming more matured in building understanding that the SC is 

not just a place to purchase merchandise like sweets and toys, but also a place that helps them to 

accomplish their hedonistic goals. Ironico (2012) further explained that playing while shopping will 

potentially help children discover the comfort of being in the SC, which will gradually build 

children’s knowledge and attitude towards becoming active adult customer years ahead.  

Children are recorded to show positive emotions when they have successfully purchased 

merchandise or snacks they requested through singing and dancing behaviours. Additionally, 

children are also found to be dancing when they hear loud, catchy and fast rhythm over the 
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speakers such as a Christmas jingle. Previous research found that music evokes children’s cognitive 

and emotional responses, which then will arouse and influence customer’s behaviour  to dance or 

sing even when they are not fully aware of it (Turley and Milliman, 2000; Valkenburg and Cantor, 

2001; Ayadi and Cao, 2016). In addition to that, children respond well to one environment when 

they can recognize the commercial space through the proper implementation of visual and audio 

elements (Cook, 2003). The proper implementation of music is also found to influence younger 

shopper’s arousal level and perception towards the store, whether they belong to it or not and also 

the time spent there (Turley and Milliman, 2000; Turley and Chebat, 2002). 

This research also discovered that children enjoy playing with small and handy toys while shopping 

as previously found in a few pieces of literature (Ebster, Wagner and Neumueller, 2009; Ironico, 

2012; Deli-Gray et al., 2016). As highlighted, children are happier when they are allowed to play 

with a toy and therefore, some parents would ready a toy from home or newly purchased for them 

to play with to avoid them from getting bored on long shopping hours and waiting period. This 

research also found that parents will let children purchase or play with their toy to lessen shopping 

conflicts that can lead to the children crying and whining. As highlighted by one of the parents, 

letting small children purchase one small toy at the beginning of the shopping journey keeps them 

entertained and lessen other purchase requests. This is because children will pay more 

concentration towards that particular toy, not anything else around him or her. As observed, 

children interact closely with a toy by exploring how the toy functions, pushing and pulling back 

small toy vehicles, stroking baby doll, pressing interactive buttons and stretching and making shape 

out of rubber band. In addition, children are found to be a lot calmer when playing with a toy while 

waiting for parents to choose merchandise at the non- children related section. Well behaved 

children will reduce stress level among parents and in return, will increase time spent and purchase 

intention in the SC (Ming Lim and Hultén, 2015). 

Children browsing and navigation behaviour 

To date, there are only several pieces of research that are looking at children’s browsing and 

navigation behaviour while shopping. From this research, it is found that young children will be 

holding hands with their parents most of the time when shopping because they repeatedly need 

verification from parents on making a decision and getting permission on purchase requests. 

Research by de Faultrier et al. (2014a) found that children always remain as dependent subjects, 

and their purchase decisions are often moderated by an adult’s perception towards the 

merchandise. Children also show a strong desire to always stay close to their parents during the 

shopping journey (Deli-Gray et al., 2016). Additionally, the lack of knowledge in making browsing 
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decision among children is observed when they could not decide on where to go next in the SC. As 

a result, many children are observed to be checking back on parents to confirm their direction once 

they arrived at the middle of the junction, escalator or main atrium of the SC. Parents will let the 

children know of their agreement on children’s request verbally or using body gestures such as a 

nod in response to their children. In addition to that, children will also check back with the parents 

to get approval to enter a store selling children merchandise, snacks or toys. However, younger 

children are found to pull the parent towards something of their interest or go on their own way to 

check on items such as toys or snacks. Consistent with previous research, Turley and Chebat (2002) 

highlighted that both planned and impulse purchases are influenced by customer’s browsing 

behaviour while shopping. Therefore, children walking and browsing behaviour are found to have 

significant influence over children’s impulse purchases, especially when they have great difficulties 

resisting toys and snacks while shopping (Valkenburg and Cantor, 2001). In many cases, children 

will request the parent to stay longer at a store displaying their favourite merchandise. This finding 

is also consistent with a previous study, which highlighted that children might stay longer and want 

to revisit the store when they find a store is fun to be explored (Ayadi and Cao, 2016). 

Children are also found to explore restricted store areas such as checkout counter which is 

consistent with findings by Wiener (2004) and Badot et al. (2016), which highlighted that children 

explore stores in a more adventurous way to seek new challenges, including playing at restricted 

areas. Apart from that, Ironico (2012) explains that children can explore every nook and corner of 

the store as they can slip easily between small gaps due to their small stature in comparison to 

adult customer. This research, however, found that children will move away from the said area 

when cautioned by the store employee.  

Research also confirms that children demonstrate interest to browse on their own in the store, 

especially when they are already familiar with the store surroundings and layout (de Faultrier et al., 

2014a; de Faultrier et al., 2014c). Still, in unfamiliar stores, children are seen to be keeping 

themselves close to their parents. As highlighted by parents, children who freely explore the 

shopping surrounding will potentially gain new knowledge through their exploration of both 

merchandise and SAV around them. However, children may not be allowed to browse on their own 

when parents are pressed for time or when they are worried that the children will pick something 

outside their purchase budget. A child’s request to go browsing alone will also be rejected by their 

parents over the concern of children's safety, especially when the store is physically big and the 

entrance or the exit door is not visible to them. Previous researcher for example, recorded that 

children are afraid of being separated from their parents during shopping activities (de Faultrier et 

al., 2014c). Parents, in general, protect children from hazards that might occur within one selling 
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space until they are independent enough to protect themselves against any danger while browsing 

(Cook, 2003; Tyler, 2009). Due to this reason, some parents prefer children to go browse around 

with a sibling companion so they can check on them by listening to the children talking to each 

other when browsing. 

As recorded and analysed, children can independently locate shelves displaying toy, snacks or 

children’s accessories while browsing. This research revealed that children who are familiar with 

the store layout demonstrate the ability to memorize the location of merchandise and can quickly 

find something they wish to purchase. Research recorded that customers who regularly visit one 

particular store develop better knowledge on the location of merchandise, perceive more 

efficiently and have less confusion when they go looking for merchandise in the store (Lucia-

Palacios, Pérez-López and Polo-Redondo, 2016a). Although this research discovers that children 

might not be able to help the parent search for merchandise at a newly renovated store, this is 

considered more relevant when children are looking for non-children related items such as bread 

and eggs. Cook (2003) explained that children could recognize their space where in this case, 

location of the shelf displaying children’s toys, snacks and accessories because of the 

implementation of iconography, cartoon character and other elements that relate to a child’s 

interest. So even if it is difficult for children to find items once a layout is changed, the right 

implementation of said elements will help guide them to find things of their interest in no time. 

Meanwhile, children sitting in pushchairs have less direct interaction with merchandise and SAV as 

their view and movement during the shopping activity are restricted, especially when they sit facing 

the parents (Ebster, Wagner and Neumueller, 2009). Similarly, this research found that children in 

pushchairs have fewer chances to browse for snacks and toys as they are physically restricted to 

reach for any merchandise they are interested with compared to those who are freely roaming on 

their feet. In addition to that, the research found that children cause less stress to parents when 

they sit calmly in a pushchair, not stirring around, causing clutter to merchandise (Ming Lim and 

Hultén, 2015). However, it is of their nature for kids to explore and seek out new challenges around 

them so after some time, children are found begging their parents to let them out of the pushchair 

to play and browse freely around the store (Wiener, 2004). By providing a toy to play with, children 

can be kept longer and calmer inside the pushchair, as they would when given a toy while waiting 

for parents to finish their browsing and make payment for their purchases. 

Lack of interest to browse at section selling merchandise for adult or other groups of customer 

This section will further discuss on how children respond and behave when browsing at non-

children related section while shopping with parents such as in adult's clothing store, household 
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merchandise, drug store, beauty and health store and other types of stores within the SC. In many 

occasions, children are found to entertain themselves through running, grabbing merchandise, 

dancing and playing with peer companion while when the parents browse in-store. Unfortunately, 

after some time, children can get bored and show negative emotion when parents spend too much 

time browsing in these stores. Previous research highlighted that for children, visiting a store is one 

way to explore new and meaningful activities to get away from boring repetitive routine at home 

(Feenstra et al., 2015). However, parents and children typically have different shopping motives, 

which in return make children feel unhappy with the shopping procedures and how it is organised 

(de Faultrier et al., 2014c; Ayadi and Cao, 2016). For example, parents go to SC to buy items while 

children, on the other hand, are always in their nature seeking fun and entertainment while 

browsing together with a parent in the same store. As highlighted by parents, children are less 

enthusiastic towards the non-children related store and will get bored easily as they cannot relate 

to the merchandise displayed due to the lack of fun the store could offer them (Wiener, 2004; de 

Faultrier et al., 2014c; Ayadi and Cao, 2016). Even when they seem to be able to wait for parents to 

browse earlier in the journey patiently, they are observed to be entertaining themselves through 

imaginative play or by playing with a peer companion. However in many occasions, children's 

playful behaviour in one store will possibly lead to conflicts and stress to both parents and children 

(Hultén, 2011). This finding is consistent with other research, which explains that children playful 

behaviour be it by their own or with another peer may cause parents to feel uneasy and further 

influence their decision to stay in one store (Hultén, 2011; de Faultrier et al., 2014c). Majority of 

the parents chose to shorten their browsing time, leave the store without making any purchases or 

come back later without children when their child starts to play, fight and making too much of a 

loud noise in the store.  

It is also revealed through this research that children show less interest to visit sections selling 

merchandise for babies and children from the opposite gender. Similarly, previous research also 

points out that children refuse to use merchandise or furniture in one store if they find the visual 

appearance is too far different, either too boyish or girlish compared to their self (Ayadi and Cao, 

2016). In addition, this research revealed that children show less interest to visit a store selling 

merchandise for babies or younger children. As they get older, children demonstrate new interest 

towards a different kind of entertainment and therefore, have no interest in merchandise designed 

and made for younger ones (Valkenburg and Cantor, 2001).  

Based on the finding, figure 22 shows the first key factor of the theoretical framework of the effects 

of SAV on children aged between three to seven years during shopping within SC. There are four 

subfactors under this key factor namely shopping knowledge and abilities, imaginative and playful 
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behaviour, browsing behaviour and navigational skills and lack of interest towards sections selling 

merchandise for adult or other groups of customer. 

 

 

 

 

 

 

 

 

 

 

 

This chapter discusses children shopping knowledge, ability, imaginative play and browsing 

behaviour. The next chapter will further discuss children attention towards in-store decorative 

elements, electronic devices and entertainment unit while shopping.

Children shopping knowledge, 

ability, imaginative play and 

browsing behaviour 

 

• Shopping knowledge and abilities 

(Knowledge towards value of money and 

purchases, abilities to secure merchandise 

in hand, limitation of height and walk for 

long hours) 

• Imaginative and playful behaviour 

(imaginative play, playing with toys) 

• Browsing behaviour and navigational skills 

• Lack of interest towards section-selling 

merchandise for adult or other group of 

customer 

 

 Figure 22 Children shopping knowledge, ability, imaginative play and browsing behaviour 

(Author, 2019) 
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 Children attention towards in-store 

decorative elements, electronic devices and 

entertainment unit 

5.1 Introduction 

The previous chapter discusses children’s shopping ability and exploration behaviour while 

shopping within the SC. The research discovered that children could easily find the location for 

snacks and children-related merchandise such as toys and accessories from shelves. However, 

children are also found to have limitations for long walks, carrying heavy items and difficulties in 

looking for merchandises placed on higher shelves.  This following chapter will discuss further on 

children’s attention towards SAV, including the decorative elements, in-store electronic devices and 

children entertainment unit while shopping.  

5.2 In-store decorative elements  

5.2.1 Window display  

Children are found to respond and interact with decorative elements in SC such as window display, 

colour of the store, reflective surfaces, festive decoration and floor tiles pattern. When browsing, 

they are attracted to take a closer look at merchandises placed inside the window display. Several 

children are found to stop and stand, kneel and even squatting down in front of the window to 

observe mini figurine toys, game card, electronic gadget, decoration item and other merchandises 

displayed when walking by a store window display. Most of the children excitedly tugged their 

parent’s hand (Figure 23) and exclaimed with excitement when they see favourable items on display: 

He looked into the window display in front of the toy store. He saw a bright green Alien toy 

inside the window display and shouts “toy, toy, it is a toy!” (boy, five y/o). 



 

116 

 

 

Figure 23 Children excitedly tugged their parent’s hand and exclaimed with excitement when 

they see favourable items on display (video observation) 

Children’s interest in merchandises displayed inside the window has great influence over their 

behaviour towards one store. Some children are found immediately walking into a store to take a 

closer look at other items inside after observing children’s merchandises inside the window display. 

Additionally, children are also found making purchase request to parents while observing them: 

He requests his mother to buy him a set of play card that he saw behind the glass front 

window display. He then shouts excitedly upon entering the store to check on other play 

cards and toy on the shelves (boy, six y/o). 

Furthermore, children can be easily attracted to approach a store window display with bright 

coloured promotional items displayed behind the glass window: 

He grabs the red colour balloons inside the window display area. His father took the balloon 

off his hand and returned it to its place (boy, three y/o). 

5.2.2 Colour of the Store  

Another decorative element that can easily attract children’s attention is the colour of the store. 

Parents mentioned that children are attracted to visit a store “because of the colours they use over 

there” (Della, mother, 36 y/o) and “… the pink colour of the SC usually attracts her attention” (Zetty, 

mother, 34 y/o). Research also found that children demonstrate great interest in the colourful logo:  

“Daddy, what is the (store’s) name, daddy?” ask him while looking at the colourful store 

logo (boy, five y/o). 

During the observation, children are found to replicate the colourful store logo when doing 

colouring activities provided at the kids colouring section in the store. Children’s interest in the 

store colour may also affect children’s staying decision in one particular selling space. One of the 
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parents explained that his child would stay longer when visiting a colourful store “...if he steps into 

that [colourful] surrounding, he tends to stay for a longer period” (Simon, father, 33 y/o). 

5.2.3 High Reflective Surfaces  

Other than the colour of the store, children also demonstrate great interest towards their reflection 

on reflective surfaces like mirrors or reflective decals. Adult customers use mirrors to check on 

themselves when trying on new items such as caps and sweatshirts. On the contrary, this research 

found that children use mirrors and other reflective surfaces to check over their reflection whilst 

role-playing, making funny faces, talking, singing, smiling and even kissing their reflections while 

shopping (Figure 24). Parents explained, “if there is any mirror, ...she will get herself entertained by 

making funny faces, talking and singing to her self… she will just stand in front of the mirror and 

play with her baby doll” (Iva, mother, 32 y/o). During the observation, many children are found 

excitedly interacting with their reflection images: 

He suddenly runs towards one of the booths when he saw his reflection on the reflective 

wall surface (boy, three y/o). 

Her father lifts her up to let her look at her reflection on the panel of the booth. She kissed 

her reflection for a couple of times and giggled joyfully (girl, three y/o). 

 

Figure 24 Children use mirrors and other reflective surfaces to interact with own reflections 

(video observation) 

Meanwhile, research also found that some parents choose to let their children play with these 

reflective surfaces for some time to distract them from making more purchase request. “We can 

distract (girl, three y/o) from requesting more stuff... we find a mirror so she can play with her own 

[imaginative] characters” (Sahil, father, 33 y/o).  
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5.2.4 Checkerboards Floor Tiles Pattern  

This research also found that children are also attracted to play over checkerboard floor tiles 

pattern while roaming in the store or walkways. During the observation, the majority of the children 

demonstrates interest to jump, slide and play hopscotch along with the checkerboard floor tiles 

(Figure 25). They would start jumping where the checkerboard pattern begins and stop at the end 

of the tile pattern. Children also exhibit joyful emotion when they complete their steps at the end 

of the checkerboard floor tiles pattern:  

He plays hopscotch on the big checkerboard floor tiles, closely following his mother, who 

is browsing in the clothing store (boy, five y/o). 

 

Figure 25 Children play hopscotch along with the checkerboard floor tiles (video observation) 

5.2.5 Festive Decoration Item 

Another category of merchandise that appeals to children’s attention are festive decorations. 

During festive seasons such as Halloween and Christmas, many children are seen excitedly browsing 

through various kinds of decorative items including Christmas tree, fairy lights, Halloween masks 

and Husky dog statue: 

He stops in front of the Husky dog statue and strokes its front leg. Later, he touches and 

strokes another dog statue nearby. He smiles in excitement while caressing the leg (boy, 

four y/o). 
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As recorded by some of the parents, “they put certain Christmas decoration [item] that attract his 

attention to visit the shelves” (Sid, father, 38 y/o). Remarkably, most of the children would respond 

and interact with these decorative items and play with them as if they are toys to play with (Figure 

26). One of the parents recorded in his cSED that his child was intrigued to ride on some of the 

Christmas animal decorative statues during their shopping visit. Meanwhile, other children were 

recorded ringing and playing the Christmas decorative doorbells while browsing in the store. He 

requests to purchase a bright purple Christmas tree bauble when he was looking for a toy (boy, 

three y/o).  

 

Figure 26 Children play with artificial snowflakes on Christmas decoration stage (video 

observation) 

It can be concluded that from the findings, children are found to respond to store decorative 

elements including window display, the colour of a store, highly reflective surfaces, floor tiles 

pattern and festive decoration items through their imaginative play while shopping. Other than 

decorative elements, children also show great interest to approach and interact with other SAV 

including in-store television advertisement, background music, colouring area, indoor play area and 

COFRM which will be discussed further in the next section of this research. 

5.3 In-store electronic devices and children entertainment unit 

5.3.1 In-store television advertisement, interactive monitor and background music 

Children also demonstrate approach behaviour when responding to a cartoon and animation 

advertisement played on television while shopping. In many occasions, children would stop 
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browsing and then run and stand in front of the television screen (Figure 27) to watch the cartoon 

advertisement aired “when she sees the cartoon [advertisement] on the television or anywhere in 

the SC, she will stop to watch it for a while” (Iva, mother, 32 y/o). Besides watching, children also 

demonstrate positive and joyful emotion through smiling and laughing while watching in-store 

cartoon advertisement. They are also found to make a purchase request for toys and clothes after 

watching them on the television screen. As highlighted by a parent “[she is] easily influenced by the 

television commercials” (Violet, mother, 36 y/o). In contrast, children will ignore or only take a 

glance at the non-children related programme before walking away from the television unit:  

His father stops and points out a football match result displayed on the television screen. 

He takes a glance before turning his head away from the television and walked away (boy, 

five y/o).  

 

Figure 27 Children stop and watch cartoon advertisement while browsing (video observation) 

Children are also attracted to touch screen monitors inside glass displays, and electronic tablet 

mounted on pillars. During the observation, children jump with excitement when they see said 

devices and spend some time closely looking at them. One parent highlighted that his children are 

interested in spending some time playing on the interactive touch screen provided by the store 

“there are some touch screens [monitor] ...children can do some activities there” (Fischer, father, 

39 y/o). Similarly, research also revealed that children demonstrate great interest to watch over 

their self on the security monitor. As highlighted by one of the parents, “they will get distracted 

with CCTV... we can be standing there for a few minutes, looking at their selves [through CCTV’s 

screen nearby]” (Sahil, father, 33 y/o). 
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Apart from a cartoon advertisement and touch screen monitors, children also demonstrate an 

interest in background music when browsing in stores. In general, children are found to be dancing 

and singing along when the music of their interest is played. As explained by one of the parent 

participants, “if she loves the song, and she knows it, she will surely be singing along” (Zetty, mother, 

34 y/o). Meanwhile, one of the parents recorded in her cSED, “He likes the music that was played 

at the Christmas market… he danced when he hears the music, especially when listening to a 

Christmas song” (Anna, mother, 36 y/o). During the observation, some children are seen happily 

dancing to the loud and fast rhythm music in the background: 

He continues dancing, spinning around and jumping whilst walking and listening to the 

background music. He missed some steps while dancing and occasionally fell. However, he 

enjoyed and did it repeatedly (boy, three y/o). 

They dance happily while listening to the loud background music. However, they stopped 

dancing when the music ends (girl, four y/o).  

However, children interest to dance is very much influenced by their mood and the presence of 

other customers around them “she will dance if she is in a good mood” (Iva, mother, 32 y/o), “He 

likes to dance, especially when there are kids [around]” (Sid, father, 38 y/o). 

5.3.2 In-store colouring and play area 

Children also respond very well and are attracted to do colouring activities while they wait for the 

parents to browse and select merchandises in stores. One of the parents highlighted “there were a 

bench and chairs with some colouring books...she ran to that area and started colouring” (Sean, 

father, 33 y/o). During the observation, children look forward to visiting stores that provide 

colouring area and would excitedly enter one when they see it. Children pay great concentration to 

the colouring activity, calmly sitting and colouring away the pages provided “She does not care 

whatever we do anymore”.  Majority of the children spent a great amount of time colouring by 

themselves or with a parent companion by their side: 

She steps into the children’s clothing store and found a colouring table with colour pencils 

and colouring sheets. She spent about 30 minutes there while her father sits next to her 

(girl, three y/o). 

Several children are found requesting additional time to complete their colouring activity when the 

parents are done with their purchases and wish to leave the store. Research also revealed that 

children could put all stationaries used back in place and tidy up their table after completing their 
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activity. Interestingly, the research found that the majority of parents receives less distraction when 

browsing as the children are fully immersed in their colouring activity. Children also demonstrate 

great satisfaction, positive behaviour, and are a lot calmer when leaving the store. However, not all 

children are interested in in-store colouring activities. During the observation, one of the children 

(girl, seven y/o) chose to go with her parents and browse for merchandise instead of doing the 

colouring activities with her two other sisters.  

Another section that also attracts children’s attention is the indoor play area typically located in the 

central atrium or within the walkways of the SC. The research found that the majority of the children 

look forward to visit and spend a great time in the indoor play area. Majority of the children prefers 

to stay and play there rather than to continue shopping with parents in the store. As highlighted by 

some parents, many children are seen eager to go to the play area and eventually, refuse to 

continue shopping after spending some time there “We gave them two choices, whether they want 

to go shopping or play [at the indoor play area]. (Girl, four y/o) tells her father that she wanted to 

go for a play” (Iva, mother, 32 y/o). “When he found a playground in the middle of the SC, he refused 

to go for shopping and just want to play over there” (Shawn, father, 37 y/o). Due to this conflict of 

interest, some parents will either complete their purchases first, shorten their shopping time or 

split duties with their partners so one can watch the children in the indoor play area while the other 

shops. As highlighted by one of the parents during the interview, “when we go to the city [for 

shopping], I will let her know that we have to buy this and that first before bringing her to a 

playground” (Iva, mother, 32 y/o). Another parent highlighted “we usually leave (boy, three y/o) to 

the last part of the journey because he will distract our [shopping] attention” (Sid, father, 38 y/o).  

Other than above, children also demonstrate an interest in pop up shops providing children’s 

activities such as art and craft services. Some parents highlighted that children activities at some 

pop-up shop might help them to enjoy their shopping journey more while shopping together “when 

there some activities, it might help fill up their time” (Fischer, father, 39 y/o).  

5.3.3 Coin-operated fun ride machine (COFRM)  

Other than the play area, the majority of the children shows great interest in the COFRM. There are 

various shapes and designs for this machine, including sports cars, minibus and recycling trucks, 

which will move around and play music once enough coins are inserted into the slot. Buttons on 

these machines will also light up, following the rhythm played to the child sitting inside it. Many 

children would walk, run, and climb into the machine as soon as they spot one from afar. In general, 

children are excited when their parents agree to let them play with the COFRM during their 
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shopping visit. Some children would first walk around it to observe the colourful decals and cartoon 

images on the machine before climbing into one. Children also demonstrate great amusement 

towards the machine by touching the exterior, including a red coloured tail lamp and blinking lights 

fitted on both the front and back of the ride. Similarly, children also enjoy looking and pressing light-

up buttons that blink on top of the interior front panel (Figure 28) that also animates a cartoony 

voice or accelerating car sounds on each press of a button: 

She smiles when the COFRM creates some accelerating sounds continuously. “I want more 

sound,” she shouts joyfully while looking at the COFRM. “I am not tired… this is fun,” she 

continued to press the buttons for a while (girl, three y/o). 

Apart from their interest in fancy light and sound, children also show curiosity towards the 

movement of the machine that bobs around to the accompanying music. One of the children took 

a sudden step off from a moving COFRM to observe how it works from the outside: 

Suddenly he jumps off the machine and observe it from the outside while it still moves. His 

father tries to get him to sit back, but he refuses and continues to observe it with great 

interest and curiosity (boy, three y/o). 

 

Figure 28 Children sitting while pressing blinking buttons inside the COFRM (video observation) 

Interestingly, children also show interest to sit and spend some time inside the machine even when 

it is broken or not in full operation. Majority of the children would smile and happily press the 

blinking buttons, spinning the steering wheel, playing with own toy, singing, eating and drinking 

inside a COFRM even when it is not moving or create any sound. As observed, the machine also 

serves as a seating object and observation spot for children to wait for their parents to complete 

the shopping. As explained by parents, “even though I did not put in any coin, he still wants to spend 
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a minute in there” (Sloan, father, 37 y/o). Other parents highlighted, “They [both daughter] played 

with the COFRM for approximately 20 minutes, without inserting any coins… they still having fun 

playing with it” (Sahil, father, 33 y/o).  

Research also revealed that children spent a great time socializing with siblings and parents while 

playing and sitting inside the COFRM. During the observation, a small number of children are seen 

happily playing with a sibling and other children they have just met, exploring the machine together. 

Meanwhile, another child expresses her joyful emotion while answering some educational quiz on 

the machine together with her parents: 

She is playing the digital educational game while sitting inside the COFRM. She presses a 

button to answer the quiz with her father’s help. They both enjoyed answering the 

questions together (girl, five y/o). 

Due to children’s great interest to sit and play inside the COFRM, few children are seen to show 

disagreement when asked to stop and step down from the ride to proceed with their shopping. As 

a result, children would shout and whine as a sign of objection when parents asked them to leave. 

“Okay, let’s go!” said her father. “No! No! No!” (Girl, three y/o) shouts and continues 

steering the COFRM again. Another boy is waiting for his turn to ride the machine, but she 

continues to sit and ignores the boy.  

Children who had the chance to go on rides on the COFRM express great satisfaction after playing 

and exploring the machine. As a result, some children are keen to revisit and play with the same 

machine again within the same day.  

However, not all parents agree to let their children have a go on the COFRM while shopping. During 

the interview, some parents choose not to provide coins when their children request for a ride on 

the machine even when they know this will lead to children’s disappointment; whining or nagging 

behaviour. Parents mentioned that letting children play with COFRM might result in a non-

productive shopping time “we could end up spending between 10 and 15 minutes there. “We will 

be wasting a lot of time on it” (Shawn, father, 37 y/o). Due to this reason, some parents choose to 

take other routes avoiding the COFRM when browsing in the SC.  

In comparison to younger children, elder children show less interest to play with the COFRM. They 

are found only to observe or touch the machine without climbing into it or asking permission from 

parents to have a go: 
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He walks towards the red colour COFRM. He leaned against it and said, “This is for babies!” 

He continues to look around, touching it before walking away towards his mother (boy, six 

y/o).  

As this section discusses how children response towards a COFRM while shopping, the next 

following section will go further on how children respond towards the variables mentioned above 

in further details. 

5.4 Discussion 

In-store decorative elements  

This section will further elaborate findings related to how children respond towards in-store 

decorative elements, electronic devices and children entertainment unit while shopping. The 

research found that children demonstrate great interest to approach and look into store window 

displays when they are attracted to the items displayed behind the glass. In many occasions, 

children are found to observe new toys, game cards, dolls, superheroes figurines and other types 

of children-related merchandises. However, they would hardly stop at any store displaying non-

children-related items. Intrigued by these displays, children are seen to enter the store to check on 

other merchandises inside. This finding is consistent with previous research, which highlights that 

a customer will enter a store if they are attracted with items on display (Ballantine, Parsons and 

Comeskey, 2015). However, children pay more attention to certain details such as colours in the 

window display. Research observation found that children are more responsive towards attractive 

decorative elements such as bright coloured balloons. 

Similarly, Ballantine, Parsons and Comeskey (2015) and Lange, Rosengren and Blom (2016) stated 

that customer might approach and visit one store if the window display is creatively arranged. In 

this occasion, children are not tempted by specific merchandise displayed but rather enthralled by 

the setting and decorations used inside the display. However, this will only attract them to stop by 

but is less likely to influence them to enter. As observed, few children are seen walking towards a 

store window display to observe and take promotional balloons displayed inside but immediately 

walked away when they are told off by the parents to return the balloons in place. 

Another SAV that attracts children’s attention is the colour of the store. This research revealed that 

children prefer to visit stores painted in colourful and bright cheerful colours such as yellow, purple 

and bright green. Previous researchers highlighted that individuals respond to colours differently, 

as the meaning of colours might differ across age and culture (Aslam, 2006; Kathie Alexander, 2010). 
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However, a few researchers stated that most of the stores aiming at younger customers are found 

painted in bright, pastels and lively colours as it evokes positive feelings to their target segment 

(Cook, 2003; Ballantine, Parsons and Comeskey, 2015). As a result, children feel a lot happier, 

calmer and are motivated to browse, spend more time and purchase merchandise (Turley and 

Milliman, 2000; Kathie Alexander, 2010). Research also found that colours can help increase 

children’s brand awareness (Ironico, 2012). For example, colour of a brand logo helps them 

recognize and differentiate one brand from another (Aslam, 2006; Deli-Gray et al., 2016). However, 

it is also crucial to understand that children’s interest towards one specific colour is also influenced 

by their personal emotional response and liking, which will further influence their judgement to 

visit and stay longer at one store.   

From the observation, children were also recorded to respond well towards high reflective surface 

such as mirrors. Majority of the children checking on their self-reflection, role-playing, talking, 

singing and kissing own reflection while they wait for parents to browse for merchandise in the 

store. As previously discussed in section 4.5 of this research, children demonstrate the ability to 

explore their surroundings in a creative way to avoid boredom and entertain themselves during 

their shopping journey with the parents in SC. The finding supported by a few research, which 

stated that children commonly use SAV including mirror as a playing tool to seek for fun and any 

opportunities to play while shopping (Ironico, 2012; Ayadi and Cao, 2016).  

To date, there is very little research done to investigate how children respond towards floor fittings 

such as carpet and tiles when shopping. Observation carried out in this research found that children 

actively playing hopscotch and jumping over checkerboard floor pattern, which is commonly found 

along the walkways of the SC. The finding is consistent with other research, which explained that 

children are always looking down to check for any symbol or footprints decals on the floor (Ironico, 

2012; Ayadi and Cao, 2016). Children will eventually follow these graphic decals, jumping along as 

they walk. Similar to the mirrors, children creatively use checkerboard floor tile pattern as 

hopscotch squares to keep themselves entertained while walking alongside their parents.  

Research also found that children pay great attention towards the festive decorations items during 

both Christmas and Halloween seasons. During these seasons, SC uses decorative elements to 

create a unique shopping experience for its customer that will strongly encourage customer’s 

staying decision (Wakefield and Baker, 1998; Turley and Chebat, 2002; Ahmed, Ghingold and Dahari, 

2007). Most of the decorative elements are designed in striking colours, with the implementation 

of famous icons, cartoon and ghost characters in its decoration details. By using these kid-friendly 

characters and features, the shopping atmosphere is transformed, visually striking, attractive and 



 

127 

 

cheerful for children (Lucia-Palacios, Pérez-López and Polo-Redondo, 2016b). As a result, the 

majority of children are found demonstrating approach behaviour through interaction with 

balloons, fairy lights, Husky dog statue, Christmas doorbells and other decorative items when 

browsing in store. Similarly, results from the analysis showed that children are attracted and 

respond well towards store environment decorated with balloons and cartoon characters, as also 

discussed in chapter six of this research.  

In-store cartoon programme, television advertisement and background music 

Children demonstrate approach behaviour towards cartoon advertisement, including interactive 

touch screen monitor during their shopping journey. As previously discussed, children respond 

enthusiastically towards short cartoon advertisement as they are familiar with cartoon programmes 

and gain a lot of knowledge on clothes, toys and even food with their favourite character through 

daily exposures on television shows. Children can recognise background music of familiar cartoon 

shows and are found running towards in-store ceiling-mounted television only to watch the cartoon 

advertisement when they hear it while browsing in the store. Other than familiarity, research also 

found that children show a strong desire to purchase merchandise and clothes that they have seen 

in a cartoon advertisement. Badot et al. (2016) highlighted that this happened due to children’s 

limited ability to restrain themselves from wanting everything they see while browsing, as they 

have yet to understand the deeper meaning of money, price and shopping budget. 

Moreover, children can only understand persuasive advertising intents when they reach the age 

between 8 and 10 y/o (John, 1999). In comparison, the research found that children show very little 

attention towards in-store television showing non-children related advertisement, as previously 

discussed in section 4.5. Children are also found showing great interest in digital touch screen unit, 

including monitor and tablet fitted with electronic games, as previously highlighted by Tyler (2009). 

They are seen running towards electronic tablets in the SC with excitement as soon as they see one 

in the store or behind a glass display. However, most of the electronic tablet found by children 

during the observation is only for display purposes without any electronic games installed. In this 

occasion, children are seen only to observe and demonstrate very little interaction with the 

electronic device. In contrast, children are found to spend more time playing on the touch screen 

monitor inside a COFRM fitted with interactive cartoon games while riding the COFRM. 

Research also found that children will physically respond to background music while browsing in SC. 

In many occasions, children are seen excitedly dancing and singing along to the kids' song played as 

well as to other types of loud, fast rhythmic music. Research observation shows that children get 

excited and aroused when listening to the music types mentioned above, causing them to dance 
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and sing joyfully in the store. This finding is parallel to some other findings, which stated that 

children are attracted to and will dance around to loud and music with a strong rhythm (Ballantine, 

Parsons and Comeskey, 2015; Ayadi and Cao, 2016). Remarkably, they can spontaneously stop 

dancing when the music ends and continue to walk naturally again. Customers are proved to show 

significant response towards music and sometimes are not aware with any influence it has over 

both their physical and emotional behaviour (Turley and Milliman, 2000; Ming Lim and Hultén, 

2015). In this occasion, children do not intentionally stop dancing when the music ends. Their 

physical movement is being influenced by their emotional responses, which causes them to stop 

dancing immediately when the music stop playing. Research by Ming Lim and Hultén (2015) for 

example, found that the use of auditory sensory cues on children helps them pay attention towards 

audio storytelling sessions, resulting in a more positive attitude and calmer behaviour when 

shopping with parents. Although this research is only looking into how children respond towards 

actual SAV but not towards controlled audio elements, it is evident that children demonstrate joyful 

emotion and physical response towards music played in a shopping environment. 

In-store colouring and play area 

The research revealed that children show great interest in in-store colouring activities and play 

areas provided in SC. Without them, children are left only with their effort and creativity to be 

entertained. The colouring section usually provides a few small tables and chairs for children, 

together with colouring sheets, crayons and pencil colours. As highlighted by Tyler (2009), the 

presence of a colouring area makes children feel comfortable as they can feel that section is created 

especially for them. Previous research by de Faultrier et al. (2014c) also highlighted that allocating 

a small space for children equipped with stationaries and papers makes them feel included in the 

shopping activity instead of as just a shopping companion to the parents. This research proved that 

although children do not browse around as parents do, they still show positive response and 

excitement when allowed to do the colouring activity. This results in good behaviour among 

children; sitting calmly to complete their colouring tasks  and causing less browsing distractions to 

the parents. Children are also found to request for additional colouring time when visiting stores 

with a colouring area. This finding is parallel to previous findings highlighted by Turley and Chebat 

(2002) that different group of shoppers have varied response towards time spent in one store. In 

this occasion, children responding well towards in-store colouring activity will request for additional 

time to complete their tasks even when the parents are done with their shopping and wish to leave 

the store. Turley and Chebat (2002) further explained, holding one customer in-store will help 

encourage other customer's browsing behaviour resulting in more impulse purchases and lessen 

time spent at other competitor’s store. Similarly, parents who allow their children to finish their 
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colouring activity will then continue to browse for merchandises. However, there is no evidence 

found of them making additional purchases following additional browsing time given to children. 

Much alike to the colouring area, children also demonstrate great interest to play at indoor and 

small play areas located at the centre or walkways of the SC. As previously discussed in this research, 

children interest to play is obvious, especially when there is an area that is purposely built to serve 

this need. However, children may find it difficult to get permission from their parents to play due 

to several reasons. As found in this research, parents are often reluctant to let children play at an 

indoor play area as it will take more time into their shopping journey and are worried that children 

might get hurt if they fall or are pushed by other children. Additionally, letting children play at an 

indoor playground may also result in conflicts between parents and child, especially when the 

children refuse to stop playing and continue with the shopping. 

Similarly, previous research by de Faultrier et al. (2014c) explains that the play areas limit parent’s 

visibility over their children, leaving them in doubts to continue browsing and leave the children 

there as they are concerned of their safety. As stated by one of the parents, SC should provide a 

secured play area for parents to leave children and continue to shop with peace in mind. This finding 

is consistent with other research by de Faultrier et al. (2014c), who said that although a play area 

might be available in the SC, parents would still need to pay and then stay with children while 

playing. In other words, parents are unable to continue with their shopping if the children choose 

to stay and play in the indoor play area.  

Coin-operated fun ride machine (COFRM) 

COFRM is one of the variables in the SC that is popular among children. As observed, COFRM is 

designed in child-friendly shapes such as mini-vehicles and oversized cartoon and animal characters 

from children television shows. Apart from its child-friendly characters, children are also attracted 

to COFRM because they are decorated in bright, striking colours with fancy, colourful body parts. 

Some COFRM are also equipped with interactive screens, blinking lights that animate to the special 

sound effects such as the sound of a car engine and lively songs, exciting all senses in children when 

riding the machine. 

In many occasions, children show positive response through facial expression and physical contact 

when they spot COFRM in the walkways of the SC. Children are found smiling and then running to 

observe and touch the exterior parts, blinking lights and pressing the buttons on the front panel of 

the machine. Previous research found that children enjoy playing with toys such as small vehicles 

animal figurine, as a way to keep them entertained in the store (Cook, 2003; Wiener, 2004; Ironico, 
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2012). Cook (2003) further explained that children love little surprises and gain great pleasure when 

they find animal characters and dolls on shelves around the store. In similar to these findings, 

children are attracted to ride and play the COFRM because it represents the physical features of 

child-friendly, favourable characters, objects and animals they love. Research by Ballantine, Parsons 

and Comeskey (2015) also highlighted that young customers respond very well to bright lights and 

colours compared to older ones. 

Similarly, this research found that children are attracted to COFRM because they are designed with 

blinking lights that animates to the rhythm or sound effects played. Combination of both visual and 

audio elements works well in evoking a child’s interest to explore the COFRM, even when the 

machine is broken and not in full operation. During this occasion, children are found to be hitting 

the blinking buttons, spinning the steering wheel and listening to both audio and music joyfully 

even though the machine is not moving at all. As previously highlighted, children like to explore, 

being creative and use their playful imagination to keep themselves entertained, even when the 

machine is not working as it should (Wiener, 2004; Ironico, 2012; Ayadi and Cao, 2016).  

However, not all parents will allow children to go and play on a COFRM. This research revealed that 

parents think that letting children play with the unit will lessen their opportunity to browse longer 

at other stores as they would have to spend more time to wait for the children to play. Additionally, 

most of the machines are located in common areas far away from other stores. As a result, parents 

find it hard to browse other merchandises while leaving children unattended at the COFRM. This 

finding is consistent with previous research by de Faultrier et al. (2014c), which highlighted that it 

should be a priority for stores to consider the location of their entertainment unit, to allow parents 

to monitor their children playing and continue to browse around the store. Importantly, this 

research also found that some children, especially the older ones, demonstrate less interest 

towards the COFRM, due to a few reasons including change of interest towards the preference of 

toys, are occupied playing with other handheld toys or engaged in physical games like hide-and-

seek with other family members. One of the older children commented that COFRM is only suitable 

for smaller children and therefore, shows no interest to play with the machines and choose only to 

observe younger siblings playing with them.  

This section revealed that children are attracted and respond to in-store decorative elements, in-

store electronic devices and entertainment unit while shopping. The following chapter will discuss 

children’s response towards merchandise, food and snacks. These groups of variables are listed and 

discussed by Turley and Milliman (2000) as some of the variables that are influential towards 

customer’s visiting intention and shopping behaviour when visiting one store. Therefore, it is 
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important to understand how children respond and behave towards these categories of 

merchandise, toys and snacks during their shopping journey. 

Figure 29 shows another key factor of the theoretical framework of this research, which is children 

attention towards in-store decorative elements, electronic devices and entertainment unit. There 

are two subfactors which highly influence children shopping behaviour and responses while 

shopping, which are the decorative elements of the store and electronic devices and children 

entertainment unit. The in-store decorative elements include children attention towards window 

display, store colour, highly reflective surfaces, checkerboard floor tiles pattern and festival 

decoration item. Another group of SAV is the in-store electronic devices and children entertainment 

unit, which includes children attention towards cartoon television advertisement, background 

music, colouring area, play area and COFRM). 

 

 

 

 

 

 

 

 

 

 

 

This chapter discusses children attention towards in-store decorative elements, electronic devices 

and entertainment unit while shopping. The next chapter will further discuss children attention 

towards categories for toys, merchandise and snacks.

Children attention towards in-store 

decorative elements, electronic 

devices and entertainment unit 

 

• Decorative elements (window display, 

colour of the store, high reflective 

surfaces, checkerboards floor tiles 

pattern, festive decoration item) 

• Electronic devices and children 

entertainment unit (in-store television 

advertisement,  interactive monitor and 

background music, in-store colouring and 

play area, coin operated fun ride machine) 

 
Figure 29 Children attention towards in-store decorative elements, electronic devices 

and entertainment unit (Author, 2019) 
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 Children attention towards toys, 

merchandise and snacks 

6.1 Introduction 

Children have a specific interest in certain categories of merchandise, especially when it comes to 

toys and snacks. However, children interest and purchases towards merchandise might change over 

time as their liking towards brands and categories for entertainment grow, very much by the 

influence of peers, family members, through exposure at school, online marketing and others 

influencer (Valkenburg and Cantor, 2001; Feenstra et al., 2015; Kail and Cavanaugh, 2017). As 

highlighted by one of the parents, “as he is getting bigger, he has his interest and style” (Fischer, 

father, 39 y/o). During the shopping visit, children are found making physical contact with 

merchandise within their reach by taking a closer look, touching and grabbing it and playing with 

them “she is very curious about everything and she want to touch those things” (Violet, mother, 36 

y/o). It is found through the observation that children pay great attention towards a specific 

category of merchandise, especially when they are attractive, used or consumed regularly such as 

a toy, snacks, stationaries and wearable accessories. Not all merchandise displayed attracts 

children’s attention, especially those they irregularly and indirectly use such as kitchen appliances, 

bedding accessories and many others. This section discusses the main categories of merchandise 

found to commonly attract children’s attention during their shopping visits at the SC. 

6.2 Attention towards toy  

The research revealed that the majority of the children would ask their parents to purchase at least 

one toy or snack for them during each visit. The type of merchandise and snacks purchased might 

differ between gender and age (Kail and Cavanaugh, 2017). For example, boys spend great attention 

towards small vehicles, mini figurines and play cards, while girls prefer princess-themed soft toys, 

dolls, fashion accessories and toys with girly features when browsing. As for the age, the majority 

of young boys love to play with small handheld toy vehicle, friendly-looking animals and cute 

cartoon characters while older boys prefer collectibles or personal merchandise with more realistic 

and heroic features. Small girls who love cute and girly dolls tend to opt for wearable accessories 

as they grow bigger. Children’s preference towards these specific categories of merchandise has 

great influence over their approach and avoidance behaviours, purchase decision, time spent and 
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other shopping decisions. However, some children demonstrate similar interest to certain 

categories of toys and snacks. For example, both boys and girls are found to show the same 

preference towards soft animal toys, slime products and snacks. The next section will discuss 

further on children’s attention and responds towards merchandise from the categories mentioned 

above.  

6.2.1 Small vehicles and toys with sound and lighting effects 

Children, especially boys, demonstrate great interest towards small toy vehicle such as police car, 

trucks, aeroplane and remote control sports car. They will be shouting in excitement when they 

spot any on display, before taking a closer look at them. As previously discussed in section 4.3.2 of 

this research, many children are found holding and playing with small toy vehicle while browsing 

and waiting for their parents, be it at the checkout counter or in the pushchair (Figure 30). As 

noticed, children’s interest in this category of toy peaked if the vehicle makes a sound effect 

complete with flashing lights once they press the interactive button on the vehicle. During the 

observation, children are seen dancing along to the tune and spending a long time with that toy, 

pressing the buttons repeatedly to play the sound and lighting effects “If it has a song, oh my god. 

He will dance [laughing]… he will come back again to that specific toy” (Sid, father, 38 y/o). Due to 

their curiosity and interest, some children are found asking for help from parents to press the 

button on toys that are out of reach, only to listen and watch the effects it can play.  

 

Figure 30 Children excited when found and play small toy vehicle while browsing (video 

observation) 

Other than small toy vehicles, this research also found that boys show great interest with other 

merchandise that produces lights and realistic sound effects, including three-dimensional electronic 

puzzles and mini guitar when browsing in the SC.  



 

135 

 

6.2.2 Soft toys, dolls and mini figurines 

On the contrary, it is observed that girls have a preference towards cute animal soft toys such as 

cat, bear, hedgehog and rabbit. During the observation, the majority of the children show great 

interest to browse into a store that displays cute animal soft toys lined up on shelves near the 

entrance. With joyful facial expression, they will be giggling whilst playing, cuddling, caressing and 

hugging the cute animal soft toys in the store (Figure 31). It is also observed that when asked to 

leave, a few children insist on staying longer to play with the soft toys. Interestingly, research also 

found that only a few boys are interested in having a look at soft animal toys and the majority of 

them will just ignore and walk pass by uninterestedly. 

Another group of merchandise that attract children’s attention are dolls and mini figurines 

character toy. Children, especially girls, demonstrates interest towards toy princesses and female 

cartoon-character dolls. On many occasions, they are seen to be pulling their parents closer to show 

how a doll functions. One particular doll that is popular among girls is a customizable one, complete 

with options of clothing and accessories to style it. Research also found that children have a certain 

specific style of dolls that they like, and would want to purchase similar ones even when they 

already have the same one at home.  

 

Figure 31 Children hugging and holding animal soft toys in the store (video observation) 

Cute miniature figurine toys are also popular among these little customers, with superheroes and 

cartoon character figurines being on top of their list. It is observed that children spend fairly a long 

time observing and playing with mini figurines they found on display, even more, when there is a 

whole collection of characters available on the shelves. Playing with these figurines and wandering 
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deep into character in their imagination, these kids are seen to ignore the parent’s request to leave 

and continued to play inside the store: 

His father suggested him to continue with their shopping journey but he ignored him and 

continued to play with the [constructions toy’s name] mini figurine toy (boy, four y/o). 

6.3 Merchandise with printed cartoon images 

The above section explains how children respond towards toys such as small vehicle, dolls and mini 

figurines toys while shopping. This section will further discuss children’s attention and response 

towards merchandises with printed cartoon images. During the observation, children demonstrate 

attentiveness towards merchandise with cartoon character images printed on them such as water 

bottle, drinking cup, stationaries, backpack, DVD, food utensils, carpet, shopping bag and kid’s 

cleansing products (Figure 32). Children will be shouting in excitement and notify the parents which 

cartoon character they found on the merchandise. Some would even start humming and singing 

the theme song of the characters on the merchandise. With the findings mentioned above, it is 

clear that children are keen to purchase merchandise with the image of their favourite cartoon 

characters on in the SC: 

She points her finger towards [cartoon’s name] doll from the [movie’s name] and starts 

whining, “I want that, I want that” (girl, three y/o). 

 

Figure 32 Children demonstrates attentiveness towards merchandise with cartoon character 

images (video observation) 
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Other than the said merchandises, children are also seen to show great interest in collectible play 

card set with cartoon characters printed on when browsing in the store. Most of the children are 

found stopping by the play cards display area and spent some time looking at them before making 

a purchase request: 

“This is a [cartoon’s name] card! I want it, I want it, mummy”. He point out to the cards and 

continued begging to buy the play card set (boy, six y/o). 

Some parents would let their children spend some time to browse through the cards displayed even 

when they have no intention of buying any for the hopeful kids. Due to the disagreement, some 

children would be stay and continue to look at the cards even when they are requested to leave by 

the parents:  

His father told him to keep on walking but he stands firmly in front of the [cartoon’s name] 

cards display box and observes the collectible cards one by one. He insists on staying a bit 

longer before reluctantly following his father out of the store (boy, four y/o).  

6.4 Children's clothes, wearable fashion accessories and costumes 

Children are also found attracted to browse children’s clothing, wearable fashion accessories and 

costumes while shopping. Majority of the girls are seen approaching clothing such as princesses’ 

gown, dresses with feminine colours and tops with glittery cartoon images. In contrast, boys would 

be looking at clothing printed with superheroes, knights or racing car images. In many occasions, 

children would flick over dresses hung on the rack before yelling and pointing fingers towards 

clothes they found interesting. Children are also able to spot clothing and costume worn by their 

favourite cartoon characters. As observed, one of the children was found running towards a similar 

costume displayed in the store which he had seen on the television commercial before. 

Another category of merchandise that is popular among girls are wearable products and fashion 

accessories such as a backpack, necklace, wristband, shoes, nail polish, lipstick, shower bombs, 

shampoos, perfume, hand lotion, makeup sets and many other accessories. To note, some children, 

especially the older ones, are more attracted to observe and try out wearable fashion accessories 

compared to toys. This interest results in them spending more time in that particular section and 

repeatedly asking for permission to purchase one of the wearable accessories from the parents.  

Another type of merchandise that attracts children’s attention during shopping is the Halloween 

costume and decorative merchandise. Children demonstrate great interest towards the Halloween 
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costume by trying on an alien, animal or ghost masks when they shop during the Halloween season 

(Figure 33). Research also found that some children spend more time and re-visited this section 

after wandering around the store. However, some children seem triggered and uncomfortable and 

found screaming and running away from their siblings or parents who puts on a mask with scary 

features such as a dragon, witches and ghosts characters. Frightened by these creepy features, they 

would be telling the parents not to buy any: 

Her father wears a Halloween mask and called her name. She laughed but took a few steps 

away from him. His father then asks if she wants to buy the mask to which she replied: “No! 

So scary!” (girl, three y/o). 

 

Figure 33 Children put on Halloween costume (video observation) 

Other than the above, children also demonstrate avoidance behaviour towards clothes for the 

opposite gender. As noticed, children do not agree to purchase some clothes they interested to 

purchase earlier, once they saw another child from opposite gender looks at it too. This research 

also found that children always rely on the parent when choosing for the right size since their 

cognitive abilities and consumerism skills are still limited.  

6.5 Children's books and stationaries  

Apart from toys, clothing and festive decorations, the educational section seems to be popular 

among these little customers too. Children are seen drawn towards displays of books, diaries, 

magazines and stationaries set when browsing. The type of book that attracts them varies, ranging 
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from children’s novels, animated cartoons, animals characters and art and crafts workbooks. In 

many occasions, children are found attentively flipping pages of books found within their reach on 

the bookshelves and tables, checking for colourful images. A few of the older ones are seen 

scrutinizing each page with full interest, be it just by standing next to the bookshelf or sitting down 

on the chairs provided. In some occasions, children are found talking enthusiastically about the 

characters they found inside the book with their parents: 

She looks at colourful cartoon illustration book. She spent some time looking at the book 

before talking about a story of the cat with her mother (girl, seven y/o). 

Apart from books, children also pay great attention to children’s diaries when browsing. Majority 

of girls demonstrates specific interest towards diaries with princesses and cute animal characters, 

while boys are more attracted to diaries with superhero design. It is also observed that children 

show approach behaviour towards diaries with reversible sequin cover, where they would hold the 

diary then swiping the sequin front cover with much interest, showing it to their companion how 

the cover interactively changes on each stroke of the sequins: 

She shouts in amazement “wow!” while grabbing the reversible sequin diary. She gave a 

few stokes on the front cover joyfully for some time (girl, seven y/o). 

One other reading material that fascinates children is magazines with cartoon and superheroes 

characters. In common, children would spend more time observing a combo unit magazine (comes 

with a free toy) as compared to a traditional single unit sold. Similar to books and diaries, children 

are also found making purchase request after observing them in the store. 

In addition, children also show great interest in fancy stationaries such as pencil, pen, colouring set, 

pencil cases and art and craft kits while browsing in the store. On many occasions, children would 

be pointing out and grabbing the item they are interested with, observe them closely before making 

a purchase request to parents. However, some children will immediately place the stationary unit 

inside their shopping trolley:  

“Wow!” he runs towards children’s stationaries area, picked up a box of colourful gel pens, 

and put it straight in the pushchair. He keeps putting more and more boxes of the same 

pen into it (boy, three y/o). 
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6.6 Food and snacks 

Children play a prominent role and have a significant influence over family purchase decision when 

it comes to food and snacks. During the shopping visit, few parents are found bringing their children 

for dinner or snack break as part of their leisure activity in the SC besides making sure they are in a 

good mood by getting the little tummies filled. In general, children enjoy ice cream, crisps, 

doughnut, cotton candy, yoghurt or bread sold at the bargain chain store, cafés, carts and vending 

machines. However, children can sometimes be picky when choosing the food they like, such as 

cereals, fruits, sweets or chocolate. They are usually inclined towards snacks and sweeties and can 

locate them on shelves easily. Children would immediately point out what they want or take them 

off the shelf to purchase. Majority of the children prefer having bite-sized snacks that can be 

enjoyed easily, such as biscuits, sweets or crisps while standing or sitting inside the pushchair. 

However, they can be a little impatience sometimes and insist on having the snacks immediately 

before paying. 

Other than a conventional store, research also revealed that children are attracted to purchase 

snacks from the self-service vending machine located along the walkways and main atrium of the 

SC. The type of merchandise displayed and sold at these two selling points varies, but children 

would be running towards those selling chocolates, canned drinks, sweets and doughnuts as soon 

as they spot one. One of the parents highlighted, “when we walk near the vending machine, he will 

ask to buy some chocolates, snacks, sweets or fizzy drinks” (Shawn, father, 37 y/o). During the 

observation, children are found pointing out and running towards the vending machine before 

asking for some money to purchase the snacks wanted:  

He looks at the vending machine and pressed the button for few times before pushing and 

pulling another handle knob “I want it. Papa, (do) you have (the) money?” He then reaches 

into his father’s front pocket for some coins (boy, three y/o). 

6.7 Merchandise, packaging and promotional materials with bright and 

colourful features  

Children are also attracted to bright, colourful merchandise and promotional materials displayed 

around the SC. In many situations, children are often found observing bright-coloured merchandise 

in shades such as blue, red, yellow but not so much on muted tones. This preference is evident in 

their browsing behaviour, where children are often found approaching brightly coloured 

stationaries, toys or sports equipment to have a closer look: 
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He stopped in front of the section displaying sunglasses for kids. He took a closer look at 

blue coloured sunglasses before making a purchase request to his parents (boy, five y/o). 

Other than bright coloured merchandise, children are also seen to be fascinated by other colourful 

merchandise such as toys, books, sunshades and mobile phones cover set when browsing inside a 

store. As recorded by one of the parents, “when he notices a colourful merchandise, he would go 

and touch it and take it away with him” (Sid, father, 38 y/o). 

In addition to these items, parents also highlighted that children are attracted with bright and 

colourful packaging, particularly when they are glossy and shiny “he has specific interest towards 

product’s packaging… [especially] the attractive ones” (Fischer, father, 39 y/o). In general, children 

pay more attention towards the packaging of merchandise they are interested with such as toys, 

snacks, toothpaste and electronic games, especially the ones creatively designed in cheerful colours 

and decorative cartoon images. During the observation, children are seen to be scrutinizing the 

packaging, talking about the image and product description written on the label with their parents. 

It is also important to highlight that children can recognize and understand some informative 

symbols that represent dietary restriction such as halal, vegan or vegetarians logos “He (boy, five 

y/o) can tell if the chocolate has a vegan or vegetarian’s symbols” (Shawn, father, 37 y/o). 

Promotional materials in bright and colourful images such as advertising posters, discount labels, 

balloons, and life-size advertising board displayed around the SC are also some of the variables 

attractive to the eyes of the little customers. During the observation, children show interest in 

advertisement posters located along the walkways of the SC. This includes any form of posters, 

including freestanding banners as well as wall and ceiling mounted posters. As recorded during the 

observation, children will shout out the name of the store loudly, urging parents to go to that 

particular store when they spot attractive promotional offers: 

He spells out the store name loudly while pointing towards a large, brightly coloured poster 

suspending from the ceiling in the middle of the walkway. He then asks his mother whether 

they can all visit the store afterwards (boy, five y/o). 

Additionally, children are also attracted to colourful corporate logos and found requesting to visit 

the store even if they are not familiar with it.  

Other than posters, children are also attentive towards colourful advertisement, graphic signage 

and wayfinding stickers mounted on the floor and staircase. During the observation, children will 

be asking further explanation on graphic images they found adhered on the floor. A few of them 

expresses their interest to visit a store when they found out that the sticker is a logo of a children-
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related company. They are also capable of identifying the location of the store by following the 

floor advertisement stickers, even when the physical store is located on a different floor.  

This research also recorded that bright coloured discount labels can attract children’s attention 

when they are browsing around to shop. During the shopping visit, few older children were seen 

checking and notifying parents for any items with discount labels available on the front display. As 

highlighted by one of the parents, “he always looks for the discounted item first, as we trained him 

to look for a good bargain” (Simon, father, 33 y/o). Older children can help their parents to do a 

price check on items such as snacks, crisps, or accessories to keep their purchases within the 

intended limit. Additionally, older children also demonstrate awareness and obedience towards 

specific rules displayed on bright and high contrast signage within the SC. One of the parents 

explained, “...if we go to store with a ‘no food or drink’ signage, she will quickly remind us not to 

eat [or drink], and she will obey the signage and stop drinking immediately” (Zetty, mother, 34 y/o). 

Another item that is often used by store management for marketing and promotional campaign are 

promotional balloons. Many companies opt for bright coloured balloons that are highly visible, 

complete with their corporate logo and product tagline advertised across them. Majority of these 

balloons are placed alongside walkways, clearly visible to the public as an easy way to market their 

brand, thus attracting more customers. Interestingly, balloons are also successfully used to attract 

children’s attention inside one selling space. During the observation, children would either grab 

these balloons by themselves or request help from parents when they are out of reach (Figure 34). 

Their facial expression indicates pure joy when getting one, happily waving it in the air and playing 

with it whilst walking.  
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Figure 34 Children grab balloons for promotional purposes (video observation) 

One other promotional material that can attract children’s attention is a life-size advertising 

cartoon cardboard. The design of this life-size advertising board comes with a cut-out that allows 

the customer to place their face there, pretending to be the cartoon character itself. Children often 

find this entertaining, laughing happily while watching parents stand in place to position their head 

on the cut-out. Similarly, children also enjoy placing their face onto the cut-out: 

They laughs happily seeing how her father’s head pokes out, funnily out of the life-sized 

cartoon cardboard. She bursts into laughter again as her father carries and places her to 

peer through the cut-out (girl, three y/o). 

During the observation, the life-size advertising cartoon cardboards are found located near the 

promotional merchandise, cleverly attracting the children to come up near it and then tempting 

them to explore other merchandise displayed. Other than responding to graphic visuals like the cut 

out cardboards, children also engage towards bright coloured advertising images attached on the 

wall panels (Figure 35). One of the children is found kissing and licking a brightly coloured logo on 

the side panels of a stage in the middle of the atrium:  

Suddenly, he runs towards the side of the stage, stuck his tongue out and starts licking the 

bright blue and green lines of the Marland’s logo as if it is ice cream. His father rushed to 

stop him and cleaned his mouth immediately (boy, three y/o).   
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Figure 35 Children attracted to bright coloured advertising images (video observation) 

However, it is observed that children tend to ignore these colourful SAVs when their attention is 

focused on personal handheld toys. They are seen walking by shelves with bright and colourful 

merchandise with no reaction or response at all when having a toy in hand. In many occasions, 

children focus their attention towards the little toy in hand, observing, propelling and interacting 

with their toy, completely ignoring other things around. 

6.8 Discussion 

Research within children consumption area found that children often see a marketplace such as SC 

exists only to provide merchandises and snacks for them (John, 1999). Their utmost attention 

gravitates towards toys and snacks because from their perspective, these products are the most 

salient aspect of a marketplace (John, 1999; Valkenburg and Cantor, 2001). This similarity is also 

observed in this research, giving an evident reason on why it is difficult for children to restraint 

themselves from buying a snack or a toy or two, when they go on and about a shopping trip with 

parents. Children who are lucky enough to purchase something expresses joy and happiness, 

making the shopping activity more fun and memorable for them (Valkenburg and Cantor, 2001; 

Feenstra et al., 2015).  

However, due to several reasons, a child’s interest in toys and snacks will change over time. During 

the interview session, parents explained that children demonstrate a change of interest in their 

selection of cartoon programme and characters as they grow bigger. Over time, as their taste and 

preference evolved, children started to choose over different toys and games. For example, small 

children are found to show more interest in friendly-looking animal and cartoon characters. As they 
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grow older, they would find cute characters not as exciting as superheroes or other masculine 

cartoon characters (Valkenburg and Cantor, 2001). Secondly, children are exposed to online and 

electronic media, which in turn improve their knowledge to a wider selection of brands and choices. 

Children started to become label-conscious, eager to explore other types of toys and merchandises 

endlessly growing and filling the shelves in retail stores. Additionally, this change of preference is 

also very much influenced by exposure from peers at schools or local playgrounds.  

One other possible factor influencing children’s selection of toys is their gender. This research 

revealed that boys and girls demonstrate an apparent difference when selecting toys for purchases. 

In many occasions, boys are more inclined to choose toy vehicle, superheroes mini figurines, and 

collectible merchandise whilst girls show more interest in princess dolls and soft animal toys when 

shopping. As highlighted by previous research, children decide whether an object, activity or 

behaviour are suitable for them by observing other children from similar gender and behaviour 

(Martin et al., 2011; Kail and Cavanaugh, 2017). For this reason, a child would probably choose a 

toy relatable to their characters. For example, boys would prefer to engage in something more 

aggressive, challenging and dominant playing style whilst girls choose to play in a more friendly, 

cooperative, prosocial and conversation oriented manner (Kail and Cavanaugh, 2017). Similarly, this 

research found that boys would often opt for toys that show strength and power such as superhero 

mini figurines, trucks and robots. Meanwhile, girls prefer to play with dolls and soft toys more 

politely while talking and whispering with other sisters during the shopping visits (Kail and 

Cavanaugh, 2017). 

Small vehicles and toys with sound and lighting effects 

This research found that boys pay great attention and interest towards small toy vehicles such as 

cars, trucks, spaceships and tractors. In many occasions, they would scream and run towards these 

categories of toys, and play with them straight away in the store without any hesitation. Children’s 

interest in small vehicle toys may be influenced by what they learn from elder brothers at home 

and the type of cartoon show they watch on television. A study by Alexander and Saenz (2012), for 

instance, recorded that boys interest towards vehicle toys is possibly linked to the maturation of 

the brain system that supports both male or female selection of objects. In many occasions, boys 

engage in a more physically active game; throwing and pushing their small toy car on the railings or 

anywhere they can play around the walkways of the SC. They would use their toys in their 

imaginative play as props, animating them in a playful way such as propelling toy helicopter and 

crashing toy cars. It is noteworthy to understand that playing with a toy vehicle is a way to keep 

themselves entertained and also a way to make themselves comfortable with shopping 



 

146 

 

surroundings. As highlighted by parents, the children feel more comfortable and at ease having a 

toy to play in hand, as if they are just playing at home. In the long run, having a personal toy to play 

with will somehow put a child at ease, anytime he goes for a shopping trip in the SC. 

Soft toys, dolls and mini figurines 

Research has found that girls pay more attention to soft animal toys and princess dolls when 

browsing in a store. Naturally, playing dolls and soft toys animals are significant to girls and is 

claimed to be a pure framework for their preference of entertainment since early childhood 

(Alexander and Saenz, 2012; Ironico, 2012). Girls also prefer these cute toys as they are not 

aggressive to play with, and promote conversation oriented play like role-playing (Kail and 

Cavanaugh, 2017). Additionally, girls have meticulous eyes and pay great attention to details when 

it comes to clothing and accessories, so they enjoy playing with dolls that come with 

interchangeable sets of garments and accessories. Girls would pick a doll based on her preference 

of style and would choose a princess and their favourite character dolls over other types of toy 

available on the shelf.  

Merchandise with printed cartoon images 

In many situations, children would enthusiastically talk about the strength, abilities or uniqueness 

of the superhero character they like and find with their parents. Just like toys, their interest in 

merchandise printed with cartoon images is defined by their interest and preference of specific 

cartoon characters they regularly watch on television and online channels. From this research, it is 

observed that children learn a lot about the latest trend and brands of merchandises from daily 

exposure with peers, television and online channels. This exposure leaves them intrigued and 

encourages them to purchase merchandise with a cartoon character they like found on the shelves 

in the retail store. During the observation, one of the children insists on buying a water bottle with 

her favourite character on other designs available. Some children spent a long time playing and 

looking at collectible play card set of their favourite cartoon characters. As found by Musicus, Tal 

and Wansink (2015), application of cartoon characters on a merchandise help develop a strong trust 

among children as they have a bond of familiarity with their favourite characters. In the long run, 

children will potentially develop a positive acceptance towards the specific brand as they associate 

their favourite characters with merchandise or packaging of a product (Garretson and Niedrich, 

2004; Musicus, Tal and Wansink, 2015).  

 

 



 

147 

 

Children's clothes, wearable fashion accessories and costumes 

The research found that children’s interest in clothes, wearable fashion accessories and costumes 

is much likely influenced by the familiarity of it aside from their personal preference of certain types 

of clothing. For instance, some children will easily agree to purchase a dress or accessories they are 

fond of, especially when they are designed with specific features, pattern and images of their 

favourite cartoon character. These items may include princess dresses, shirts, jumpers, festival 

costumes, tiaras, necklaces, wristbands and many other types of clothes and accessories. During 

the observation, a few children are seen to get very excited when they found some clothing and 

wearable accessories worn by their favourite cartoon characters. Wiener (2004) and Valkenburg 

and Cantor (2001) highlighted that children have a great desire to express their individuality, 

especially when they want to stand out from other friends. Due to this reason, children would want 

to wear clothes or accessories that help make their appearance unique, beautiful or as powerful as 

their favourite cartoon characters. It is also important to highlight that those who favour specific 

cartoon characters are found to purchase similar clothes or wearable accessories, even when they 

already have a few similar items at home. 

Other than the above, children also pay great attention to festive costume and accessories such as 

the ones for Christmas and Halloween party. As noticed, they would repeatedly visit sections selling 

these types of merchandise and talk about the features of each costume to their siblings when 

shopping. In many occasions, children will take some of the items such as Halloween ghost masks 

and put them on for role-playing with their siblings. Some children are found to be scared by this 

and would run away from the sibling with masks on. However, these children are found trying and 

playing with the festive costume temporarily just for their entertainment, without any intention to 

buy them. 

This research also found that children will refuse their parent’s selection of clothing or accessories 

printed with a character that is not in their favour. Additionally, children will also demonstrate no 

interest towards clothes or wearable accessories of the opposite gender as they would always 

choose objects, behaviour and activity, based on what other children of their gender would want 

(Ayadi and Cao, 2016; Kail and Cavanaugh, 2017). Due to this reason, some children are found 

leaving a shelf or returning clothes they took once they noticed that the design is of the opposite 

gender. 
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Children's books and stationaries 

In general, it is observed that children demonstrate high interest in books and stationaries, 

especially the ones they are familiar with or regularly used them for art projects at school or home. 

Young children demonstrate an interest in storybooks with colourful images and spend less time 

flipping pages compared to older children. As explained by Valkenburg and Cantor (2001), children 

develop longer attention span over time as they grow, and can spend more time in completing daily 

tasks such as reading and colouring. As noticed, older children would take a book off a shelf not 

only to look at the images but would spend some time reading them while standing or sitting 

anywhere near the shelves. In addition, children also demonstrate great interest in colouring books 

with images of cartoon and animal characters. As highlighted by parents, children love activities 

that let them explore things in a fun way such as colouring activity. This finding is consistent with 

the previous discussion in chapter 5.3.2, which highlighted that children are attracted to do 

colouring activities in a store that provides colouring space for them.  

Furthermore, children are also found attracted to diaries with cartoon images and reversible sequin 

front cover. During the observation, children are seen taking diaries that have a cartoon or princess 

design on to take a closer look, excitedly swiping the reversible sequins on the front cover. Because 

of their curiosity, some of them even took the sequined diaries out of their plastic cover, just to see 

how the design would change when they swipe the cover. Wiener (2004) and Cook (2003) explained 

that children would constantly look for the element of surprise during the time spent shopping with 

their parents. This is why merchandise such as these reversible sequin diaries is favourable among 

children, as they offer a sliver of excitement when exploring merchandise displayed in a retail store. 

Research also discovered that children show more interest towards a kid’s magazine, especially the 

ones that come packaged with a free toy inside. Other than getting to read about their favourite 

cartoon inside, they would also be able to get and play with a new toy. It is acknowledged that 

children enjoy receiving gifts, be it for a special event like Christmas, for their special achievement 

in learning and many other occasions during their childhood life. Similarly, Feenstra et al. (2015) 

explained that receiving a gift may actualize the desire in receiving and owning something among 

children. In this case, children feel that they are receiving the toy as a gift when purchasing the 

magazine pack. It is important to acknowledge that the free toy works effectively as promotional 

merchandise that encourages children to purchase the magazine pack. 

Additionally, children also pay great interest to pencils, pen, colour set, pencil case, erasers and 

other types of stationary while browsing. As observed, these stationaries units are decorated with 

trendy cartoon images, sparkling and bright colours which effectively fascinate children. As 
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explained earlier, children are always attracted to bright and colourful merchandise and cartoon 

images when browsing for merchandise in the store. Additionally, they are also keen to purchase 

stationaries as they would regularly need learning equipment and art materials for school or home. 

As noticed during the observation and recorded during the interview sessions, children would try 

and convince their parents that they need other types of stationaries to complete an activity or 

school homework. In many occasions, parents would succumb to their request, provided that they 

need one and do not have any at home. 

Food and snacks 

Children have a specific interest in food, fruits, vegetables and snacks and can be selective when 

choosing brands and flavours, and would not eat something off their liking. To make sure their 

health is not compromised, parents would limit their children to choose products such as cereal, 

fruit and healthy snacks from the shelves just to make sure they have a balanced and nutritious 

meal. In many occasions, children are found independently browsing for food and snacks of their 

liking, especially when they are familiar with the layout of the store, as explained in section 4.4 of 

this research. Leaving children to decide what food to purchase makes them more excited to be 

involved with the shopping activity, which is parallel to findings by (Ayadi and Cao, 2016; Deli-Gray 

et al., 2016). Children’s selection for flavour and brand might also defer from his other siblings, 

which could cause unnecessary conflicts, especially when the parents have a budget constraint. 

Parents also tend to have control over children’s purchase decision when the food or snacks are 

unhealthy and do not suit their dietary needs.  

In many occasions, children are found to be nibbling handy snacks such as crisps, chocolate and 

sweets while standing or sitting in a pushchair, waiting for the parents to complete purchases. This 

finding is similar with previous research, which notes that parent would let children eat light snacks 

or play with small toys because they are handy, easy to manage and help keep children calmer 

during their shopping journey (Ebster, Wagner and Neumueller, 2009). Additionally, parents would 

also give children snacks to keep them from being hungry, avoiding further tantrums. 

Children also demonstrate interest to impulsive purchases of snacks and drinks from the self-service 

vending machine, which is often placed in walkways and corner sections of the SC. Majority of the 

machines are equipped with large displays with the snacks and drinks option visible, enticing 

children to make a purchase or two. Some vending machines are even equipped with songs and 

blinking lights, attracting children’s attention right from afar.  
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Merchandise, packaging and marketing materials in bright and colourful features 

This research found that children pay great attention to merchandise, packaging and marketing 

materials in bright colours and colourful features. This finding is consistent with section 5.2.2 of this 

research, which found that children also pay great attention to the store and printed images with 

similar appearances. In many occasions, children pay more attention towards bright coloured 

merchandise and marketing materials because children centre greater attention towards 

merchandise with striking features as opposed to the plain ones (Valkenburg and Cantor, 2001). As 

explained by Ayadi and Cao (2016), colours can affect children’s cognitive, emotional and 

physiological responses when responding to one merchandise, especially when they are closely 

related and reminded them of something they are familiar with before. For instance, the colours of 

equipment and furniture they always use at home, in kindergarten or nursery. Therefore, the 

application of bright and colourful features on merchandises and marketing materials makes it 

relatable to children (Tyler, 2009). Due to this specific interest, many children are found to grab, 

play with, and spend quite an amount of time before making a purchase request for bright and 

colourful merchandise. 

Similarly, this research also found that children respond very well towards packaging and labelling 

for merchandise when they are decorated in bright colours and fancy images. In some occasions, 

children make an impulsive purchase request by only looking at the packaging and not the content. 

It is likely because children’s purchase decision lies solely on their limited ability to evaluate certain 

criteria based on the visual and aesthetic appearance, but not weighing the actual quality of the 

product (Valkenburg and Cantor, 2001). 

Children also have a specific and personal interest towards colours and therefore, will easily get 

excited and attracted towards merchandise or snacks decorated in a shade of their fascination. 

Other than bright and colourful merchandise, few girls are found to show interest in merchandise 

in pastels, and soft colours, especially when comes to girl’s accessories, stationaries and snacks. 

While this finding is consistent with the research by Cook (2003), other research by Ballantine, 

Parsons and Comeskey (2015) suggest that the usage of soft colours are more fitted to a store that 

aims for an older group of women. Even so, it is important to acknowledge that both young girls 

and older women demonstrate the same emotional and physiological responses towards 

merchandise and store in pastels colours in a positive manner.  

This research also found that children respond and pay great attention to bright and colourful 

marketing materials such as discount labels, floor sticker, wall-mounted banners and posters. 

Children are label-conscious and therefore, would easily notice a marketing sign they are familiar 
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with when browsing around the SC (Wiener, 2004). As highlighted by Ayadi and Cao (2016), children 

get excited to follow footprints sticker adhered to the floor or staircase around the SC, which is 

observable during their shopping visit. Ayadi and Cao (2016) pointed out that children will respond 

differently to marketing materials such as floor sticker compared to adults. It is observed that 

children are excited to follow sequenced floor-mounted stickers, giving them pleasure and 

excitement to explore their surroundings further. It is also observed in this research that apart from 

having fun following the colourful floor stickers, the children are also attracted to actually go to that 

particular store promoted in the stickers. This finding is consistent with previous research by Turley 

and Milliman (2000), which explained that marketing signs could affect the customer’s visit and 

purchase intentions. 

The above findings suggest that although the colour is not the sole attraction for merchandises and 

marketing materials, it is important to note that children are more attracted and excited to visit, 

play, purchase or know more about merchandises, packaging and marketing materials produced in 

bright and colourful features. This chapter laid out some findings and discussions on children’s 

response towards the group of merchandise and snack, which is a crucial element in understanding 

children customer’s shopping behaviour and preferences (Turley and Chebat, 2002). Figure 36 

below shows other key factors for the theoretical framework for this research. There are six 

subfactors under this category, which are toy, merchandise with printed cartoon images, clothes 

and wearable fashion accessories, books and stationaries, food and snacks and lastly, merchandise, 

packaging and promotional materials with bright and colourful features. 

 

 

 

 

 

 

 

 

 

Children attention towards toys, 

merchandise and snacks 
 

• Toy (small vehicles and toys with sounds 

and lighting effects, soft toys, dolls and mini 

figurines) 

• Merchandise with printed cartoon images  

• Clothes, wearable fashion accessories and 

costumes  

• Books and stationaries  

• Food and snacks  

• Merchandise, packaging and promotional 

materials with bright and colourful 

features 

 
Figure 36 Children attention towards toys, merchandise and snacks (Author, 2019) 
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The next chapter will discuss on children’s attention and response towards other human variables, 

which is highlighted as one of the salient variables within one shopping space (Bitner, 1992; Turley 

and Milliman, 2000; Kim and Kim, 2012).



 

153 

 

 Children attention towards human variables 

7.1 Introduction 

The previous chapter discusses on children attention and responds towards merchandise, food and 

snacks while shopping, where it is found that children interact and respond towards a specific type 

of merchandise such as mini figurines toys, dolls, seasonal decorative items, colourful merchandise 

and more than others available within the SC. How they respond towards these items then affects 

their staying decision, approach behaviour and purchase interest during the shopping journey. 

Although there are already several studies investigating how the presence of another person 

influences customer’s perception and behaviour, there is still limited research that focuses on how 

children respond towards other customers around them while shopping. This gap here is what this 

research is specifically looking into; investigating on children’s response towards other categories 

of human variables namely parents, store employee, adult customer, peer companion and other 

children during their shopping journey. In addition, it also investigates on how other customers 

might influence children’s purchase intention, visiting time and browsing behaviour, apart from 

how children respond towards crowded stores and busy shopping atmosphere. 

7.2 Interaction with parents 

Children contribute towards family shopping activities in many ways, from helping to select 

merchandise, carrying shopping basket or even paying for chosen items at the self-service checkout 

counter. Although their knowledge and understanding of consumerism is still very limited and 

progressing, this does not stop them from actively taking part as family’s shopping helper, especially 

when selecting children-related merchandise, food and snacks. The following section will discuss 

further on children’s interaction with parents and any forms of help they give during shopping. 

Children communicate and interact with parents in many ways, including discussing purchase 

selections, seeking an explanation, playing, learning and many others when shopping. They can also 

be seen helping parents in many ways, including finding and selecting merchandise for purchases, 

carrying shopping basket and pushing a shopping trolley. As explained by one of the parents, “We 

gave (boy, five y/o) a list of things we need to buy. He helped us get the list done” (Heidi, mother, 

33 y/o). During the observation, some children participant demonstrates interest and abilities to 

find merchandise requested by parents:  
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Her mother asks, if she could help find some clothes for her elder brother. She went on 

browsing for said clothes and shouted out to inform her mother when she found them (girl, 

seven y/o).  

Children also demonstrate keen interest to help parents carry family shopping basket and push 

shopping trolley at the SC. During the observation, children excitedly pick up a shopping basket 

Figure 37) or trolley from the store entrance when they arrived at a bargain chain store. As recorded 

by one of the parents in her cSED, “he helped me push the trolley while picking up items that we 

are going to buy” (Fischer, father, 39 y/o). In many occasions, children are also found to help place 

selected items into the shopping basket or trolley. A few parents recorded in their cSED that 

children have less request for merchandise when they are helping parents push the shopping trolley. 

“She was enjoying every moment of it, and she did not ask for the junk food as she normally would” 

(Sean, father, 33 y/o). Another parent also highlighted, “She did not ask me to buy anything as she 

was really busy playing with the trolley” (Sahil, father, 33 y/o). However, the majority of the children 

would stop carrying the shopping basket or push the shopping trolley after a short while. This act is 

due to several reasons including their limited physical ability to carry a heavily loaded basket as 

discussed in section 4.2.2 or when they get distracted with other merchandises and wanted to take 

a closer look at them: 

He helps to push the shopping trolley before returning it to his father as he wishes to look 

for some toys on the shelf (boy, five y/o). 

 

Figure 37 Children excitedly pick up a shopping basket upon arrival at the bargain chain store 

(video observation) 
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Children are also interested in placing merchandise they wish to buy on the checkout counter. As 

recorded in cSED, “Every time we want to pay, (boy, four y/o) will help put our selected items on 

the cashier table”. During the observation, children are seen excitedly placing items on the checkout 

counter when paying. However, this can be quite a challenge for smaller children as they are 

physically restricted to reach tall counters and would need assistance from parents to lift them, as 

discussed earlier in section 4.2.5 of this research. Similarly, another parent recorded that her child 

is also interested in inserting coins into the self-service checkout machine “(girl, four y/o) enjoyed 

inserting coins into the check-out machine” (Wanda, mother, 33 y/o). From the observation, 

children are happy and proud when they can assist parents with purchasing activities. One of the 

parents highlighted “(Boy, five y/o) is happy to be part of the [shopping] routine” (Simon, father, 

33 y/o). “She felt proud when she helped us” (Violet, mother, 36 y/o). As a token of appreciation 

for helping them, some parents choose to reward their children with a little something for their co-

operation “we give him a token as a reward” (Simon, father, 33 y/o). This reward may include a 

small toy or snacks that the children have been eyeing on while browsing in the store. 

The next section in this research will look further into children’s interest to communicate and 

respond to the store employee. It will also discuss different treatments that a child may receive 

from the store employees during shopping, including friendly and unfriendly feedbacks from them. 

7.3 Interaction with the store employee 

This section discusses children’s response towards store employee while shopping. Some children 

demonstrate interest to communicate with store employee while others are reluctant to approach 

and communicate with them while shopping. In common, children are seen to be excited to 

communicate with the store employee while paying, answering questions and getting information 

about merchandise that interests them “he will take the toys and go to one of the shop assistants 

to check on the price” (Heidi, mother, 33 y/o). During the observation, children are interested in 

making payments on their own. They are comfortable enough to communicate with the store 

employee through smiling, asking for help, greeting, giving and receiving the balance of payment 

during their purchase transaction. Violet (mother, 36 y/o) explained that her daughter 

communicates with the store employee when she requests for a promotional balloon from them. 

Children are also willing to approach and ask for an explanation from store employee even when 

they have to walk through the restricted area “if the person [store employee] is behind the counter, 

she will go and talk to see that person and asks” (Della, mother, 36 y/o). 
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Interestingly, children demonstrate more interest to communicate with a store employee when 

they are shopping together with a friend companion “If we shop with her friend like (companion’s 

name)… they want to have more answer. They will communicate more with the staff” (Violet, 

mother, 36 y/o). In addition, children will also help their companion to communicate with the store 

employee while shopping “...her grandparents cannot speak in English so sometimes she plays a 

role as a translator for them” (Violet, mother, 36 y/o). Children will also make non-verbal 

communication by showing toy and making physical contact when responding to the store 

employee. Some children show their newly purchased toys at the store employee, while other 

children are seen trying to gently kick or hit the store employee to play with them.  

The next section will discuss how friendly treatment from the store employee may influence 

children’s response and purchasing decision. In addition to that, it will also look into how children 

respond towards an unfriendly treatment from the store employee during their shopping visit. 

7.3.1 Friendly and unfriendly store employee’s behaviour 

Children always receive advice and help from parents in making a purchase decision as they still 

have limited cognitive abilities and consumerism skills (Ironico, 2012). In many occasions, parents 

will communicate with the store employee for advice and information in making a purchase 

decision for their children. Children have minimal communication with the store employee as they 

are perceived only as a shopping companion, even when the items purchased by the parents are 

specifically for them. Therefore, Borges, Chebat and Babin (2010) highlighted that children might 

receive different treatment compared to the parents while shopping. Although some store 

employee can show a professional attitude when attending the child customer, it is also evident 

that some store employee viewed them as a nuisance (Tyler, 2009). Research by Kim and Kim (2012) 

highlighted that store employee plays a very important role during the purchasing process and is 

very crucial in determining customer’s satisfaction, shopping experience and purchases. Favourable 

treatment by a store employee will potentially help to improve children’s shopping experience, 

which in turn will also increase parent’s satisfaction. In contrast, conflicts between customer and 

store employee will deteriorate positive shopping vibes (Kim and Kim, 2012). From all the listed 

above, it is eminent that good treatment from a store employee towards children customer is 

crucial in achieving total satisfaction in a shopping experience. 

Just like parents, children make both verbal and non-verbal communication with store employee 

while shopping (Kim and Kim, 2012). A friendly store employee will happily approach children by 

greeting them, making jokes, answering questions and explaining about merchandise or anything 
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that children ask. The research revealed that store employee that works at the checkout counter 

plays a vital role and have a better chance in communicating with children customer. “The store 

employee that often reacts to him is the cashier” (Shepherd, father, 36 y/o), “When we are at the 

check-out, the store employee will always say something to her such as hello, how are you today? 

Do you like it? Or that is a nice toy” (Violet, mother, 36 y/o). Most of the time, store employees are 

seen to approach and greet children with a smile and then initiate a short conversation while 

completing purchases at the checkout counter. Some store employees also demonstrate self-

efforts to make the children comfortable when making payment at the checkout counter. During 

the observation, one of the children refused to give the toy he picked to be scanned for payment. 

Instead of waiting for the children to place the toy on the checkout counter, the store employee 

lifts the scanning device to scan the toy in the little boy’s hand. Children who receive warm 

treatment at the checkout counter demonstrates a positive response through their behaviour and 

expression. In many occasions, children demonstrate a joyful emotion through their facial 

expression and shout in excitement when they receive their toy back after being scanned, without 

having to wait until the payment process is complete. 

Other than verbal communication, friendly store employees are also found to engage children 

through non-verbal communication using body languages such as waving hands and smiling at them 

during their visit at the sales floor and checkout counter. Majority of children do not show any 

reactions, but a few children returned the smile when greeted with a non-verbal communication 

by the store employee. Meanwhile, research also found that one friendly store employee 

demonstrates a supportive attitude towards an incident involving a child customer. As highlighted 

by one of the parents, “he broke a glass but thanked god the store employee said “do not worry 

about it” (Sid, father, 38 y/o). In this situation, children who accidentally broke merchandise may 

be overwhelmed by such an incident but will be feeling relieved when they still receive friendly 

treatment from the store employee.  Friendly store employees are also aware of children’s interest 

and try to accommodate their request while browsing for merchandise in a store. During the 

observation, one of the store employees helps to bring out some game cards on display to let the 

child choose his favourite cartoon character. Similarly, another parent recorded in her cSED about 

a positive treatment her daughter received when crying at the store “the gentleman behind the 

cash counter gave her a free lollipop” (Iva, mother, 32 y/o).  

In contrast to the above, research also discovered that some store employee chooses to ignore or 

give unfriendly treatment to children while shopping. During the interview, one of the parents 

highlighted that “he wanted the gold-coloured shoes, but the store employee just kept in silence. 

She did not make any suggestion. (Boy, six y/o) is quite frustrated” (Anna, mother, 36 y/o). 
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Additionally, another child is found showing his small spaceship toy to one of the store employees, 

only to be completely ignored by him. In many occasions, store employees show more interest to 

communicate with the parents when discussing children’s purchase interest: 

The store employee takes the DVD from her without making any interaction at all. Instead, 

he continued to discuss the DVD with her mother (girl, seven y/o).   

Other than ignoring the child customer, a few unpleasant incidents were reported involving the 

little consumer. For example, one of the parents explained that his child was in tears when the store 

employee unintentionally tore off the shoe packaging after his child decided to wear the shoes 

straight away after payment. In another occasion, Anna (mother, 36 y/o) reported that her child 

was once warned and reminded to lower down his voice while browsing in the store. The incident, 

however, left the parents feeling uncomfortable “we feel offended” (Anna, mother, 36 y/o). 

In conclusion, friendly gestures and kind treatment from a store employee will make children and 

parents comfortable and feel welcomed while shopping. Majority of the parents agreed that a 

friendly store employee could potentially make children feel comfortable, establish better 

relationship and further increase purchase possibilities “A friendly store employee gives a very 

warm kind of feeling. They make her feel alright” (Fara, mother, 35 y/o), “they know how to 

approach kid… they engage [with] kids easily and (girl, six y/o) will responds immediately” (Stark, 

father, 35 y/o). Another parent highlighted that friendly store employees can persuade children to 

make purchases “At [store’s name], staff are very friendly with kids, and that influenced her to buy 

things there” (Zetty, mother, 34 y/o).  

From the findings, it is important to acknowledge that although children are the targeted customer, 

store employees often opted to discuss purchase decisions with the parents instead of their 

children. This preference is because they are more comfortable to discuss a purchase selection with 

an adult, as their parents monitor the majority of children’s purchase decisions. As a result, most 

purchase decisions seem to be dominated by the parents, leaving the children only as a silent 

customer. 

7.4 Response towards other customers  

7.4.1 Response towards the adult customer and crowded store 

During the shopping trip, children communicate and respond to adults directly and indirectly. It is 

common to see other friendly adult customer giving children a friendly look and then try to 
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communicate with them by smiling, greeting, asking questions, acknowledging merchandise they 

have in hand or showing empathy when they cry. Nevertheless, how a child responds to another 

adult customer depends mainly on his or her personality. For some children, communicating back 

to strangers is not a big deal “he does not have any problem interacting with people” (Shepherd, 

father, 36 y/o). Similar to communicating with a store employee, children who feel comfortable 

respond positively with other adult customers. For example, children are found to be playing hide 

and seek and peekaboo with other adult customers during the observation session, closely 

monitored by their parents nearby.  

Meanwhile, some children are found observing and imitating adult customer’s behaviour by lifting 

the same merchandise that other customers took from shelves. As recorded by one of the parents 

in his cSED, “He kept a close eye observing the lady and then picked what she had chosen. I think 

he thought it was useful for his mom, or he was just imitating [the lady]” (Sid, father, 38 y/o). 

Similarly, children are also found to check on items taken by the parents during browsing. However, 

in certain cases, imitating their behaviour may trigger an overwhelming reaction to other adult 

customers: 

He moves very close and next to a female customer in a sudden. He looked towards the 

same electrical and electronic appliances inside the glass display. Startled, the customer 

looked at him, takes a step back with a scrutinizing face. She smiled before moving a few 

steps away from him (boy, three y/o). 

Children can also cause obstructions to other customers when shopping. It is common to see 

children abruptly stopping and standing in the middle of the walkways area to have a look at their 

toy, taking out snacks from shelves and playing with peer companions (Figure 38). As recorded by 

Shepherd (father, 36 y/o), “he would stop and play at any place he likes”. During the observation, 

children who stopped abruptly in the middle of the walkway or in between aisles may unknowingly 

obstruct other customer’s passageway, leading to an unwanted incident involving displayed 

merchandise and possibly themselves: 

He walks backwards while looking at some toys. Without realizing, he was blocking one 

elderly customer on a wheelchair who was trying to pass through behind (boy, three y/o). 

He accidentally bumped onto another adult customer who was walking nearby. The 

customer moved aside and continued walking, unknowingly knocking onto a brochure 

stand in front of him (boy, three y/o). 
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Figure 38 Children abruptly stopping and standing in the middle of the walkways area (video 

observation) 

Children playfulness and sudden movement is something known in general. Therefore, it is common 

to see those who are alert to move aside and give way to these little customers. 

He nearly bumped onto another customer. Luckily, the lady stopped and moved aside to 

let him pass through (boy, four y/o). 

He run and tried to walk through a small gap behind an older woman but got stuck in 

between the lady and the decoration stage. The woman says sorry and lets him run through 

(boy, four y/o).  

In general, children will only be looking at other adults and not respond when they are approached 

during the shopping journey. The research found that children feel uncomfortable to communicate 

with other adult customers because they are shy with someone unfamiliar. During the observation, 

children are seen to be staring plainly at an elderly couple who was smiling friendlily and 

acknowledging the toy he was holding while passing next to him. Research also found that children 

will take a few moments before smiling back or showing off their toy sneakily from behind their 

parents after being approached by strangers. As highlighted by one of the parents, his child will only 

respond to other adult customers when the parents had already talked to them “he thinks that 

person is daddy’s friend” (Sid, father, 38 y/o). 

Meanwhile, some children refused to communicate back to a random adult customer as they are 

often reminded to not communicate to strangers (Fara, mother, 35 y/o). Some other children are 
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reluctant to talk to others simply because “he is still learning to speak out to the public” (Shepherd, 

father, 36 y/o). In many occasions, children who are shy or are not comfortable communicating 

with other customers continued playing with their toy and would not respond to anybody who 

approaches them. This finding is consistent with another finding from section 7.3 of this research, 

where children refuse to respond to the store employees, especially someone they are not 

comfortable and familiar with. 

Furthermore, some parents even reported a few incidents involving their children and other adult 

customers while browsing. “There was a time when he got scolded by another adult customer 

[while playing] in the store” (Fischer, father, 39 y/o), “His mom pulled back the toy from my son’s 

hands” (Sid, father, 38 y/o). The above incidents proved that children also receive unfriendly 

treatments from other adult customers while playing and browsing in the store.  

When browsing in the SC, children are found to have different response towards crowding. From 

the observation, children can be seen to be courageous and independent enough to explore the 

store alone in a low-density store. Indifferently, majority of the children show less interest to 

explore a crowded store. One of the parents explained, “When there is a sale going on, there will 

be so many people around, and she will get scared…” (Iva, mother, 32 y/o). Similarly, one of the 

boys who were very excited when entering his favourite entertainment store, was reluctant to 

explore the store alone as he always does when he realizes that the store is crowded and busy. The 

research found that some children were telling the parents how uncomfortable they are and that 

they are uninterested in browsing at that crowded store and wished to go back home.  

7.4.2 Interaction with siblings and friends companion 

Children are found to display bonding interactions such as playing together, discussing and selecting 

merchandise and other playful activities when they are shopping with another sibling or friend 

Figure 39). Few parents highlighted “he interacts, socialises, shared his preference, and seems very 

happy when they shop together. That affects the way they are playing and running” (Sid, father, 38 

y/o). Similarly, children who unknowingly bumped into their friend at the SC are excited to see each 

other, waving their little hands and having a friendly chit chat together. One of the parents said that 

her daughter would “go and greet them [such as] how are you? what are you going to do or buy 

today?” (Zetty, mother, 34 y/o). Children are also found to be explaining the purpose of their visit 

to a new friend they have just met before continuing to play and run together. Besides talking and 

playing, many children show joyful emotions by laughing and shouting in excitement when selecting 

and browsing merchandise together with their friends or siblings: 
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She kneels down and takes a closer look at the ice-cream maker. Later, she explains 

excitedly about how the machine works with her sister (girl, seven y/o). 

 

Figure 39 Children display bonding activities through playing with siblings (video observation) 

Siblings play a vital role in influencing children’s purchase decisions and visiting intention. The 

research found that for younger children, their buying selection and choice of store is hugely 

influenced by the elder sibling “when her sister tells me something she wants, then she wants it 

too” (Wanda, mother, 33 y/o), “friends can easily influence her purchase decisions” (Stark, father, 

35 y/o). It is observed that some children are even able to recognise the same fashion accessories 

worn by their friend at school in the store “I think ( her friend’s name) got this one” said (girl, seven 

y/o) while looking at the fancy looking lip balm set. Children are also found to change their visiting 

intention and follow the older sibling’s direction when shopping together “his younger brother 

whines because he does not want to visit the [store’s name], but then he stopped and followed his 

brother towards the same store as he saw him running towards it” (Simon, father, 33 y/o). Younger 

children also demonstrate interest to ride the same COFRM chosen by elder siblings: 

At first, his younger brother chooses to ride the red colour COFRM but changes his mind 

when he saw his elder brother jumping onto the green truck COFRM (boy, five y/o). 

Meanwhile, (Della, mother, 36 y/o) explains that her younger daughter will usually imitate her elder 

sibling’s shopping behaviour as part of her learning process. Older siblings are helpful to parents as 

they can accompany, entertain and educate younger sibling while shopping “Once we explained to 

him why we can or cannot purchase certain merchandise, his elder sibling repeat back to him [if he 

is still clueless]”, “if we didn’t get to entertain him with his questions or request, his elder brother 
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would suggest him to play with the toy car he brought from home” (Simon, father, 33 y/o). One of 

the parents highlighted that his elder son could sometimes help reduce conflict between parents 

and children by reminding his little brother not to walk too close to fragile merchandise. Due to this 

positive influence, parents highlighted “I should bring both of them. If I say no to her elder sister, it 

goes to the little one too. Then both of them will accept” (Iva, mother, 32 y/o). 

However, some children friend companion may cause unwanted influence over a family shopping 

journey. A few parents recorded in the cSED, “[girl name], her sister and friend get too excited 

sliding on the floor” (Della, mother, 36 y/o), “sometimes he will be out of control, hyperactive and 

throwing a tantrum” (Anna, mother, 36 y/o). These situations point out that sometimes, children 

can be a little bit difficult to be controlled when they get too excited playing and quarrelling with a 

peer companion, potentially leading to conflicts and unnecessary stress to parents. One of the 

parents highlighted “it is easier to bring (boy, six y/o) to the shop with only our family member, 

rather than with his friend. He will be out of control and gets hyperactive” (Fischer, father, 39 y/o). 

Some parents also think that bringing a friend companion to go shopping together will hugely affect 

children’s purchase decisions. Most of the parents who had experiences bringing their child’s friend 

for shopping mentioned that, “they were allowed to choose only one toy, but they could not decide 

because they walk and talk a lot...[they] could not decide which toy or treat they want (Fara, mother, 

35 y/o). Other than difficulties to make purchase decisions, parents also highlighted that children 

“end up choosing a different one” (Fara, mother, 35 y/o) or “buying things that he does not need” 

(Anna, mother, 36 y/o) when shopping together with a friend.  

In contrast, children show less interest to explore and browse when shopping with parents alone 

without a peer companion “my son was not interested in going shopping. Could be because his 

sister was not coming with us” (Sid, father, 38 y/o). Similarly, another child demonstrates less 

motivation to browse for merchandise without his elder brother around. “(Boy, five y/o) shows less 

interest to explore his shopping surroundings compared to when he shops with his elder brother” 

(Shawn, father, 37 y/o). It is observed that children seem more relaxed and tend to explore within 

a much smaller area, keeping close to the parent when they shop without their sibling. Therefore, 

it can be concluded that most of the children enjoyed having a shopping companion as they share 

the same interest. Without one, children will explore less on the merchandise and their shopping 

surrounding. 
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7.4.3 Response towards unfamiliar children customer 

This section will further discuss on how children respond and behave towards other unfamiliar 

children customer. The research revealed that children pay attention and demonstrate curiosity 

towards other children’s behaviour while shopping. Occasionally, children are found to be 

observing other children when they walk nearby, playing, riding COFRM or even crying. Even though 

some of them might end up playing with these new friends, the majority of the children do not 

communicate or interact with each other while being within the same environment. Only a number 

of them are seen to be smiling and responding in short answers when approached by other children. 

The research found that children who bumped accidentally into unfamiliar children would ignore 

each other and continue their journey without making any communication at all.  

Interestingly, some children demonstrate an interest in similar shoe design worn by other children: 

Another girl is wearing similar Heelys shoes that she is currently wearing and stands next 

to her. She looked at her shoes while stumping her own feet on the floor (girl, six y/o). 

Similarly, another girl came up closer to observe a cup with printed cartoon image held by the child 

participant. Even if they do not communicate with each other, the girl was showing interest to have 

a closer look at the cup and continued looking at it for a while.  

Interestingly, the research found that some children unintentionally showed off the toy they are 

holding to other unfamiliar children while shopping. Children also show interest to look at other 

children’s toy or the one that other children are holding. As highlighted by (Sloan, father, 37 y/o), 

“children are interested in the toys or merchandise of other children and want to know more about 

it”. 

During the observation, only a small group of children show interest to socialise when they see 

other children playing and running around the store. As explained by (Shepherd, father, 36 y/o), 

“he will not be the first to approach them, but if a child comes to play with him then he will play 

along together”.  

This section reveals that majority of the children do not communicate verbally with unfamiliar 

children on their shopping trip. Although some studies found that children are socially active with 

other children, this research observed that they only verbally communicate with well known friends 

and not to the unfamiliar ones. However, children show interest in merchandise held by other 

children, observing attentively and even taking the item from other children for a closer look. 

Within the similar context, parents also explained that children’s purchase decisions could easily be 
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influenced by unknown peers when watching other children performing a toy or snacks review on 

online channels.   

7.5 Discussion 

Interaction with parents 

This research revealed that children get excited when they get a chance to help the parent with 

shopping activities. In many occasions, children found helping parents is one way to involve them 

with the entire shopping journey and not only left behind as a silent companion (de Faultrier et al., 

2014a; Deli-Gray et al., 2016). By actively taking part in the process, children benefit from learning 

about merchandise through questioning, which later stimulates their thinking and understanding, 

building better consumerism skills (Wiener, 2004; Feenstra et al., 2015). Children and parent 

communication exist in many forms, including serious discussions, sharing interest and preferences 

and also physical activity. For example, some parent chose to have a mother-daughter discussion 

when making a purchase decision together. Others would let the children go through a shopping 

list before going to the shelves by themselves to find listed items. These activities motivate the 

children as they have an active shopping interaction with parent (Wiener, 2004). As a result, this 

research found that children who help their parent while shopping is seen to have more focus on 

the actual shopping activities rather than making impulsive purchases. They enjoy getting involved 

in actual activities such as finding merchandise, pushing the shopping trolley and concentrating on 

purchase discussion while browsing inside the store. In many occasions, children are found to spend 

lesser attention towards children related merchandise or snacks around them, which they are often 

occupied with than actual shopping related tasks. 

Interaction with the store employee 

This research discovered that few factors influence children’s interest to communicate with a store 

employee. One of the main factors is the children own personality and mood at that exact moment 

of communication when interacting with the store employee. Children will only communicate with 

the store employee when they are comfortable with the employees or when they are in a good 

emotional state to establish interaction with other people. For example, children would whine and 

refuse to talk to strangers when they are too tired or sleepy. Children self-personality might also 

influence their interest to communicate with others; some are timid and shy even to say hello while 

others are happy to have a small conversation with other older customers. It is observed that when 
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they are not in a good mood or just shy, they are reluctant to communicate with the store employee, 

keeping quiet and just staring back at the store employee when approached. 

Meanwhile, some children are found to have active communication with others only when they 

shop with peer companion. This finding is consistent with previous research by Feenstra et al. 

(2015), who explained that children self-personality might show an impact over their interest to 

communicate with other people. For example, introvert children may speak less with store 

employees when they shop with parents but can be actively communicating when shopping with 

peer companion. Ayadi and Cao (2016) also explained that children’s active response in a store is 

influenced by what other children is doing. In many occasions, children are more physically active 

when seeing other children playing in their surroundings. Similarly, this research also found that 

children communicate and interact actively with store employees when they shop with peer 

companion. Therefore, it can be concluded that children interest to communicate with store 

employee is highly influenced by how they feel towards the particular store employee, their own 

personal emotional state and the presence of other peer companion while shopping. 

Friendly and unfriendly store employee’s behaviour 

Store employee plays an important role that represents the image of businesses as they work very 

closely with the customer daily. Even though an employee is expected to give satisfactory service 

at all times, this research found that children receive both friendly and unfriendly treatment from 

store employee while browsing (Cook, 2003; de Faultrier et al., 2014c; Ayadi and Cao, 2016). One 

way to keep children entertained and aroused is through verbal and non-verbal communication 

with a friendly store employee, which includes greeting, having a fun talk, making jokes and 

showing silly faces (Kim and Kim, 2012). A friendly store employee will make the children feel 

welcomed and comfortable to browse in one store, resulting in better communication, shopping 

satisfactions, purchase tendencies, brand loyalty and encourage re-visits intention (Kim and Kim, 

2012; Ballantine, Parsons and Comeskey, 2015; Feenstra et al., 2015; Elmashhara and Soares, 

2019b). As highlighted by Tyler (2009) and Feenstra et al. (2015), children feel appreciated and 

respected, which will possibly establish long term bonding when they receive favourable treatment 

from a store employee. Research by Kim and Kim (2012) found that store employees who exhibit a 

positive attitude towards customers perform better sale performance compared to others. 

However, the store employee’s characteristics are not standardised across the store (Elmashhara 

and Soares, 2019b). Although it is proven that a friendly store employee could help children have a 

more pleasant shopping experience, this research found that some children also had unpleasant 

encounters with the unfriendly ones. As highlighted by Badot et al. (2016), store employees may 
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show both warm and cold attitude towards customers, depending on their attitudes and situations. 

For example, Tyler (2009) stresses out that working with children in a child-related industry is very 

challenging because the store employees need to accommodate the child’s needs within their 

limited ability to make a judgement for own purchases. A store employee would also have to deal 

with a parent’s judgement towards their attitude when dealing with children and their 

unpredictable and impulsive reactions. 

Additionally, some stores are very busy during a certain period, including Christmas season, which 

may cause stress to store employees working within children related industries (Turley and Chebat, 

2002). Due to these factors, some store employee might give unfriendly treatment such as ignoring, 

using harsh words and limiting children’s exploration behaviour. This finding is similar to previous 

research by de Faultrier et al. (2014b), who also found that children received some unfriendly 

treatment during their shopping visits. Other than warning them, children are also forbidden to 

explore merchandise as they may cause them to clutter and making loud noises in the store (Ming 

Lim and Hultén, 2015). Meanwhile, store employees are also found giving less attention to children 

as they are seen only as shopping companion and not the actual customer. In many occasions, they 

show more interest in communicating with parents and give less to no attention towards children 

who are tagging along with their parents. As a result, children feel isolated and not welcomed in 

one store (de Faultrier et al., 2014b). In the long run, children who feel unwelcomed may potentially 

develop negative feedback and influence parents to not come back to that particular store in the 

future (Tyler, 2009). Therefore, many research suggested that children should receive similar 

treatment with parents from store employee when visiting a store (Borges, Chebat and Babin, 2010). 

Response towards the adult customer and crowded store 

For some adult customer, looking at children’s behaviour gives them joy and a lively feeling (Lucia-

Palacios, Pérez-López and Polo-Redondo, 2016a). This research found that adult customers often 

smile when looking at children playful behaviour in the store. For this reason, some adult customer 

may approach children just to greet and have a friendly chat with them. However, on the other way 

round, the majority of the children did not respond and remained silent when approached. As 

highlighted by de Faultrier et al. (2014a), some children could be an introvert and therefore are not 

comfortable talking to an unfamiliar person. During the observation, when approached, some 

children would keep quiet at first, but will slowly respond after a while. In many occasions, children 

observed an adult’s behaviour closely and then tried to replicate what they see a few moments 

later. Children imitating adult customer’s behaviour are previously discussed by Badot et al. (2016) 

and Feenstra et al. (2015), as a way for children to learn about various responses when they come 
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across the same situation later on. From this, it is eminent that children may take some time to 

analyse a suitable response they should make when greeted or approached by an unfamiliar person. 

Another important point to highlight is that children may also imitate other adult customer 

behaviour while observing them in the store. Research recorded that children are found to take 

similar merchandise that their parents and other adult customers took from shelves for closer 

observation. However, some customers may feel overwhelmed by this behaviour and kept their 

distance away from children. As highlighted by Cook (2003), children could be unaware with other 

people’s feeling towards their behaviour. For children, imitating the behaviour of an adult customer 

lets them see and learn about consumerism skills through other people’s eyes, which will become 

an important knowledge for them in the future. 

Even though children might show reasonable responses to the behaviour of an adult customer, it is 

interesting to highlight that the majority of children are not comfortable to carry on browsing inside 

a crowded store. As highlighted by some parents during the interview session, children refused to 

browse inside a busy and crowded store as they cannot see their parents clearly to keep a safe 

distance between them while browsing. Other than this reason, children also feel insecure and 

stressed, as they are physically small and gets knocked easily by other adults and get squeezed in 

between customers (Spencer and Woolley, 2000; Lucia-Palacios, Pérez-López and Polo-Redondo, 

2016a). Similarly, other research stresses out how a crowded store makes customers feel 

uncomfortable when browsing for merchandise (Michon, Chebat and Turley, 2005; Ballantine, 

Parsons and Comeskey, 2015) especially when the customer is on a wheelchair or pushing one. As 

a result, many parents stated that their children requested to leave the store immediately or in a 

worst-case scenario, to go back home when the SC is too busy and crowded. To sum, the above 

findings conclude that although children would naturally enjoy browsing and trying on 

merchandises, they might have less interest to visit and browse inside a crowded store.  

Interaction with siblings and friends companion 

This research found that children demonstrate positive behaviour when they go shopping with 

siblings or friends companion such as having active social interactions, endless imaginative play, 

active browsing and exploration on merchandise and other SAV. Children would feel more 

comfortable to share children-related information with peer companions compared to their 

parents as they share the same interest in merchandise and brands. Wiener (2004) and Cook (2003) 

for example, stated that children would actively discuss over merchandise and brands they use at 

school and may even develop secret languages to show that they understand each other very well. 

Secondly, children will use their endless imagination to keep themselves entertained when 
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shopping with peers companion as they get inspired with what each other does (Ayadi and Cao, 

2016). As further explained by Feenstra et al. (2015), children who are experiencing friendly 

environment would also enjoy positive emotional rewards and gain opportunities to learn a vast 

amount of social skills when playing together with peers in SC. Furthermore, children are more 

excited to browse with peers as they feel more secure to explore the store with someone they know 

well even without the parents alongside at their favourite sections.  

This research also revealed that children, especially the older ones, have great influence over 

younger sibling’s purchase decision and visiting intention. In many occasion, younger children 

closely observe what older siblings or parents are doing as a way to learn about many things as they 

grow up (Feenstra et al., 2015; Badot et al., 2016). Therefore, younger children will imitate or follow 

older sibling’s decision when selecting merchandise, place to visit, types of entertainment, flavour 

for snacks and many other shopping decisions. Kail and Cavanaugh (2017) explained that the older 

sibling actively plays a vital role as a teacher that introduces and teaches younger sibling on many 

things that people do in their daily routine.  

However, this research also found that having peer companion while shopping would also lead to 

the increment of impulse purchases and additional stress to parents. In many occasion, children 

who shop with peer companion are found to stay together most of the time while browsing in the 

store. Even though they seem to be happy shopping together, research also found that they would 

unknowingly influence each other to buy the unnecessary and pricey item. In some occasions, 

children are found to request for additional purchases, requesting for the same merchandise or 

snacks that other sibling bought. Consistent with research by Lucia-Palacios, Pérez-López and Polo-

Redondo (2016a), it is concluded that having a shopping companion makes children feel happy, 

increase purchase interest and visiting probability.  

Response towards unfamiliar children customer 

This research found that children show no interest to have a direct communication such as talking 

or playing personal toy together with other unfamiliar children while shopping. In many occasions, 

children are seen only to observe other children and remained silent when they get close to each 

other. Although Wiener (2004) recorded that children love to communicate with other children, 

the research found that this only happens if the children are familiar with each other. Unlike 

children, Kim and Kim (2012) found that adult customers engage more in verbal communication 

with other unfamiliar customer and store employees in retail settings. On the other way round, 

children show more interest towards physical activities than verbal communication and will easily 

follow other children’s playing behaviour in the store (Ayadi and Cao, 2016; Kail and Cavanaugh, 



 

170 

 

2017). Children are also found to show high interest in merchandise or toy that is held by other 

children. In general, a child will wait until the other one returned the toy to shelves before taking it 

for a closer look, but for some children especially the young ones simply cannot resist themselves 

from taking toy off from the other child. As recorded during the interview session, parents think 

that this behaviour is influenced by their high curiosity to take a look and learn features of the item. 

Other than curiosity towards merchandise and toys, children also love to show off their skills and 

belongings to other children. During the observation, few children are found showing off wearable 

accessories and merchandise they have on to other unfamiliar children. Wiener (2004) stated that 

children love to express what they can do in return for some acknowledgement and respect. To 

conclude, children get excited to follow other children’s imaginative playing while shopping and pay 

attention to any toy and merchandise that other children are holding or wearing while shopping.  

Based on the findings in this chapter, the last key factors group in the theoretical framework can 

now be concluded, as shown in Figure 40. There are three subfactors in this category, namely 

parents, the store employee and other customers. The employee factor is divided into two groups, 

which are a friendly and unfriendly store employee. There are a few groups in the last subfactors 

which are; other adult customer and crowds, siblings and friend companion and unfamiliar children 

customer. 

 

 

 

 

 

 

 

 

This chapter laid out findings and discussions on children’s responses and behaviours towards other 

human variables while shopping. The next chapter will discuss the theoretical framework of the 

effects of SAV on children aged between three to seven years shopping experience, as well as the 

insights of this research and some recommendations on how the SC managerial team, designer and 

retailers should improve the SC environment to create the ideal children shopping experience. As 

Children attention towards other 

human variables 
 

• Parents  

• Store employee (friendly and unfriendly 

store employee) 

• Other customer (response towards 

adult customer and crowded store, 

siblings and friends companion, 

unfamiliar children customer) 

Figure 40 Children attention towards other human variables (Author, 2019) 
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stated earlier in this research, a positive shopping experience may encourage visiting intention, 

time spent and the amount of purchase in one store. Therefore, positive children shopping 

experience would also leave a positive shopping vibe for the rest of the family unit.





 

173 

 

 Theoretical framework, research insight and 

discussions 

8.1 Theoretical framework of the effects of SAV on children aged 

between three to seven years shopping experience within shopping 

environment 

From previous chapters, we can now understand how children respond and behave towards other 

human variables in shopping surroundings such as parents, store employees, sibling companions 

and other customers. Findings revealed that children respond actively towards their parents and 

familiar peer companions such as friends and siblings. On many occasions, young children are found 

actively interacting with them and are often influenced by older siblings and friends in their 

purchase decision. On the contrary, children showed minimal non-verbal communication towards 

unfamiliar adult customers, store employees and other children. In such encounters, they chose to 

shift their attention towards other merchandise or the toys in their hand instead. This chapter will 

elaborate further on the theoretical framework, research insights and main discussion for this 

research. 

Anfara Jr and Mertz (2014) defined a theoretical framework as ‘any empirical or quasi-empirical 

theory of social and/or psychological processes, at a variety of levels that can be applied to the 

understanding of phenomena’. As previously discussed in chapter one of this research, the findings 

will help many retailers, designers and SC managerial teams to understand and improve children’s 

shopping experience in multiple ways. From a different perspective, improvising children’s 

shopping experience can also contribute towards positive parent’s shopping experience and 

increment of footfalls in the SC.  

This research discovered that there are four key factors found to affect children shopping 

experience within the SC environment (Figure 41), with each key factor unique to its category. The 

children attention towards in-store decorative elements, electronic devices and entertainment 

units, children attention towards other human variables and children attention towards toys, 

merchandise and snacks coexist together under the SAV category. This refers to salient variables 

that are commonly used by SC managerial team in creating their store design and environment. In 

addition, it also includes other human variables that coexist together as a shopping companion, 

other customers or store employees that are found to influence children shopping experience. 
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There is no direct relationship traced between these groups, but they are connected as children 

interact with them individually or simultaneously when shopping. For example, children are found 

to hold and interact with a toy alone or play with it in front of a mirror before showing it to the 

store employee when paying at the checkout counter. Therefore, a circle line is used to show how 

these three key factors coexist together in the SAV group of the theoretical framework.  

The first key factor is the children attention towards decorative elements and electronic devices. 

Two sub-factors were identified to be highly influential in children’s shopping decisions, which are 

the decorative elements and electronic devices and entertainment units. Both sub-factors for this 

group are grouped together as they are variables commonly used by retailers and SC managerial as 

important manipulative SAVs in a store surrounding. Decorative elements include implementation 

of many variables such as colours, decals, floor tiles pattern and mirrors to represent brand and 

store image, mainly applied to attract customer’s attention towards a store. Meanwhile, the second 

sub-factor helps to keep customers informed and updated with brand or product information while 

keeping them entertained in the store. Although small children may not get the hidden agenda 

behind an in-store electronic advertisement, they show great interest to watch or engage with 

these entertainment units while browsing. Therefore, the right implementation of both sub-factors 

can help increase customer’s visiting intention, prolong shopping time, increase pleasant shopping 

experience, encourage purchases and revisit intention. 

The second key factor is the children attention towards toys, merchandise and snacks. Research 

findings highlighted six subfactors under this category which are toys, merchandise with printed 

cartoon images, clothes, wearable fashion accessories and costumes, books and stationaries, food 

and snacks, followed by the merchandise, packaging and promotional materials with bright and 

colourful features. These sub-factors were grouped as types of merchandise that piqued a child’s 

interest when shopping. Although SC is known to offer a multitude category of merchandise, 

children only pay attention to a certain type of merchandise compared to other categories of 

customers. In addition to merchandise, children also pay great attention to other tangible products 

including those with promotional purposes placed within the SC environment. 

Next, the third key factor is the children attention towards other human variables. Three subfactors 

highly influence children’s shopping experience and behaviour, which are the parents, store 

employees and other customers. These sub-factors are considered as another important key factor 

as children communicate and engage with other customers and store employees, be it directly or 

indirectly when shopping. Understanding children attention towards these sub-factors help to 
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discover potential strategies in improving children shopping experience with the help of other 

parents, customers or store employee.  

The last category in the theoretical framework represents the children shopping knowledge, ability, 

imaginative play and browsing behaviour. Although this category is not grouped together under the 

SAV’s category, this research found that it is crucial to include this key factor in the theoretical 

framework of the overall study. This is because the shopping environment affects customers 

differently and the understanding of how SAV affects children shopping experience is still very 

limited (Turley and Milliman, 2000; Turley and Chebat, 2002; Badot et al., 2016). There are four 

subfactors under this category, which are shopping knowledge and abilities, imaginative and playful 

behaviour, browsing behaviour and navigational skills and lack of interest towards section selling 

merchandise for adult or other groups of customers. This key factor focuses on children’s 

characteristics as a young customers within the SC. The sub-factors were grouped together under 

this group because it helps to justify children’s limited abilities, knowledge, shopping motivation, 

browsing behaviour and store of interest while shopping in the SC. This key factor group is critical 

as children have different characteristics compared to adults or other categories of customers in so 

many ways. Therefore, understanding these little customer’s characteristics including their 

shopping knowledge, ability, imaginative play and browsing behaviour can help the researcher, 

designer and SC managerial to evaluate the shopping environment from a children’s perspective, 

not an adult’s point of view. 

As shown in Figure 41, this research also discovered that the SAV may affect children shopping 

experience including their emotional and behavioural responses in many ways. For example, 

children are found to feel aroused when listening to fast rhythmic music and even dance to it. On 

different occasions, children feel uninspired to explore a store or a section selling merchandise for 

adults or other groups of customers because of the low level of identification they have on the 

merchandise displayed. As a result, children demonstrate avoidance behaviour and start to throw 

tantrums, signalling to the parents that they wanted to leave. Each reason behind the children’s 

responses towards the SAVs was elaborated in the discussion section of chapters four to seven.  

As discussed in section 2.5.3 of this research, a shopping environment is designed with a 

combination of numerous SAVs. Despite facing a great challenge in investigating children shopping 

experience within this complex atmosphere, each key and sub-factors influential to children’s 

shopping experience were successfully categorised using the theoretical framework created. 

Therefore, the key factors and sub-factors can be a useful starting point to other researchers who 
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wish to conduct further studies within the same research interest, as discussed in the 

recommendation section of this research.  

 

Figure 41  Theoretical framework for the effects of shopping atmospheric variables on children 

aged between three to seven years during shopping activity within shopping 

environment (author, 2019) 

8.1.1 Modification to the theoretical framework for the effects of shopping atmospheric 

variables on children during shopping activity 

There are some changes made to the theoretical framework for this research, compared to the 

conceptual framework, which was discussed in section 2.5.3. Although the structure of the 

conceptual framework is developed based on recent literature within the research area, some 

factors in this framework were improved during the development of the theoretical framework. 

This section discusses the changes made to the theoretical framework, as a result of the data 

collection and analysis process.  

Some of the changes are due to new data that emerged during the research analysis and clustering 

activities that took place. For example, the first key factor of the conceptual framework focuses on 

children role as young customer and their influence over family purchases. However, through the 
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research analysis, the researcher managed to split the children’s roles into more detailed 

subcategories, which is shown in the first key factor in section 4.6 of this research. In the theoretical 

framework, children roles are now divided into four subcategories, which are shopping knowledge 

and abilities, imaginative and playful behaviour, browsing and navigational skills and lack of interest 

towards section selling merchandise for other groups of customers. Therefore, the new group 

clustered in the theoretical framework are more focused and thus, able to justify each children self-

roles in a more specific manner. For example, children demonstrate abilities not only to roam freely 

in the store but able to identify the location of aisles and navigate throughout the familiar store 

without any guidance from a parent. Few factors from the fourth category of the conceptual 

framework were moved into this category, as they are closely related to children browsing 

behaviour and navigational skills. In addition to that, the theoretical framework also highlighted 

that children were not motivated to browse at a store selling merchandise for adults or other 

groups of customers. It also highlights the children’s ability to use their playful imagination to keep 

themselves entertained when browsing at a store selling non-children related merchandise.  

There are some changes made to the second key factor in the conceptual framework. The 

conceptual framework placed the children’s engagement with merchandise under the second key 

factor, but this was moved as the third key factor in the theoretical framework as children were 

found to engage with a wider range of merchandise while shopping. Therefore, the third key factor 

in the theoretical framework now focuses on children attention towards merchandise, namely the 

toys, stationaries, promotional items, food and snacks during their shopping journey. 

Categorisation for this group helps to identify how children respond and behave towards a certain 

group of merchandise when browsing in children related stores or mix-merchandise stores within 

the SC. This category is crucial, especially for retailers who need to understand and identify 

appropriate merchandise mix for children customers (Turley and Chebat, 2002).  

The second key factor for the theoretical framework focuses on children attention towards in-store 

decorative elements, electronic devices and children entertainment units. Compared to the 

conceptual framework, all decorative variables are now listed under the subfactor of decorative 

elements. However, the electronic devices and children entertainment unit are grouped separately 

as another subfactor, as they are commonly used for marketing and entertainment purposes. 

Additionally, although children respond similarly towards a certain design elements such as the 

colour of the store and merchandise with bright and colourful features, the application of colours 

is different to each other. Therefore, research analysis has identified colour in a store as a sub-

factor for decorative elements in the theoretical framework. Meanwhile, merchandise with bright 
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and colourful features refers to any merchandise that is decorated with bright and colourful 

packaging or materials under the children attention towards toys, merchandise and snacks.  

Another modification to the third key factor in the conceptual framework involves the parent’s 

responses towards children behaviour. This category was moved under the fourth key factor in the 

theoretical framework as it focuses on children attention towards other human variables. Most of 

the children and parents interaction and socialization were categorised under this group, including 

selecting for purchases and helping parents with the check-outs.  

In the conceptual framework, conflicts between parents and children were taken out, as other 

factors can influence parents shopping and purchase decisions, apart from the SAV. For example, 

some parents might plan to purchase clothes and stationaries earlier, so they will let children 

purchase any of the said items they like in the store during the visit. However, due to budget 

constraints, some parents had to disagree with an additional children purchase request for items 

that are not on the purchase list such as toys and snacks. This disagreement may lead to conflicts 

between children and parents, which falls beyond the scope of this research.  

Next, socialisation with peers was first grouped under the third key factor in the conceptual 

framework. However, findings from this research discovered that children socialize and respond 

differently not only to parents and store employees but to other children customers as well, be it 

familiar or unfamiliar ones. Therefore, they are now regrouped into the subfactor of other 

customers under the fourth key factor in the theoretical framework. In similar, children interaction 

and response towards both friendly and unfriendly store employee is combined under the human 

variables key factor in this theoretical framework. 

In addition to the above changes, expressing emotions towards events and situations was 

withdrawn from the second key factor in the conceptual framework. It was observed that children’s 

emotions are influenced not just by the outside factors such as events happening around them, but 

also determined by their self-characteristic and preferences towards certain merchandise. 

Therefore, factors influencing a child’s emotion during a shopping activity should be considered 

holistically from the combination of both events and children’s preferences. 

Lastly, the descriptive structure of the theoretical framework was modified into a more dynamic 

form. In the theoretical framework, a circle line is used to show the connection between three 

groups of key factors which are the children attention towards in-store decorative elements, 

electronic devices and entertainment units, children attention towards other human variables and 

children attention towards toys, merchandise and snacks. These three groups were placed together 
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inside the shopping atmospheric variables group. However, one other key factor group was 

excluded from those in the SAV group as it represents the children’s characteristics that are 

influential towards their shopping experience. Arrows are used to show how both key factor groups 

were found to affect children shopping experience and all these groups were then placed together 

in a bigger box representing the SC environment. 

For validity purposes, the theoretical framework has been re-visited thoroughly, each time new 

data emerge, or grouping activities take place. Findings presented and grouped in the theoretical 

framework were also carefully evaluated with reference from other published research to ensure 

the validity of these new findings. Based on this theoretical framework on the effects of SAV on 

children aged between three to seven years during the shopping activity, this research identified 

some research insights that could potentially help improve the children shopping experience. These 

research insights should be used by the designer, retailer and SC managerial team as a guide when 

designing a shopping environment for a family with children customers. Careful design planning 

using suggestions from these insights may help provide a positive shopping experience for the said 

group of customers and become an added value to their businesses. 

8.2 Research Insight 

The previous section discusses the theoretical framework for this research as well as some 

modifications made to the conceptual framework for improvement purposes before the theoretical 

framework was finalised. This section will discuss potential research insights made based on the 

findings of this research highlighted in figure 41. These insights (Table 8) were divided into three 

categories, namely the retailer, designer and SC managerial team. Ultimately, a deeper 

understanding of how children perceive and experience all the SAV holistically will unbox potential 

ideas that are beneficial to the customers as well as retailers. The next paragraphs discuss insights 

for the categories mentioned above. 

Table 8 Research insights for retailer, designer and SC Managerial (author, 2020) 

Insights Purpose for improvement 
Retailers 
Great and fun children 
store experience Create positive values that encourage store loyalty  

In-store edutainment 
section  

Space that helps to educate children on consumerism, in a fun but 
beneficial manner 

In-store edutainment 
section  

Children self-service checkout machine using cash and card that 
suitable for their physical size and abilities 
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Insights Purpose for improvement 
Placement of children 
related merchandise on 
shelves 

Placing and displaying products at eye level may attract children’s 
attention and will potentially increase sales 

Placement of fragile 
merchandise on shelves 

Placing non-children related merchandise especially fragile ones on 
higher shelves to avoid unwanted incidents involving children 
customer 

A controlled space with 
some toys and crafty 
activities  

Help keep the children entertained and stay put in this area while 
parents shops 

In-store toy loan service 
Keep the children entertained at a store selling non-related 
merchandise, let children play with the toy while sitting calmly in the 
pushchair 

Children monitoring 
bracelet 

To make sure children will only browse within an appropriate and 
safe distance from parents 

Play a short cartoon show, 
children related themed 
song, popular fast rhythm 
music or storytelling audio 

To keep children entertained and stay longer in the store 

In-store colouring and craft 
area May keep children entertained longer, letting parents shop in peace 

Coin-operated fun ride 
machine or seater with 
cartoon character 

To let children ride the machine while waiting for parents to browse 
for merchandise 

Simulation screen Let children try their favourite things such as fashion accessories, 
dresses and superheroes costumes virtually  

Training courses and 
communication guidance 
for employees  

The right approach is needed to keep the children busy, entertained, 
and cause fewer distractions to parents and other customers 

Live demonstration session 
by peer 

Provide the latest information for merchandise and enhance 
children’s purchase intention.  

Designers 

Children carrier bag Handy and lightweight carrier bag appropriate of children physical 
size 

Shopping trolley Smaller size shopping trolley that can be easily manoeuvred by 
children 

Secured step stool or risen 
platforms To let children able to reach and grab things located on shelves 

Store window display 
should incorporate items 
that piqued a child’s 
interest 

To attract them and their family to enter and further spend inside 
the store 

Bright colours around 
stores and colourful store 
accessories  

Encourage children to visit and spend more time in the store 

High reflective surfaces 
such as mirrors on the 
walls 

To let children do role-playing and entertain themselves while 
parents browse for merchandise in a store 

The right selection of floor 
decoration 

Can be entertaining for children customers to play hopscotch and 
other games 
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Insights Purpose for improvement 
Children are thrilled to find 
animal merchandise and 
statue 

The placement of animal figures within the SC would be an added 
value to children's shopping experience 

Glass display cabinet for 
collectable cards  

Let children customers have a look at each card without having to 
touch them physically 

Bright and colourful 
promotional merchandise 

 
Help children to easily identify designated stores or sections that sell 
or provide activities for them 
 
 

SC Managerial team 
Aesthetic and practicality 
consideration in the overall 
design 

To ensure every corner of the shop will be able to facilitate most of 
its function as a retail space for children customer 

Children mobility service 
(fancy trolleys with kids 
seats, scooter and Heelys 
shoes for rent) 

May assist children in exploring larger areas in a fun and exciting 
way 

 

a) Retailer 

Children with their limited understanding of consumerism and the actual value of money, 

often seek explanations from their parents. Apart from asking questions, it is also important 

to note that children get to learn about consumerism through their self-observation and 

exploration while shopping. Therefore, retailers may provide an in-store edutainment section 

to educate children on consumerism, in a fun but beneficial manner. The placement of 

children self-service checkout machine that suits their physical size and abilities at this 

section, for instance, will allow children to experience the whole purchase process 

themselves and build a firm understanding on how to make purchases before getting to eat 

or play with it later. Children can also be introduced to various payment methods such as 

cash, cards or even mobile applications when making payments using this machine.     

Other than that, retailers should also consider placing children related merchandise on the 

lower shelves, since placing and displaying products at eye level may attract children’s 

attention and will potentially increase purchases. As such, retailers should also consider 

placing non-children related merchandise, especially fragile ones on higher shelves to avoid 

unwanted incidents involving children customers. 

One other important discussion in this chapter is children imaginative play and their habit of 

playing with toys found when browsing in the SC. Children are an adventurous being 
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constantly seeking for entertainment to avoid getting bored during a shopping activity. To 

keep themselves entertained, children will play with handheld toys they brought from home 

or the one they just purchased or grabbed from the shelf. Parents, on the other hand, have 

concerns on children accidentally breaking and damaging merchandise while playing in the 

store. Therefore, it is ideal if the retailer can allocate a controlled area provided with some 

toys and craft activities for children so that the parents can continue browsing inside the 

store peacefully.  

Placement of small toys and children’s books would also help keep the children entertained 

and stay put in this area. This space is critically important for stores selling non-children 

related merchandise, as children are found to have less interaction towards merchandise in 

such stores.  Young children sitting in pushchairs will also benefit from this area. Parents may 

borrow some toys from this area and let children play with them while safely sitting in the 

pushchair. In addition, children, especially girls, are found to be calmer when playing with 

their soft animal toys while parents shops in a store selling non-children related merchandise. 

Therefore, retailers may also provide soft animal toys, dolls, or mini figurines toys to be 

borrowed at the store front’s entrance to keep the children entertained at the store selling 

non-related merchandise. The toys may need to be maintained and replaced over time as 

trends for toys come and go, as well as to maintain good hygiene practice. Providing this kind 

of loan service may also encourage children to revisit the store selling non-children related 

merchandise in the future.  

In addition to the above, children also demonstrate great interest to browse alone when 

looking for merchandise and snacks in the store. However, children’s requests may 

sometimes be objected by parents due to their concern over children’s safety; worrying that 

they might break things or wander off into restricted areas of the store. As a suggestion, 

retailers may provide individual distance monitoring bracelet, to make sure children will only 

wander within an appropriate and safe distance from parents. The bracelet may help monitor 

by sounding a warning alarm to both parent and child when they are out of the safe distance 

between each other. This device will not only help parents monitor the children’s location 

safely but also let parents shop with peace of mind, knowing that their children are within a 

safe distance from them.  

Another variable that is bound to entice children’s attention is digital entertainment includes 

cartoon shows, children related theme songs and popular, fast and rhythmic background 

music. On many occasions, children will quickly run towards in-store television once they 
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hear their favourite cartoon theme song playing. Children are also found standing still to 

watch the cartoon show during their shopping visits. However, not all stores are found to 

provide in-store cartoon shows. If there is any display monitor unit available, it will only play 

their marketing advertisement in a loop. As a suggestion, the retailer should consider playing 

a short cartoon show to keep children customers entertained while browsing inside their 

store. 

Similarly, retailers could also play children related themed songs or popular, fast rhythm 

music to keep them entertained and stay longer in the store. This research found that 

children will sing and dance along happily when listening to their favourite and familiar music 

in the store. Alternatively, the retailer can also air recorded storytelling audio to help children 

become more relaxed and quiet as they would be attentive to listen to what is playing. As a 

result, parents would have a positive shopping experience, spend a long time in a store and 

feel less stressed as their children are calmer during the shopping visit. 

This research also found that children who remain seated enjoying the in-store colouring 

activities will cause fewer conflicts to parents. As a result, parents can spend more time in 

the store as they get fewer distractions from children. Therefore, this research suggests that 

the creation of in-store colouring and craft areas may keep children entertained longer, 

letting parents shop in peace. This designated area does not have to take much space but 

should be creatively arranged and designed with child-friendly elements to appeal to the 

children customer. Retailers can also use this as an opportunity to design their colouring 

sheets, games and craft activities that double as their brand promotion for in-store marketing 

purposes. This section can also be a critical selling point with targeted merchandise 

introduced through display and samples, as the children would be spending sufficient time 

there while the parents shop away. The children’s colouring and craft area should be easily 

monitored by parents, possibly by locating them in the middle area of the store with clear 

visibility. Correct placement is important since not all retailers prefer to provide children 

areas inside their store as children may cause disturbance to other customers. Therefore, 

activities for this section should be carefully curated to ensure the children can enjoy the 

activities with minimal sound disturbance. Research also shows that children are interested 

in spending time reading books and children’s magazines found inside a store. A small reading 

nook at this space may be applicable to let the children enjoy a short reading whilst their 

parents shop away. It is also important to highlight that by providing this area, parents can 

continue browsing without worrying about their children’s safety. Ultimately, creating this 

space may leave positive in-store children shopping values, enhance shopping satisfaction, 



 

184 

 

patronage intentions and store loyalty which potentially contributes towards business 

success.  

Many children enjoy riding a COFRM and love-spending a great amount of time sitting and 

playing inside the machine even when they are not working or already broken. Unfortunately, 

the machines are usually located in open areas far away from other stores. They may cause 

disturbance to the family shopping schedule as parents would then have to wait for children 

to play with the machines. As a result, many parents will only let their children have a go for 

a short while before continuing their shopping session. As a suggestion, retail managers 

should take further initiative to place this machine inside the store, where children can ride 

the machine while waiting for parents to browse for merchandise. Since children are also 

found able to sit happily inside a non-operational COFRM, retailers can also provide a seater 

with cartoon characters and minimal animated features such as blinking light to cater for this 

purpose.  

From this research, it is also observed that little girls love to try on wearable children 

accessories such as a wristband, princess tiara, necklace and many other accessories during 

their shopping visit. However, some accessories, especially the fragile ones, are placed inside 

a plastic wrapper and are not accessible for fitting purposes. Some children who are keen to 

try the accessories are found asking for parent’s assistance to check or take the accessories 

out to try them on. Children are also observed taking a long time browsing at children’s 

fashion stores because of this. As a suggestion, retailers can develop a simulation screen to 

let children try their favourite things virtually. The interactive screen will allow them to see 

how they look without the hassle of taking the item out of the box or physically holding the 

accessories. 

Similarly, this could also work with clothing items, for example, princess dresses and 

superheroes costumes. One other item that benefits from this is the reversible sequin diary 

which is popular among kids. Children love to touch and flip the sequins to see how the design 

would interactively change. As this type of diary is often wrapped in plastic to avoid damage 

and serve hygienic purposes, a simulation screen can be beneficial to satisfy a child’s curiosity. 

This screen can also double as an in-store marketing channel that plays recorded reviews of 

merchandise by popular children influencers. As highlighted by Wiener (2004), child 

influencer plays a vital role in conveying a well-trusted message about merchandise to other 

children.  
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Understanding the interaction between children and retail employee is crucial, especially 

with the retailers aiming to encourage store and brand loyalty with customers. This research 

found that friendly children are comfortable communicating and talking to friendly store 

employees during their shopping visits. However, some children may refuse to talk to the 

store employee due to their personality and emotional state when visiting the store. For 

example, introverted children may be too shy to ask questions to the store employee. 

Children also refuse to communicate with store employees when they are tired and sleepy. 

Research also found that children are curious and eager to investigate more about an item, 

but will ask parent’s help to get the answer from store employees on behalf of themselves. 

As a suggestion, retailers may provide training courses and communication guidance for 

employees working at stores selling children related merchandise. The course may help store 

employees to brush up their skills and understand effective communication that can be 

applied when approaching and dealing with children customers. Alternatively, a branch store 

manager may also provide this training for frontline employees working at the non-children 

related store, since children may as well be present visiting a store with their family.  

Although they might not deal directly with a child, it is to the utmost importance that they 

can approach children professionally whenever a child needs assistance, attention or simply 

to keep them feel comfortable in the store. This research also found that some store 

employees and other adult customers may not be comfortable with children running, playing 

and making loud noises inside the store. Therefore, the right approach with additional effort 

is needed to keep the children entertained, keep them busy and cause fewer distractions to 

their parents or other customers. Even if the children are not paying for merchandise, it is 

important to highlight that children love receiving similar treatment that adult customer gets. 

Their experience may affect their perception towards a store as they grow up. As previously 

discussed in chapter seven of this research, parents or grandparents would be happy if their 

children are happy and will potentially return for visit in the future. 

It is also suggested for retailers to have a live demonstration session or play advertisement 

videos for in-store merchandise review to let children have the latest information about the 

merchandise available in store. In-store demonstration and review by peers may provide 

useful information to both parents and child and increase children’s purchase intention.  
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b) Designers 

This section discusses research insights that could be used by the designer when designing 

the environment, product or furniture for children customers. Due to their physical limitation, 

children are unable to hold big and heavy items in one go. Throughout the observation, it is 

observed that children prefer to hold the items they pick, with agreements from their parents. 

On an occasion at the bargain chain store, children are seen to hoard up to three items at 

one time and accidentally drop them on the floor once it is too many and heavy. Although 

some older children can carry a shopping basket by themselves, it gets filled heavier from 

time to time with family selections. Many of them are found leaving the shopping basket on 

the floor or handing it over to the parents as it gets too heavy to be carried around. This is an 

opportunity for bargain chain stores to provide a handy and lightweight carrier bag 

appropriate to their physical size to let them carry their picks. The bag can then be kept inside 

the family’s shopping basket or trolley when children go on and about to explore other 

merchandise or simply refusing to carry them anymore. In addition to this suggestion, 

retailers can also provide shopping trolleys in a smaller size that can be manoeuvred easily 

by the little customers. With a smaller shopping trolley, children will also be able to 

conveniently manage loading and unloading items easily, providing a full shopping 

experience and satisfaction to them.  

Children are also unable to explore and reach for merchandise placed on the higher part of 

the shelves. On many occasions, children are found intrigued to get a closer look at toys or 

other merchandise. However, not all toys are located within reachable height. Some children 

are found requesting parent’s help to take the merchandise from the higher shelf while 

others are seen stepping on the lower shelf to reach for the merchandise themselves. As an 

alternative, retailers may consider placing a secured step stool or risen platforms in sections 

and shelves containing children related merchandise so they can reach and grab things they 

are interested in safely.  

Children are found to pay extra attention towards a store window display decorated with 

merchandise of their preference such as toys, cartoon figurines, princess dresses and 

superheroes costumes. This research also found that children are attracted to enter a store 

with window displays decorated with colourful images, bright coloured balloons and festive 

decoration merchandise. However, not all stores can have window displays decorated using 

these elements. For example, many fashion retail outlets will only decorate them with 

mannequins, paying less attention to the said children’s related elements even when they do 
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sell some children related merchandise. As a result, children will perceive their store as one 

which sells non-children related merchandise and reluctantly follow parents to enter. In 

some cases, some children will pull their parents away from entering the said store.  

Therefore, it is suggested that the store window display should incorporate items that piqued 

a child’s interest, to attract them and their family to enter and further spend inside the store. 

A creative store window decoration may attract customer’s attention to enter, increase time 

spent inside and influence parent’s shopping and spending. Implementing the right 

decoration in a store window display, therefore, entices not only customers but sales 

revenue as well. 

Another group of variables that attract children’s attention are the colour of the store, 

decorative wall surfaces, checkerboard floor surfaces and festive decoration. Children are 

found interested in visiting and spending more time in bright coloured and colourful stores. 

For this reason, the retailer might consider applying bright colours around stores and 

colourful store accessories when decorating a children related store. Meanwhile, a non-

children related store can opt to apply these colours to one small section within the store to 

send a message that the area is dedicated for children to play and do craft activities. However, 

careful selection of colours is very critical to send the correct perception towards the store. 

For example, a boy might feel that a store is only selling merchandise for girls if it was painted 

in pink. Alternatively, retailers can also decorate their store using high reflective surfaces 

such as mirrors, to let children do role-playing and entertain themselves whilst parents 

continue browsing for merchandise in the store.  

Next variable on the list that can attract children’s attention is the checkerboard floor tiles. 

Children are found to be jumping excitedly over these multi-coloured square tiles on the floor, 

happily playing hopscotch or jumping around on one leg over this type of floor surface. 

However, the majority of retailers might overlook this. The right selection of floor treatments 

and decorations can appeal not only to the customer’s eye but is also entertaining for 

children. This application is useful, especially in areas where children would have to wait for 

parents to make purchase selection or payment.  

Furthermore, children also pay great attention to animal statues and striking coloured 

decorative elements. During the Christmas season, children are found running towards these 

variables before further touching and stroking the animal statues and decorative 

merchandise. As found in this research, children love surprises and are thrilled to find animal 
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merchandise dotted around the shopping perimeters. For such reason, the placement of 

animal figures within the SC would be an added value to their shopping experience.  

It is also noticeable that children love observing and playing with collectible items with 

superheroes or cartoon characters such as playing cards during their shopping visits. 

Unfortunately, many of these items are secured inside the glass display cabinet or boxes. 

Occasionally there are notes placed next to the playing cards, reminding parents to look after 

the children should they wish to hold the cards. Being curious, children would take the cards 

eagerly and ignore the reminder. As observed, even with the parents monitoring, children 

are found returning the cards to the wrong sections, thus messing with the correct placement. 

Alternatively, a new design of a glass display with the cards placed front-facing can be 

designed so that the little customers can have a look at each card without having to touch 

them physically.  

One other variable that appeases a child’s attention is the bright colours featured on 

merchandise and promotional materials. On many occasions, children are found easily 

attracted and pay close attention to merchandise and promotional material with the 

aforementioned features. Children are also observed to follow bright coloured floor stickers 

placed towards a store selling children related merchandise. For this reason, retailers and 

SC’s managerial team may use bright and colourful features as a visual highlight on any 

children related store, pop-up unit or sections for children entertainment and craft activities 

within the shopping environment. The use of bright colours may help children to easily 

identify designated stores or sections that sell or provide activities for them. The highlight 

may be applied as decorative finishes using wall paint, signage, posters or as simple as in 

sticker form.  

c) SC managerial team 

As previously highlighted in chapter one of this research, SC is a collaborative effort by a 

group of state agencies, market researchers, architects, visual merchandise managers, and 

top profile managers as the project involve massive planning before reaching the approval 

stage. The initial stage of development will usually involve the main building, facilities and 

general interior and landscape features. It is then up to the actual field manager, architect 

and design consultant to design or reconfigure the space in detail before the actual retail 

activities take place. However, the majority of the design pay very little attention to customer 

and employee shopping or working experience. For a retail store to open, retailers will then 

need to invest more money to renovate and improve the design and layout of their store to 



 

189 

 

ensure a concept parallel to their branding image, as well as to inject a fresh contemporary 

environment to stay ahead of their competitors and maintain solid financial revenue. The 

combination of store design and the environment will influence customer’s store experiential 

values and their product consumption. In creating the right shopping atmosphere, 

aesthetical and practical aspects are taken into consideration in the overall design to ensure 

every corner of the shop will be able to facilitate most of its function as a retail space for 

children customers. Even if the area might serve its function well enough, it is still important 

to highlight that a unique store environment that stands out from the crowd may have a 

significant impact over customer’s evaluation, visiting intention, time spent, purchase 

decision and brand loyalty. Customers today are looking for an impactful shopping 

experience through stores that could satisfy their positive experiential needs alongside their 

purchase transaction. Hence, creating a great and fun child store experience may create 

positive values that encourage store loyalty, which will last throughout their adulthood. 

Although there are a number of entertainment available in malls such as cinemas, game 

arcades, ice-skating rinks and coin-operated fun ride machines, this research insight will be 

looking specifically into potential activities and facilities that could add value to children 

shopping experience within the selling floor, worthy of their visit. To maintain, the SC 

managerial team should continuously monitor the effectiveness of their store surrounding 

for children customers on a timely basis. This could be done in various ways, including 

evaluating the children shopping environment from time to time. 

This research also found that children get tired easily and will refuse to walk further if SC is 

too big. Providing children mobility services such as fancy trolleys with kids seats, scooters 

and Heelys shoes for rent will not only assist them in exploring larger areas but create a fun 

and exciting way to go around as well. Parents can shop in peace and enjoy their browsing 

time with the children. However, they would need to monitor their children closely when 

using or riding on these mobility aids, as some children might accidentally bump onto other 

customers or shelves, or stopping and changing direction abruptly when browsing. 

8.3 Discussions 

Many retailers use SAV to provide a unique and positive shopping vibe, which may help to increase 

customer’s shopping satisfaction, time spent and purchases in one store. Research within 

environmental psychologist and marketing areas were conducted to understand how certain 

variables affect customer’s response and behaviour within one selling space (Mehrabian and 
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Russell, 1974; Bitner, 1992; Turley and Chebat, 2002). Although there are already numerous studies 

conducted in finding deeper understanding on how the implementation of certain shopping 

atmospherics variables (SAV) affects adult customer’s behaviour, it is only until recently that 

scholars chose to divert their research attention towards children customers (Ironico, 2012; de 

Faultrier et al., 2014b; Ayadi and Cao, 2016; Badot et al., 2016).  

The store atmosphere is considered as a complex environmental setting since it has an extensive 

amount of variables indoor and outdoor, in addition to other merchandise and service it offers as 

well (Turley and Chebat, 2002; Ming Lim and Hultén, 2015). Thus, a combination of all these 

elements may affect customers cognitive, emotional, and behavioural responses differently (Turley 

and Chebat, 2002). For example, some customers may respond positively towards loud music and 

catchy rhythm, attracting them to stay longer. In contrast, others may find loud ear-blasting music 

irritating and uncomfortable, triggering them to leave immediately. As explained previously by 

Mehrabian and Russell (1974), the customer’s personality and characteristics will influence how 

they respond to the environment’s load. A high sensation seeker may find loud music stimulating 

and exciting, whereas a low sensation seeker finds loud music disturbing, putting them at unease. 

Other than personal responses towards arousals, this research also found that introverted children 

demonstrate less interaction with unfamiliar people, including store employees and adult 

customers, compared to the extroverted ones during their shopping visit. Due to its complexity, 

Turley and Chebat (2002) suggested that studies need to be conducted against different categories 

of customers as the shopping centre receives numerous visits from a wide array of customers daily. 

Research by Massicotte et al. (2011) for example, found that teenagers perceive the shopping 

atmosphere differently as their abilities, motivations and method of assessment differs from an 

adult. Massicotte found that teenagers often evaluate the shopping centre’s environment from a 

social perspective. In contrast, an adult will evaluate the shopping centre’s environment based on 

the quality of merchandise they sell, brands and social status. Interestingly, this research found that 

children will look for entertainment values when evaluating and responding to the SC’s 

environment. On many occasions, children will either play with available toys or use their 

imaginative play skills when engaging with merchandise or SAV to keep themselves entertained 

while browsing in the store (Ironico, 2012; Feenstra et al., 2015). How children perceive and explore 

the shopping surroundings is unique therefore the shopping atmosphere needs to be furnished and 

equipped with suitable elements that enhances their experience and trigger their imagination 

worthy of their stay, fulfilling both utilitarian and hedonic needs similar to adult customers. The 

findings of this research will help bridge the gap in understanding how the SAV affects children’s 

cognitive, emotional and physiological responses, while shopping,  as suggested by Turley and 
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Chebat (2002), Ironico (2012) and Ayadi and Cao (2016). In addition, this research was able to 

classify salient factors that may affect children emotional and behavioural responses, achieving new 

findings as an extension of research by Turley and Milliman (2000). A few dissimilarities were also 

found in the comparison of their research, as this research is a context-specific study that focuses 

on children aged between three to seven years. For example, Turley and colleagues stated that an 

employee’s characteristics and uniform could affect a customer’s satisfaction and evaluation of the 

store. This research, however, found that children receive both friendly and unfriendly treatment 

from store employees while shopping and do not show any specific response towards an 

employee’s uniform. However, the treatment that children receive from store employees may 

affect children’s motivation to communicate, browse and make purchase request to parents while 

shopping. 

One other important finding is the role of children as shopping companions to their parents when 

shopping together in SC (Strătilă, 2020). As highlighted in section 1.3 of this research, shopping 

companions may help customers make their purchase decisions and reduce stress levels which in 

turn, contributes to a more positive shopping experience (Borges, Chebat and Babin, 2010).  This 

research, however, found that children companions can either give a positive shopping vibe or 

disrupt the whole family shopping experience. On many occasions, parents and children visit the SC 

to seek for pleasure apart from purchasing merchandise, socializing, having meals and enjoying 

other shopping activities together. Unfortunately, children can also trigger stress among parents 

when they throw a tantrum, disobey their parent’s instructions or play aggressively in the store, 

resulting in parents shortening the shopping visit or leaving the store abruptly. With these findings, 

this research revealed that having children companions can either improve or devaluate parent’s 

shopping values and excitement when they shop together in the SC. However, having a friend and 

siblings companion along will make children feel happier, excited and motivated to shop and 

browse for merchandise together.  

Even with limited studies within this area, the researcher managed to uncover a considerable 

amount of findings to understand more on the effects of SAV on children aged between three and 

seven years old by using a qualitative approach, including the ethnography cultural probes (children 

shopping experience diary), digital ethnography observation and face-to-face semi-structured 

interview. Although this research only involved 12 children and parents participants, the results 

provide detail and a significant amount of data in understanding how children respond towards the 

most salient SAV for them during the shopping visit. Additionally, the observation carried out also 

help to explain the reasons why children are responding in a certain way when interacting with the 

SAV. For example, children respond very well towards colours and are intrigued to visit and spend 
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time in a bright and colourful store. Similarly, they also love to observe and take a closer look at 

bright and colourful merchandise besides responding well to promotional materials with bright and 

colourful features. Children are also found happy and excited when browsing merchandise, clothes, 

promotional materials and entertainment machine with printed cartoon images or features on 

them in store. These useful findings are important in opening up the research potential, and further 

explore how to implement the variables to attract visits, enhance time spent, encourage purchases 

and improve family shopping visits in general. 

Apart from the above discussion, this research also found that there are a considerable amount of 

similarities and differences in terms of how adults and children respond to the same SAV when they 

go shopping together. Research by Ironico (2012) explained that children’s different approach 

towards merchandise is highly influenced by their cognitive abilities and limitless imagination when 

experiencing the store environment. For example, an adult customer will walk at a steady pace 

while browsing and further inspecting merchandise whilst children are found brisk walking and 

running around, tossing and smashing hanging clothes, as if they are a punching bag to them. 

Similarly, this research found contradicting responses and behaviour between parents and their 

children due to different cognitive abilities, imagination and motivation when visiting the SC. While 

parents visit SC to make purchases and enjoy the hedonic values of shopping, children use their 

imagination not only to keep themselves entertained but also to learn about consumerism and 

shopping skills along. On many occasions, children will ask for explanations from parents and learn 

more about consumerism by observing parent’s behaviour and purchase selections. Parents would 

answer and share their shopping and other knowledge collected throughout years of experience. 

Even though small children can make their purchases while shopping with parents as early as the 

age of four (Valkenburg and Cantor, 2001; Cook, 2003), children’s cognitive ability is still developing 

and often demonstrates lack of knowledge when making purchase selections and shopping 

planning. For such reason, their purchase decisions will always be monitored and authorized by the 

parents. However, children still own a great influence over selections of stores, merchandise and 

types of snacks. On some occasions, children’s behaviour might also influence parents to leave or 

stay longer, making them an important shopping companion that may potentially help to increase 

the amount of family purchases, brand loyalty and returning visits. For these reasons, it is suggested 

that retailers should reconsider their design direction and put children’s satisfaction equally 

important as to an adult customer when building a SC in the near future. 

This chapter has focused on the theoretical framework, research insights and main discussion for 

this research. Next,  research conclusions, research limitations and recommendations for future 

research will be looked at in the eighth chapter of this research.
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 Conclusion, Research Limitation and 

Recommendation 

9.1 Conclusions 

This research is conducted ‘To investigate how children aged between three to seven years’ 

experience their SAV and develop a theoretical framework which will then be used in constructing 

research insights to improve children shopping journey during shopping activities’. There are two 

main studies referred to in this research which are the SAV and servicescape theories. The SAV 

theory highlighted that a conscious design of one space may evoke positive feelings which in turn, 

affect customer’s behaviour and purchase probability (Parsons et al., 2010; Kim and Kim, 2012; 

Wong et al., 2012; Ballantine, Parsons and Comeskey, 2015). Meanwhile, the servicescape theory 

stated that employees and customers in service businesses respond to the dimensions of their 

surroundings cognitively, emotionally and physiologically (Bitner, 1992). Since they were first 

introduced, many researchers tried to understand how the SAV can help retailers and designers to 

design a better shopping environment for their customers (Mattila and Wirtz, 2001; Parsons et al., 

2010; Ballantine, Parsons and Comeskey, 2015).  

This is because, understanding the most salient variables for a specific segment of customers, in 

this case, the children can help enhance the uniqueness of a store design, putting them ahead of 

other competitors (Bitner, 1992; Turley and Milliman, 2000; Turley and Chebat, 2002; de Faultrier 

et al., 2014a). More importantly, children are found to evaluate the store surroundings from its 

hedonistic values more than the utilitarian needs (Ironico, 2012; Ballantine, Parsons and 

Comeskey, 2015). Thus, a careful design of a selling space based on findings and insights of this 

research can help increase children’s motivation for shopping, comfortability and time spent in SC 

(Ballantine, Parsons and Comeskey, 2015). Although children are not the one paying for the 

merchandise and service, it is widely known that they do have a great influence over a parent’s 

shopping decisions (Valkenburg and Cantor, 2001). For this reason, a creative design of SC’s 

environment will increase time spent, amount of purchases and shopping satisfaction among 

families with small children (Cowles, 2002; de Faultrier et al., 2014c). 

This research contributed to the body of literature within this area of study from a few 

perspectives. Firstly, this research was conducted to specifically understand children aged 

between three to seven years of shopping experience as suggested by de Faultrier et al. (2014a). 
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Secondly, it also discovered how children respond towards SC’s environment based on their very 

own perspective and shopping journey as suggested by Feenstra et al. (2015). This research also 

highlighted some of the most salient variables found to evoke both pleasant and unpleasant 

shopping experiences that can potentially influence family purchases, time spent, future visits and 

store loyalty (Ayadi and Cao, 2016; Strătilă, 2020). Additionally, it helps other researchers 

understand how children customer might respond and behave differently towards the SAVs 

compared to adults and other groups of customers. Findings were carefully clustered and 

constructed together as the theoretical framework in this research.  

Throughout the study, all five objectives for this research are achieved and presented in the 

previous chapters. The first and second objectives are discussed in chapter two, while objective 

number three are carefully laid out in chapter four to seven of this research. Meanwhile, objective 

number four is discussed in chapter eight, followed by the fifth objective in section 8.2 of this 

research. Qualitative methodology is used in this research, where data is collected using a literature 

survey, ethnography cultural probes (cSED), digital ethnography observations (children shopping 

journey) and face-to-face semi-structured interviews. From the analysis carried out, there are four 

key factors of SAV identified to influence children’s cognitive, emotional and behavioural responses 

while shopping within the SC’s environment.  

The first in these categories is the children’s shopping knowledge, ability, imaginative play and 

browsing behaviour. This group of variables shows that children have limited knowledge, abilities, 

navigational and consumerism skills when compared to adult customers, but often use their 

unlimited imagination to explore the shopping surroundings. It is also found that children have little 

interest to browse at sections selling merchandise for adults or other groups of customers. As stated 

by Strătilă (2020), different segmentation of customers gets attracted to, behave and respond 

differently towards one environment. This demands retailers to fully understand their customers 

to plan strategies and come up with an ideal shopping environment that encourages repeat visits 

from their customers. 

The second key factor is the children’s attention towards in-store decorative elements, electronic 

devices and entertainment units. As highlighted earlier, the SAVs are often used by retailers to 

influence customer’s emotions, cognitive responses and shopping decisions. There are two groups 

in this category, namely the in-store decorative elements and in-store electronic devices and 

entertainment unit. The next key factor within these four categories is the children’s attention 

towards merchandise and snacks. In this category, children are observed paying great attention to 

specific items such as books and stationaries, toys, merchandise with printed cartoon images, 
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children’s clothing, food and snacks, fashion accessories and festive costume. This also includes 

merchandise, packaging and promotional materials in bright and colourful features. The last group 

of key factors is the children’s attention towards other human variables. There are three 

subcategories under this group, which are the interaction with parents, store employees and other 

customers. Based on the findings, potential insights are then constructed, emphasizing on 

measures that should be considered by retailers, designers and SC managerial team that aim to 

improve children customer’s shopping experience. The insights and purpose for improvement were 

carefully discussed in section 8.2 of this research.  

As a conclusion, this research has successfully constructed the theoretical framework of the effects 

of SAV on children aged between three to seven years during shopping activity within shopping 

environment. The research insights are proposed and may be applied to improve children shopping 

experience while shopping with parents at the SC. The following sections will discuss research 

limitations and followed by recommendations for future research. 

9.2 Research limitations  

Apart from the beneficial insights found, this research is, however, still limited by several factors. 

The first limitation is the location for research observation and data collection. This research was 

conducted at a local community shopping centre in Southampton’s major business area. Only one 

shopping centre is involved in the research observation, as there have been some delays and 

challenges in getting approvals from the authority and managerial team. Although the Marlands SC 

provides varieties for merchandise, brands, store types and services, there are only a limited 

amount of stores available in this shopping centre. Due to this reason, this research only collects 

children’s responses towards SAV from a limited amount of store brands within the same industry. 

For example, only two stores are selling girls accessories in this shopping centre, although there are 

many other brands available across the market in the UK. Therefore, it is hoped that observations 

at other SC with a wider variety of store brands can be done in the future to potentially help enrich 

our understanding in terms of how children respond towards similar SAV within different stores 

and brands.  

Secondly, this research was conducted involving children aged between three and seven years old 

from mixed gender and cultural background. The recruitment stages took almost three months, 

involving brochure and poster invitations directly to parents, primary school administrative office, 

through email invitation and posted on the University of Southampton’s notice boards throughout 

the campus area. As a result, 12 groups of parents and children participants from a mixed cultural 
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background have been accepted to participate in this research. Due to the time constraint and 

participant’s availability, only three groups of participants were UK residents. However, the rest of 

the participants are living and going to junior and primary schools in the UK. As for similarities and 

familiarities towards the brands and SC’s environment, this research only involved children who 

have averagely visited the Marland SC for more than seven times. 

Thirdly, the insight section for this research only discusses future ideas and design potential based 

on the author’s point of view as a researcher and designer with a design background. This research, 

however, does not involve simulations and testing due to time constraints and monetary issues. In 

addition, this research focuses only on the most salient factors that have great influence over 

children’s emotional and behavioural responses while shopping within the SC’s environment. 

Although children’s responses were discussed indirectly in chapters four to seven, this research did 

not go in-depth on factors influencing the children’s emotional and behavioural responses. 

However, findings and insights from this research are useful as a starting point for professionals 

who wish to design an alternative shopping atmosphere for children with parents customers.  

The fourth limitation is that this research focuses on children’s responses and behaviour within the 

actual brick-and-mortar shopping setting. Therefore, research observations, children shopping 

experience diary and data from the interviews only focused on how children respond and why they 

were responding in such manners within a physical store. The findings from this research may not 

be generalized and used to understand how children respond to web shopping atmospherics in 

online shopping. For instance, children may respond and behave differently towards a toy when 

they are browsing online compared to when they engage physically with it in the actual store. In 

addition to that, this research also did not delve further into a parent’s decisions factors as parent’s 

shopping decision may lead to other conflicts that are too wide of a topic for this research. 

9.3 Recommendation for future research  

This research has brought up a few possible directions for future research. Turley and Chebat (2002) 

highlighted that designing a store environment is a difficult task since it involves a wide variety of 

variables within one selling space. Therefore, further research could be conducted to identify what 

are the most salient variables for children customers when shopping at a different type of store or 

shopping centre. At the current time, there are a vast amount of SC scattered around the UK and 

worldwide, varying from the local community, modern SC, power stores to a high-end luxury mall. 

With higher competition among businesses, the SC’s managerial team and retailers have to work 

on delivering dynamic store atmospheres to keep them ahead of their competitors. For this reason, 
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future research should investigate how children respond and behave towards SAV at a different 

types of SC as it will strengthen both the design and managerial strategies.  

This research also suggested that further study is needed to understand how children from various 

backgrounds respond towards the SAV while shopping. Like adults, children come from various 

family backgrounds and lifestyles. There are a few elements that make a child unique from others 

such as family status, level of exposure towards brands, familiarity towards the SC, gender-related 

preferences and their family shopping routine. Therefore, future research may look into a specific 

group of children when trying to understand how they respond to the same shopping environment. 

For example, the study may investigate the impact of SAV within the same shopping location on 

children from different economic backgrounds. The comparison of how children from the said 

category respond and behave within the same shopping location may help retailers to differentiate 

their strategies to cater for children from the wider community. Additionally, studies can be 

conducted to investigate the impact of SAV on children’s browsing motivation and purchase 

intention when shopping during a different period and time. This is because children may behave 

and respond differently towards the same SAV when they are in good emotional state (happy, 

feeling excited and wide awake) compared to when they are in poor emotional state (hungry, tired 

or feeling sleepy).  

Next, there is a big potential to explore how children respond and behave towards new shopping 

environments based on the findings and insights from this research. However, further design 

development, design simulations, testing and marketing trials are needed for accurate 

measurements and strategies, should the managerial team wish to make modifications to the 

parent and children shopping atmosphere. The processes and findings from these design 

development and marketing trials may become beneficial in providing design guidelines for the 

store managerial team who are striving to improve their shopping experience. Future research 

should also be conducted to identify factors influencing children’s emotional and behavioural 

responses while shopping in detail, perhaps using a smaller sample size using a focus group or 

observation study. 

Lastly, this research was conducted to understand how children respond and behave towards SAV 

within an actual physical store. Therefore, other future research may look into how children 

respond towards the web shopping atmospherics such as the colour of the webpage, type and font 

size, animal or superheroes characteristic and other visual elements. A better understanding of 

these elements may help click-and-mortar or click-and-click businesses understand how the 
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variables affect children’s motivation for web surfing, online purchase intentions and many other 

online-based shopping decisions.   
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Appendix A Research procedure checklist form 

Study title  : An investigation on the effects of SAV on children during shopping 
journey within the shopping atmosphere  

Principal investigator     : Mohd Shahril Bin Rusman 
Supervisors Name           : Dr. Yuanyuan Yin & Dr. Yasmin Sekhon 
Ethics reference              :             25854 
Parent (1) Printed Name:___________________________________________________ 
Parent (2) Printed Name:___________________________________________________ 
Child Printed Name       :_____________________________________ 

Tasks PIC Notes 

Researcher    Participants 

Participants agreed to participate                                  /  

Confirmation for first meeting place, date &  

time 

         /                       /  

Check forms and equipment needed for first 

introductory meeting  
         /  

Email participant information sheet for 1st review          /  

First introductory meeting 

Explain participant information sheet          /  

Answering question raised by participants          /                       /  

Fill in Participant Consent form                      /  

Fill in participant information form                                  /  

Explain voucher and acknowledge receipt  

form 

          /  

Brief and deliver Cult. Probe Children  

Shopping Exp. Diary 

          /  

Confirmation for 2nd meeting place, date &  

time 

          /                      /  

Confirm amount of people who will be  

attending first observation 

          /                      /  

Email Marlands Shopping Centre for 1st obs. visit           /  

Check equipment needed for 1st observation           /  

Second meeting and first observation 
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Brief first obs. and sign Participant Consent form           /                      /  

First children ethnography shopping observation            /                      /  

Email Marlands Shopping Centre for 2nd visit           /  

Check voucher, form and equipment needed  

for 2nd observation 

          /  

Third meeting and second observation 

Brief second obs. and sign Part. Consent  

form 

          /                      /  

Deliver purchase voucher and acknowledge receipt 

form 
          /                       

Fill in and sign acknowledge receipt form                                  /  

Second children ethnography shopping obs.           /                      /  

Confirmation for third meeting place, date & time           /                      /  

Confirm amount of people who will attending  

a semi-structured interview 

          /                      /  

Book Hartley Study Room for 4th meeting           /  

Check forms and equipment needed for  

fourth meeting & semi-structured interview 

          /  

Fourth meeting and semi-structured interview 

Brief interview and sign Participant Consent form (fo  

both diary and interview) 
          /                      /  

Collect Cult. Probe Children Shopping Exp. Diary           /   

Semi-structured interview + participant’s exp. 

Interview 
          /                      /  

Explain research debriefing form           /  

Submit completed acknowledge receipt form  

to account team. 

          /  

End of data collection 

 



 

201 

 

Appendix B Participant information form 

Study title:  An investigation on the effects of SAV on children during shopping journey 

within the shopping atmosphere  

Principal investigator: Mohd Shahril Bin Rusman 

Supervisors Name:  Dr. Yuanyuan Yin & Dr. Yasmin Sekhon  

Ethics reference:  25854 

Parent (1) Printed Name: _________________________________________________ 

Parent (2) Printed Name: _________________________________________________ 

Child’s Printed Name: ________________________________________________  

Please tick the appropriate box(es) where relevant to you. You may tick more than 1 
box. 

1. How do you describe your family shopping type? 

       Hedonic/ leisure shopper (shopping is done as a way to perceive entertainment and emotional 

worth through shopping activities)                 

       Utilitarian/ product oriented shopper (shopping is done out of necessity and procuring a 

product in a deliberate and efficient manner)               

2. How frequent do you shop with your child? 

       Rarely                 Sometime            Regularly    Often     Almost every time           

3. Where do you and your child mostly shop at? 

       Supermarket           Shopping centre         High Street           Other, please 

specify________________________    

4. How long in average, do you spend time with your child at shopping centre? 

       Less than 1 hour         1 hour to 1 and half hour   1 and half to 2 hours           

       More than 2 hour    

5. What do you and your child usually do when visiting shopping centre? 

       Purchase things         Recreational  Educational         Socializing 

       Other, please specify ______________________________________        
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6. Which item does your child often ask to buy when visiting shopping centre? 

       Sweets & snacks          Toys           Books         Clothes           Other, please specify_________      

7. How much an average do you spend for your child when visiting shopping centre? 

       £10 or less          £11 to £20          £21 to £30          £31 to £40          £41 to £50           

       More than £50  

8. How many times have you visited The Marlands Shopping Centre in the last 12 months? 

       Never                1-4 times            5-8 times           9-12 times          More than 12 times                        

9. How much is your monthly household income? You may choose prefer not to say for this 

question. 

       Less than £1000        £1001 to £2000         £2000 to £3000         More than £3000    

       Prefer not to say 

 

End of question and thank you very much for your time spent 
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Appendix C Children shopping experience diary (cSED) 

Front Cover 

 

Insert page 
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Children Shopping Experience Diary (Manual Guide) 

 
What is this diary and how do you use it? 
 
This is a handy book, for you to jot down your observation and experience during the shopping 
trip with your child. Feel free to record your observation in any way you like; short notes, 
elaborative paragraphs, scribbles or sketching; be as creative as you want, but keep it clear and 
informative! 
 
Here are some tips on what to write about: 
 
- How the child is behaving? 
- What emotions are they showing? 
- How they handle or engage with in-store merchandise? 
- How they respond to the store atmosphere? 
- Whom do they engage with and how do they socialise? 
- What interests them? 
 
Note down the information as soon as you possibly can, as deferred information may alter first-
hand experience/ observation. You can make short important notes and elaborate it later during 
your free time. 
 
Should you need an extra diary, please feel free to ask for another set from the researcher. 
 
How will your information in this diary be used? 
 
As a parents, your first-hand observation of your child will be crucial in understanding what a child 
experience in the shopping atmosphere. The information recorded will be processed to find gaps 
that can be used in benefiting families with children, retailers and consumers in general. 
 
When should I submit this diary? 
 
Tentatively, you have four (4) weeks to fill in this diary. Please return this diary during the second 
observation visit, or as soon as you are ready. 
 
Thank you very much for your co-operation and time spent. 
 
For further information, please contact: 
Mohd Shahril Bin Rusman, 
Winchester School of Art, University of Southampton, 
Park Avenue, Winchester, SO23 8DL 
Mobile: 07493443611/ Email: msr2g15@soton.ac.uk
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Appendix D Examples of written children shopping 

experience in cSED 
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Appendix E Field notes during observations 

Date : __________________________________________________ 
Parent (1) : ______________________________________________ 
Parent (2) : ______________________________________________ 
Child Participant: _________________________________________ 

Location: 

Interactions with (variables): 

Description of activities: 

Child’s emotion: 

Sequence of activity over time: 

Parent’s response:  

Child’s response:  

Other’s response: 

Reflective comments:  

(questions to self, observations of nonverbal behaviour, 

my interpretations, sketch of event)  

 

Descriptive notes: Reflective notes: 

Location: 

Interactions with (variables): 

Description of activities: 

Child’s emotion: 

Sequence of activity over time: 

Parent’s response:  

Child’s response:  

Other’s response: 

Reflective comments:  

(questions to self, observations of nonverbal behaviour, 

my interpretations, sketch of event)  

 

Descriptive notes: Reflective notes: 

Location: 

Interactions with (variables): 

Description of activities: 

Child’s emotion: 

Sequence of activity over time: 

Parent’s response:  

Child’s response:  

Other’s response: 

Reflective comments:  

(questions to self, observations of nonverbal behaviour, 

my interpretations, sketch of event)  

 

Descriptive notes: Reflective notes: 
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Appendix F Notes for other customer during children 

shopping observation 
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Appendix G Sample of interview transcript 
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Appendix H Sample of Qualitative research analysis 

 

                                                                             

Example of deductive coding activities (the code were grouped using same colour) 
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Appendix I Example of parent participant concern 

form 
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Appendix J Example of children participant concern 

form  
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Appendix K Semi-structured interview guide 

Study title:  An investigation on the effects of SAV on children 

during shopping journey within the shopping 

atmosphere  

Principal investigator: Mohd Shahril Bin Rusman 

Supervisors Name: Dr. Yuanyuan Yin & Dr. Yasmin Sekhon  

Ethics reference:          25854 

Introduction 

Welcome to semi-structured interview session. As a brief, there are few questions that have 

been prepared for you beforehand, but you may be asked an additional further questions 

should the researcher require more information from you. There is no right or wrong answers 
since this research aims to understand your viewpoints further. Feel free to let me know if you 

want to hear the question again, should you need to. 

Alright, now could we begin this interview with some question about you and ________ (use 

child’s pseudonym name)? 

1) First, could you please tell me about your shopping routine? 
2) Could you please tell me about ________ shopping routine when he/ she shop with 

you? 
3) How do you describe ________ role as a young customer? 
4) Now, could you please explain what are ________ ’s role as a family purchase 

influencer? 
5) Please explain, how ________ engage with merchandise or product for sale while 

shopping with you? 
6) Could you please describe, how does ________ respond to his/ her shopping 

surrounding and atmosphere? 
7) Did ________ show any specific emotions during their engagement with merchandise 

or the shopping atmosphere? 
8) Please describe, how does ________ socialise with you while you shop together? 

Could you help give some examples on this/ these situation(s)? 
9) Could you explain, how does ________ respond and socialise to his/ her peers while 

shopping? This include someone he/ she knows or not. 
10) Please describe, how ________ communicate and receive attention from the store 

employee? 
11) Please explain, do you allow ________ to explore his/ her shopping surroundings? 
12) Please tell me, are they any possibilities of conflicts between ________ and you while 

you shop together? Can you share some example with us? 
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13) When conflicts happen between you and ________ while you shop, how does usually 
the conflicts is handled? 

14) Please explain, how does ________ respond to your concern over their safety? 
15) Does ________ in-store behaviour and response affects your shopping journey or time 

spent?  
16) Is there anything you would like to add? 

End of semi-structure question. Thank you for your co-operation 
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Appendix L Email confirmation to conduct observation 

at The Marlands Shopping Centre 

Southampton 
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Appendix M Publication list 

Conference and paper submissions 

1) Rusman, M. S., Yin, Y., Dhillon Y. S. (2017). Effects of atmospheric variables on children 

during shopping activity: a conceptual framework of children shopping experience. In E. 

Bohemia, C. de Bont, & L. S. Holm (Eds.), Conference Proceedings of the Design 

Management Academy (Vol. 1, pp. 207–222). London: Design Management Academy. doi: 

10.21606/dma.2017.XX, ISBN 978-1-912294-11-4 

2) Rusman, M. S., Yin, Y., Dhillon Y. S. (2018). Effects of shopping atmospherics variables on 

children shopping experience: a preliminary study. Breaking Silo 2018 Doctoral Research 

Conference presentation. United Kingdom.
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