
20-11-2023

The Best Choice
Translating consumers’ choices for inner city shopping centres

Roemer Warners I 1177028 I  P5 Presentation I Faculty of Architecture



2Roemer Warners                  The Best Choice

Welcome 
Index

• Pre research
• Research method
• Survey
• Results 
• Recommendations



3Roemer Warners                  The Best Choice

Research proposal

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Cras 
vestibulum ipsum in lorem. Duis et dolor. Aliquam libero magna, 
ultricies eget, fermentum quis, rutrum eu, erat. Suspendisse tempus 
dui ut eros. Aenean pulvinar eleifend ipsum. Phasellus interdum. 
Pellentesque habitant morbi tristique senectus et netus et 
malesuada fames ac turpis egestas. Vestibulum pulvinar ipsum nec 
turpis. Cras ornare magna id tortor.

Find the 10 differences 

1. Pre Research

Photo: The Cube, Rotterdam, The Netherlands 
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Pre research
Insight in consumers’ preferences

• In a competitive market, insight in consumers’ preferences is the 
key to a successful product or project [Verma 2008]

• “Insight in consumer preferences are becoming more important in 
order to stay ahead of the competition” [Heino Vink, Multi Vastgoed]
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Motive

• Cddfdfdf
• Cras vestibulum ipsum in lorem.
• Aliquam libero magna

• Eget fermentum quis rutrum eu erat. 
• Suspendisse tempus dui ut eros. 
• Aenean pulvinar eleifend ipsum. 

Paragraaf subkop
Pre research
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Pre research
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The difficulty of measuring choices
• Ratio and emotion
• Different aspects
• Various options
• Strategic answering

Pre research

Source: Capgemini 2008
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• Insight in consumers’ choices 

• Success of an inner city shopping centre 

• Choices are often complex and difficult to measure correctly 

• Improving insight preferences 

• Improving the research method for measure these preferences 

• Benefit for retail professionals and future studies

Problem statement
Pre research
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SHOPPING CENTRE 1
SHOPPING 
CENTRE 4

SHOPPING 
CENTRE 2

SHOPPING 
CENTRE 3

Consumer

Consumers’ choice: Research method

Shopping Center 

Retail Market (various options)

- 11 macro 
characteristics

- Demographics
- Purpose
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2. Research Method

Photo: Forum Duisburg, Duisburg, Germany  
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WTP 
Measurement

Stated 
Preference

Revealed 
Preference

Direct Surveys Indirect SurveysMarket DataExperiments

Discrete Choice 
Analysis

Conjoint 
Analysis

Consumer 
Surveys

Expert 
JudgementsAuctionsField 

Experiment
Laboratory 

Experiments

• Stated Preference
• Indirect survey
• DCA

Research method
Discrete Choice Analysis (DCA)

Source: Breidert 2006
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WTP 
Measurement

Stated 
Preference

Revealed 
Preference

Direct Surveys Indirect SurveysMarket DataExperiments

Discrete Choice 
Analysis

Conjoint 
Analysis

Consumer 
Surveys

Expert 
JudgementsAuctionsField 

Experiment
Laboratory 

Experiments

• Stated Preference
• Indirect survey
• DCA  Closest to measuring real life choices

Research method
Discrete Choice Analysis (DCA)

Source: Breidert 2006
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WTP 
Measurement

Stated 
Preference

Revealed 
Preference

Direct Surveys Indirect SurveysMarket DataExperiments

Discrete Choice 
Analysis

Conjoint 
Analysis

Consumer 
Surveys

Expert 
JudgementsAuctionsField 

Experiment
Laboratory 

Experiments

• Strategic answering 
• Choosing is easy
• Measuring non-verbal aspects

Research method
Discrete Choice Analysis (DCA)

Source: Breidert 2006
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• Vignette (een set van 2 vignetten)
• Main attribute (Techniek, Beelddiagonaal, Prijs) 
• Attribute level (LCD/CRT, 54cm/82cm, 299€/399€/499€)

Discrete choice analysis

Source: Snoei 2008

Vignette, Main attribute, Attribute level
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• Lack of knowledge about the influence of the vignette layout on 
the preferences of the respondents

Vignette layout: Text - Symbol
Discrete choice analysis

Source: Van den Berkhof 2008 (left), Snoei 2008 (middle), Bogerd 2009 
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3. Main Attributes

Photo: Kalvertoren, Amsterdam, The Netherlands 
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Main Attributes

1. Accessibility (how easy is it to reach the centre)
2. Parking
3. Retail program
4. Size of the centre
5. Travel time (to the centre)
6. Atmosphere 
7. Location
8. Design (Architecture) 
9. Catering
10.Leisure
11.Service

Long list (literature) 
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Main Attributes
Six main attributes included in the vignette

1. Architecture
2. Atmosphere
3. Catering
4. Parking
5. Size
6. Travel time
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4. Attribute Levels
Find the 10 differences

Photo: Entre Deux, Maastricht, The Netherlands 
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Attribute Levels

• Three attribute levels 

• Attribute levels based on existing inner city shopping centres 
selected on their diversity of the six main attributes

• Entre Deux, Maastricht, The Netherlands
• Lilien-Carré, Wiesbaden, Germany 
• Centrum Galerie, Dresden, Germany

Determine and design 
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Attribute Levels
Architecture

• Level 1: Conservative (Entre Deux)
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Attribute Levels
Architecture

• Level 2: Medium (Lilien-Carré)
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Attribute Levels
Architecture

• Level 3: Modern (Centrum Galerie)
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Attribute Levels
Atmosphere

• Level 1: Low atmosphere
• Level 2: Medium atmosphere
• Level 3: High atmosphere

• Based on previous studies
• Green
• Natural lighting
• Artificial lighting
• Decoration



25Roemer Warners                  The Best Choice

Attribute Levels
Catering

• Level 1: Fast food
• Level 2: Coffee & tea
• Level 3: Restaurant
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Attribute Levels
Travel time (expert interviews)

• Level 1: 45 minutes 
• Level 2: 30 minutes
• Level 3: 15 minutes
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Attribute Levels
Size

• Level 1: <20 stores
• Level 2: ±40 stores
• Level 3: >60 stores
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Attribute Levels
Parking

• Level 1: No parking
• Level 2: Paid parking
• Level 3: Free parking
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Attribute Levels
Text and Symbol vignette
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5. The Survey

Photo: Beurstraverse, Rotterdam, The Netherlands 
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Survey

• Time, quantity and diversity  Online

• Dutch and German

• DCA in combination with:
• Respondents’ demographics 
• Consumers’ purpose

• Shopping is recreation
• Target shopping 

Index
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Survey
Respondents
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• Dutch survey
Survey date 30 days (22nd of March 2010 until 22nd of April 2010)

Total number of respondents 720

Finished surveys 526
Dutch respondents 562

Belgium respondents 11

Rest 22

• German survey
Survey date 26 days (26th of March 2010 until 22nd of April 2010)

Total number of respondents 101

Finished surveys 68

Survey
Respondents
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6. Results

Photo: Stadsfeestzaal, Antwerp, Belgium 
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Results

• Well spread in terms of age, education and gender

Descriptive statistics (sample)
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Results

• Start: Influence of the vignette layout 

• All four differently displayed attributes, significantly influenced the 
preferences of the respondents.

Discrete choice questions
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Results
Discrete choice questions



38Roemer Warners                  The Best Choice

Results
Discrete choice questions
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Results
Discrete choice questions
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Results
Main attributes

• Significance level of 5%

• Based on 14.328 / 2 = 7164 observations 
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Results
Main attributes
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Results
Attribute levels 

1. Travel time
2. Parking  
3. Size   
4. Atmosphere  
5. Architecture   
• Catering  
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Results
‘Best’ and ‘worst’ choice 



44Roemer Warners                  The Best Choice

Results
Attribute levels 

1. Travel time
2. Parking  
3. Size   
4. Atmosphere  
5. Architecture   
• Catering  
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Results
Interaction effects

• Significance level of 1%

• Effect
• Age - Travel time, Parking
• Income - Travel time
• Family - Size

• No effect
• Gender
• Purpose
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7. Recommendations

Photo: Centrum Galerie, Duisburg, Germany 
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Recommendations

• Text is dominant over images
• Travel time 
• Parking 
• Large shopping centres
• Catering
• Planting and light
• Phase of life 
• Future discrete choice studies
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SHOPPING CENTRE 1
SHOPPING 
CENTRE 4

SHOPPING 
CENTRE 2

SHOPPING 
CENTRE 3

Consumer

Consumers’ choice: Research method

Shopping Center 

Retail Market (various options)

- 11 macro 
characteristics

- Demographics
- Purpose
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Questions?

Photo: ‘The best choice’
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Results
‘Best’ and ‘worst’ choice 
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Questions

• Product: What shopping centre characteristics influence the 
choice of the consumers and to what extent do these 
characteristics influence this choice?

• Consumer: What consumer characteristics influence the choice 
of the consumers and to what extent do these characteristics 
influence this choice?

• Method: When using a discrete choice analysis, what is the best 
way to measure a combination of verbal and non-verbal aspects 
in the same vignette?  

Research questions
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Questions
Indirect vs. Direct method

DCA   Direct 
• Travel time Size
• Parking  Atmosphere
• Size   Travel time
• Atmosphere  Parking
• Architecture  Catering 
• Catering  Architecture
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Questions
Urban structure 
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Questions
Urban structure 
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Questions

• 48% straight 53% curved 

• Horizontal 25% vertical 75% 

• Most men prefer the curved shopping street (66%) while most 
women prefer the straight shopping street (60%)

• 74% German students prefers the curved shopping street 
compared to 56% of the Dutch students. 

• 52% of the German students prefers the vertical facades 
compared to 67% of the Dutch students and 75% of all Dutch 
respondents. 

Urban structure 
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Questions

• Age - Travel time, Parking

• Income - Travel time

• Family - Size

Consumers’ characteristics
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Questions
Consumers’ purpose
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Questions
-



59Roemer Warners                  The Best Choice

Questions
-



60Roemer Warners                  The Best Choice

Questions
-
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Questions

• Jeroen van Sliedrecht, Laren, Groningen

iPod winner
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