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Abstract: Rapid developments in food retailing industry have led to growth of shopping malls, 
particularly in the large cities of Saudi Arabia. Extant literature has shown how certain store attributes 
will help retailers to differentiate themselves. Despite this importance, very little is known about the 
characteristics of the mall shoppers in Saudi Arabia. The purpose of this study is to profile shoppers’ 
characteristics and their influence on shopping attitude and patronage.Using empirical research, this 
paper examinesfactors influencing shopping attitudes and mall patronage. The article discusses the 
findings andmakes recommendations to retail store management. Future researchdirections are also 
suggested. 
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INTRODUCTION 
 
 Retailing is one of the most dynamic and rapidly changing sectors of most emerging nations including in 
Saudi Arabia. Retail sales in Saudi Arabia are expected to grow from about $27 billion in 2011 to more than 
$37bn in 2015 (Business Monitor International, 2011). Of these sales, we estimate about 50 per cent share of 
shopping malls. 
 The retailing scenario in Saudi Arabia bears little resemblance to what it was even a decade earlier. Large 
retail operators in multiple formats are now been dominating the sector, and competition in the retail 
marketplace has been steadily increasing (Sohail, 2008).Saudi Arabia is the largest retail market in the Arabian 
Peninsula. The Kingdom enjoys the largest slice of the GCC retail industry and continues to be an outperformer 
in the hypermarket segment. The larger size of population, the high percentage of youth population, and their 
high levels of disposable income, provides an attractive opportunity for retail sector growth. The recent trend in 
the kingdom is characterized by an upsurge in shopping malls. A number of mega hypermarkets have appeared 
mainly in cities. 
 Rising incomes and busier lifestyles are creating the space for malls in the lives of the affluent mass, 
particularly living in cities. Further, given the nature of the society in Saudi Arabia, where opportunities for 
entertainment are limited, Saudis and the large expatriate population patronize malls not only for shopping but 
also see this as an opportunity to socialize. Malls are patronized by people who often come for socialization and 
window-shopping rather than actual shopping. This potentially leads to a situation where the expected revenues 
are not generated by the retailers and straining relationship with mall operators (Mitra, 2006). With a growing 
number of mall operators, only those who differentiate their offerings and can build a strong patronage will 
eventually survive in this intense competition (Majumdar, 2005). 
 While some academic research has addressed mall patronage, most of these have been in the context of the 
developed nationsand there is a paucity of research on mall shopping behaviour in Saudi Arabia. As a result, 
present understanding on this topic has remained context-specific limiting our knowledge of mall patronage to 
research conducted in developed countries. Researchers have highlighted how there are fundamental differences 
between developed nations and a developing nation on issues such as business environment, consumer behavior  
and others (Sohail 2009,Kulviwat, et al, 2009,  Zhou & Li, 2010).  This evidence suggests that studying the 
contextual nuances in different national setting brings forth hitherto unexplored perspectives. 
 The present study also contributes to the existing body of knowledge in a number of ways. First, much of 
the existing research on mall patronage does not distinguish between ‘real’ shopper and window shopper. The 
present study identifies the shopping orientation of the different ‘real’ and window shoppers. Second, this 
research incorporates demographic, lifestyle, value, shopping orientation, attitudinal variables in the same 
research. Few studies on mall patronage have examined all of these variables together. Third, this is the first one 
to address shopping orientation in the context of malls in Saudi Arabia.  
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 The objectives of this research is therefore to examine shopper’s characteristics grouped into (a) 
demographics, (b) shopping orientations, (c) values, (d) lifestyle, and their influence on shopping attitude and 
patronage. The results from investigating the relationships on shopping attitudes and their relative influence on 
mall patronage are presented. 
 
2.0  Materials: 
Shopping Malls and Patronage: 
 A shopping mall is a place where a group of retail business plan, develop, own, and manage it as a unit 
(Kotler and Armstrong, 2006, McKeever et al., 1977,  Prendergast et al., 1998) In addition to this characteristic, 
of a ‘unit’, shopping malls is a part of the urban panorama has been considered as consumer “nesting places” or 
habitat (Swinyard, 1998) So these places are important venues that enhance people’s experience. Experience is 
the consequence of acquiring and processing stimulation over time. It is one of the personal selection factors 
that affect perception (Solomon, 2004). Hence, it can be said that the shopping mall experience is the result of 
acquiring and processing stimulation in the mall over repeated visits. Experience is also affected by the personal 
characteristics of people that in turn influence their shopping mall perceptions. Especially for the teenagers, 
shopping practices at malls are perceived as a social experience (Taylor and Cosenza, 2002). 
 Early theories on mall patronage relied on utilising a combination of objective measures such as distance to 
mall, population density, and space (Brunner and Mason, 1968; Bucklin, 1967). A model for predicting mall 
patronage was subsequently developed (Huff, 1964; Huff and Rust, 1984). This model was based on the 
principle of cost(accessibility)verses utility (size). However, the validity of these models were questioned by 
later researchers,  as these models assume similar mall patronage decisions from shoppers with different 
incomes, educational levels and occupational classification( example Moore and Mason, 1969). The next wave 
of research on mall patronage gave an increasing focus on the shopper and other influencing factors in mall 
patronage such as image attributes and motives (Bellenger et al., 1980,Nevin and Houston, 1980, Finn and 
Louviere, 1996), image (example, Hunter, 2006), and  situational variables ( example, Zhuang et al. 2006). 
 
Attitude: 
 One of the most influential and widely researched attitude models in the literature is Fishbein’sbehavioural 
model (Fishbein, 1967). This theory assumes that people from attitudes toward objects on the basis of their 
beliefs (perceptions and knowledge) about these objects. Fishbein's attitude theory gives a basis to understand 
attitude and predict behaviour. This model has been widely used as a multi-attribute attitude measurement 
model. Fishbein’sbehavioural intentions models have been the conceptual foundations of many studies to 
account and measure for consumer behaviour. This study measures the attitudes of customers towards mall 
patronage using the Fishbein model and explores the relative factors, which influence shoppers’ attitude toward 
mall patronage.  
 
Shopper Characteristics and Attitude: 
 Mall patronage is influenced strongly by cultural, social, personal, and psychological characteristics. While 
these cannot be controlled, hypermarket owners must take these into account. Several external and internal 
influences have a substantial effect on consumer behaviour (Keegan et al., 1992). Wells and Prensky (1996) 
divide these underlying factors into two broad components, which are the key to consumer analysis: consumer 
background characteristics, and behavioural processes. Shoppers’ background characteristics are an innate part 
of his/her makeup. These characteristics are stable aspects of a consumer’s life, which cannot be changed. 
Demographic characteristics, such as gender, age, or ethnic background are some examples of background 
characteristics.  
 Behavioural processes are those that are the motivational, perceptual, learning, attitude formation, and 
decision-making tools, which consumers use to complete the activities and satisfy their needs (Wu, 2003). 
Based on these established theories, this study combines the influencing factors of attitude and identifies 
shopper characteristics as demographics; value; lifestyle and shopping orientation. These four factors have an 
important influence towards shopper’s attitude and patronage 
 
Demographics: 
 Consumer demographics are the external influence factors that include the consumer’s gender, age, 
occupation, education, income, interest, and living area, etc. Demographic factors are one of the external 
influences of consumer behaviour, which include gender, age, occupation, education, income, interest, and the 
likes. These demographic characteristics have been found to be useful to differentiate between groups and help 
explain patronage decisions (Malhotra, 2004,Jarboe and Mcdaniel, 1987). 
 Researchers have been reporting gender differences in terms of shopping preference and behaviour for 
many years, and research shows that men’s and women’s shopping behavior differs on many levels like they 
process information differently . Besides, they load different meanings to value and material possessions, go 
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shopping for different reasons.  Women go shopping to browse around and see shopping as an enjoying activity 
while men go shopping just to meet their needs seeing it as a duty. (Durakbaşa and Cindoğlu, 2002). 
 
Value: 
 The concept of consumer value places emphasis on the principle of maximizing efficiency or optimising 
output for a particular level of input (Sproles, 1980). In the marketing literature, value has been discussed in the 
context of exchange or a return for something, a trade-off between benefits or satisfaction received and costs or 
sacrifices incurred (Downs, 1961, Murphy and Enis, 1986 ). With a similar concept, Zeithaml's (1988) value 
definitions of “the quality I get for the price I pay” and “what I get for what I give” also signify a trade-off 
between the benefit and cost component of shopping value.  Researchers have also identified other dimensions 
of value , such as pleasure from shopping (Downs, 1961 and O'Guinn and Faber, 1989),  quality of service 
(Zeithaml, 1988), and convenience of shopping (Mazursky and Jacoby, 1986 ).  The essence of all these 
research is shoppers’ weigh costs beyond the monetary cost of goods. 
 Past research has also established that  the influence of personal values on  consumer decision-making and 
consumption behaviour ( example, Tai, 2008, Doran, 2009 and Durvasula et al., 2011).A number of past studies 
have identified the  underlying values determining  mall shopping behaviour ( Shim and Eastlick, 1998, 
Swinyard, 1998, Thompson and Chen, 1998, Erdem et al., 1999 and Stoel et al., 2004). However,  few have 
systematically examinedhowthese values influence mall shopping behaviour (Cai and Shannon, 2012) . 
Additionally,  personal values are in part consequences of culture and ethnicity (Phinney et al, 2001) and as 
most studies are mainly conducted from a Western or a different cultural context, findings form the present 
study will be to see  the underlying influence of personal values on shopping attitude of shoppers in Saudi 
Arabia it is of interest to study whether Indian shoppers underlying personal values influence their mall 
patronage. 
 Value measures were measured using 13 items on a five point scale. The initial pool of items were drawn 
from the works of Goldman (1976), Bellenger et al. (1977), and Sit et al. (2003),  Homer and Kahle, (1988) and 
Shim and Eastlick(1998). 
 
Lifestyle: 
 Lifestyle as a term has its roots in the field of psychology (Coreil et al. 1985). Lazer (1963) introduced the 
concept of lifestyle to marketing. The term embraces cultural affiliation, social status, family background, 
personality, motivation, cognition, and marketing stimulus (Horley 1992). Lifestyle can be identified by a wide 
range of activities, interests, and opinions (Plummer 1974).Lifestyle analysis may be defined as patterns of 
activities on which consumers spend their time and money (Engel et al., 1995).Since then,  a number of studies 
have developed and refined methods and models to measure lifestyles ( example, Green et al., 2006, Jih and 
Lee, 2004 ).  
 In the marketing discipline, numerous studies have shown that lifestyle is a predictor for consumer 
purchasing behaviour (Fullerton and Dodge, 1992 and Jih and Lee, 2004). In the context of mall shopping, an 
analysis of the lifestyle influences on their lifestyle can be helpful to clarify the target markets and promote the 
malls offerings.  
 
Shopping Orientation: 
 Studies on shopping orientation was first initiated by Stone (1954), which  referred to shoppers' styles. 
Since then, the term has expanded to include personal, economic, social, and recreational characteristics of 
shoppers (Visser and Du Preez, 2001). 
 Though many studies have examined shopping orientation, very few studies have examined shopping 
orientation in a mall setting(Mejia and Benjamin, 2002). Studies have identified the influence of recreation or 
entertainment as a source of differentiation that could attract shoppers into malls (Haynes and Talpade, 
1996,Maronick and Stiff, 1985). Other studies have identified an increasing tendency towards mall patronage 
for exclusive window shopping (for example, Nicholls et al, 2002).The  utilitarian dimensions towards shopping 
attitude is also fairly supported in the marketing literature(example Allard et al, 2009).Despite these previous 
researches, little insights are available regarding the influence of orientations on shopping attitude. This study is 
an attempt in this direction. Moreover, keeping the Saudi context, a multi-item shopping orientation scale based 
on past research is developed to measure orientation attributes. 
 Psychographic variables analysed include shopping orientation, values and lifestyle. Though many studies 
have examined shopping orientation, very few studies have examined shopping orientation in a mall setting. 
Moreover, the Indian context had to be kept in mind. Therefore a new multi-item shopping orientation scale 
based on past research was developed to measure buyer attributes more germane to the purchase situation 
(Kowinski, 1985, Feinberg et al., 1989, Bellenger and Korgaonkar, 1980, Bellenger et al., 1980, Westbrook and 
Black, 1985 and Lumpkin et al., 1986). Ninteen shopping orientation questions were included asking respondent 
to indicate their agreement on a five point Likert scale (5-completely agree and 1-completely disagree).  
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 Principal component analysis with varimax rotation was conducted on the questions, using a minimum 
given value of one as a criterion for the factors extracted. Statements that loaded 0.40 or above on a single factor 
were included and used for further analysis (refer Table 1). (This is the method used in order to evolve the 
factors for the other variables as well.) Three items did not load on any factor therefore was omitted. The factors 
generated were (1) the utilitarian shopper, (2) the window shopper, (3)the price sensitive shopper, and (4) the 
recreational shopper. 
 
3.0 Methods: 
Framework: 
 The conceptualization of the relationship construct is shown in Figure 1. The framework developed for this 
study shows that shopping attitude is affected by the consumer characteristics and directly affects mall 
patronage. As indicate din the framework, the four dimensions of shopper characteristics extends influence on 
shopper’s attitude toward mall patronage. These shopper characteristics have a significant relationship with the 
attitude toward mall shopping. This in turn has a significant relationship with mall patronage.  
 

 
 
Fig. 1: A Conceptual Model Developed for the Study. 
 
Hypotheses: 
 The following hypotheses are postulated with assumed shoppers’ evaluations of the relationship between 
the attitude toward shopping and the other influence variables: 
H1. Shoppers’ attitude toward mall shopping is significantly different based on the various demographics.  
H2. Shoppers’ attitude toward mall shopping has a significant relationship with their value perception 
H3. Shoppers’ attitude toward mall shopping has a significant relationship with their lifestyle 
H4. Shoppers’ attitude toward mall shopping has a significant relationship with their shopping orientation.  
H5. Mall patronage is significantly different based on shoppers’ mall shopping attitude. 
 
Measures: 
 The scales used in the study were drawn from review of relevant literature. Initially, about 150 items 
corresponding to model constructs excluding demographics were identified from the review of literature 
discussed earlier. An initial focus group with ten shoppers’ was conducted. The list of items relating to the 
model construct was revealed to the participants. They were then asked to select and assess the variables they 
felt were relevant to their context. Two rounds of discussions moderated by the author, each lasting about two 
hours were undertaken. Findings from these discussions were used to design the initial survey instrument 
design. The results generated 54 representative items of which twelve items measured shopping attitude, sixteen 
items measures shopping orientation, fourteen items were included in the lifestyle construct and fifteen items to 
measure the value construct. All these items were measured on a five point scale. Finally seven statements were 
included to capture demographic information and mall patronage. 
 
Data Collection: 
 The target population of this study was all individual mall shoppers residing in Saudi Arabia. Because of 
difficulties in obtaining probabilistic samples in Saudi Arabia, a convenience sampling technique was used. In 
the first stage of data collection, initial recruits were randomly selected by the authors from university students 
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in three major cities in Saudi Arabia. The chosen cities are spread across three different regions: Jeddah in the 
western province, Riyadh in the central province, and the tri-cities of Dhahran-Khobar-Dammam in the eastern 
province. A total of 1500 questionnaires were distributed to those individuals who showed an initial willingness 
to participate. All these efforts resulted in obtaining 451 usable responses. 
 All collected questionnaires were checked for completeness. To increase accuracy and precision, an editing 
process was undertaken by reviewing the questionnaire and screen out illegible, inconsistent, and ambiguous 
responses. A code sheet was then prepared. After this process, data cleaning was undertaken for a more 
thorough and extensive treatment of responses. After this round of elimination due to incompleteness, a total of 
423 questionnaire were  used for further analysis. This gives a response rate of 29 per cent which compares 
favourably with results of previous studies in Saudi Arabia [Sohail and Sahin 2010]. 
 
4.0  Results: 
 Table 1 shows the demographic characteristics of the 423 respondent mall shoppers. The highest percentage 
of shoppers, that is 43, are the relatively young in the age group of 18-24. This percentage is representative of 
the overall distribution of Saudi population. About 68 per cent of the samples are male. This rather uneven 
distribution of sample on the basis of gender is due to the social nature of the Saudi society, and it is not 
uncommon to find an uneven distribution of sample based on gender. Approximately 24% earned between SAR 
5000 -14,999 per month; 83.2% were Saudi nationals; and 36.9% were college graduates. 
 
Table 1: Analysis of variance for demographic characteristics. 

 Frequency Percent F p 
Age 

18 to 24 years 182 43 9.44 0.000* 
25 to 34 years 98 23.2   
35 to 44 years 74 17.5   
45 and above 69 16.3   

Total 423 100   
Gender 

Male 288 68.1 8.736 0.013* 
Female 135 31.9   
Total 423 100   

Monthly Income 
Less than SR 3,000 94 22.2 6.073 0.007* 
SR 3,000 - SR 4,999 83 19.6   
SR 5,000 - SR 9,900 104 24.6   

SR 10,000 - SR 14,999 62 14.7   
SR 15,000 - SR 20,000 80 18.9   

Total 423 100   
Ethnic Background 

Saudi 352 83.2 4.305 0.000* 
Non-Saudi 71 16.7   

Total 423 100   
Region 

Eastern 178 42.1 7.612 0.000* 
Central 59 13.9   
Western 68 16.1   
Northern 24 5.7   
Southern 44 10.4   
Others 50 11.8   
Total 423 100   

Education level 
High school 86 20.3 5.189 0.000* 

Some college 112 26.5   
College Graduate 156 36.9   
Advanced degree 49 11.6   

Other 18 4.3   
Total 423 100   

* p<0.01 

 
 To test H1, the study used analysis of variance to provide evidence that shoppers’ attitudes toward mall 
shopping had significant differences based on consumer demographics. The results showed that the attitude 
toward mall shopping had significant differences in all the items of the consumer demographics (p < 0.01), as 
shown in Table I. This supports H1. 
 The statements under value dimension were subjected to a factor analysis in order to group them into 
meaningful clusters and verify their unidimensionality. Factor analysis was conducted via principal component 
analysis with orthogonal varimax rotation. Appropriate tests  (Bartlett test of sphericity and Kaiser-Meyer-Olkin 
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(KMO) Measures) were used to validate the use of factor analysis. Statements with loading of 0.40 or above on 
a single factor were used for further analysis (similar methodology was employed to test and evolve the factors 
for shopping orientation and lifestyle dimensions).Two items were omitted, as they loaded below the cut-off 
value. The remaining items were grouped into four factors. These were labeled were (1) price saving (2) time 
saving r, (3) the product assortment and (4) service quality. These four factors accounted for XX per cent of 
variance. Cronbach’s alpha for all factors was all within acceptable limits. The results of the factor analysis are 
summarized in Table 2. 
 
Table 2: Factor analysis and reliability results for Value. 

Factor No of items Eigenvalue Percentage of variance Cronbach’s α 
Price saving 4 4.324 36.546 0.795 
Time saving 3 2.137 13.675 0.731 

Product assortment 3 1.764 9.342 0.674 
Service  quality 3 1.321 8.341 0.658 

 
 Correlation analysis was used to test the relationship between shopping attitude and the four factors of 
value. As shown in Table 3, there was positive association in all four cases (p< 0.05; p< 0.01). This fully 
supports H2. Thus, there is empirical support to show that value have a positive influence on attitude toward 
mall shopping. 
 
Table 3: Correlation analysis between shopping attitude and value. 

 F p 
Price saving 0.426 0.00** 
Time saving 0.318 0.00** 

Product assortment 0.124 0.003* 
Service  quality 0.201 0.00** 

* p<0.05; ** p<0.01   

  
 Table 4 displays the results of factor analysis under the dimension of lifestyle. Similar procedures and tests 
as described earlier were followed in undertaking the factor analysis.  Four factors emerged, and they were 
labeled as (1) trendsetter (2) goal-oriented, (3) information seeker and (4) variety seeker. These four factors 
accounted for 52 per cent of variance. Cronbach’s alpha for all factors was all within acceptable limits. All these 
results are summarized in Table 4. 
 
Table 4: Factor analysis for Lifestyle. 

Factor No. of items Eigenvalue Percentage of variance Cronbach’s α 
Trendsetter 4 3.564 24.645 0.816 

Goal-oriented 4 2.132 15.371 0.736 
Information seeker 3 1.659 9.378 0.785 

Variety seeker 3 1.087 7.421 0.714 

 
 Correlation between attitude and the four factors of lifestyle was then examined. The results are presented 
in Table 5. Results reveal a positive association in three of the four factor groups,“ goal-oriented, “information-
seeker and “variety seeker”(p < 0.05; p < 0.01). As only three of the four life style factors have a positive 
influence on attitude toward  mall shopping, we can say that H3 is not fully but partially supported.  
 
Table 5: Lifestyle Factor. 

 F p 
Trendsetter 0.076 0.236 

Goal-oriented 0.243 0.00** 
Information seeker 0.146 0.010* 

Variety seeker 0.198 0.002** 
* p<0.05; ** p<0.01   

 
 Following the same procedures, Table 6 shows the results of factor analysis for the dimension of shopping 
orientation. Similar procedures and tests as described earlier were followed in undertaking the factor analysis. 
Three factors emerged, and they were labeled as (1) utilitarian shopper(2) window shopper, and  (3) recreational 
shopper. These three factors accounted for 49 per cent of variance. Cronbach’s alpha for all factors, were once 
again within acceptable limits. All these results are summarized in Table 6. 
 To test the relationship between shopping attitude and the three factors of shopping orientation, correlation 
analysis was used. As shown in Table 7, there was positive association in all four cases (p < 0.05; p < 0.01). 
This fully supports H4. Thus, there is empirical support to show that shopping orientation has a positive 
influence on attitude toward mall shopping.  
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Table 6: Factor analysis for Shopping orientation. 
Factor No. of Items Eigenvalue Percentage of 

variance 
Cronbach’s α 

Utilitarian shopper 5 3.897 21.654 0.743 
Window shopper 4 2.735 15.674 0.689 

Recreational shopper 3 1.972 11.354 0.624 

 
Table 7: Shopping orientation. 

 F p 
Utilitarian shopper 0.283 0.000** 
Window shopper 0.243 0.001** 

Recreational Shopper 0.198 0.016* 
* p<0.05; ** p<0.01   

 
 Finally, to test H5, analysis of variance confirmed that consumer attitude toward mall shopping showed 
significant differences based on mall patronage, which was measured by taking number of visits to mall (p< 
0.01).This supports H5(See Table 8). 
 
Table 8: Analysis of variance for mall patronage. 

 F (n=423) Percent F p 
At least once a week 262 61.9 4.886 0.000* 

Once every two weeks 116 27.4   
Once a month 45 10.6   

*  p<0.01     

 
5.0 Discussion: 
 This study is an attempt to understand the dynamics of mall shopping in the emerging market of Saudi 
Arabia. The study sheds lights on the variable that affect shoppers’ attitudes, which in turn influences mall 
patronage.  
 The findings of this study support almost all of the hypotheses. The findings show that mall shoppers’ 
attitude directly related to mall patronage. All of the shoppers’ demographic characteristics used in the study had 
a significant relationship with the attitude toward mall shopping. The mean attitude score for females was a little 
more than that for males. Shoppers in the age group of 18-24 years had the highest attitude scores. Shoppers’ 
with high school education have the highest score. In the income category, shoppers with monthly income of 
between SR 5000 to SR 9999 have the highest attitude score. Others having the highest mean scores in 
respective categories include, Saudis and those living in the Eastern region. From the findings of this study, 
shoppers with the above characteristics are the target segment for mall shopping. Mall marketing managers 
should design a marketing strategy to focus on this group. The marketing strategist must emphasize the benefits 
of mall shopping, effectiveness and modern, company name familiarity, purchase convenience, information 
abundance and selection freedom etc., then design an excellent homepage to catch the attention of consumers 
and meet the consumer’s information needs. 
 The findings of the present study have several other implications for mall managers. Since demographic 
factors influence shoppers attitude. It is important to match the socio-economic status of shoppers. Lifestyle is 
also a significant predictor. Therefore, mall operators must carefully portray the image of the mall to match the 
shoppers’ lifestyle. It is also essential to pursue right pricing policies in accordance with the needs of the 
shoppers. Finally,  a careful analysis of the shopping orientation will be needed. Overall, to address all these 
issues, it is necessary to promote the mall as a brand. Effective marketing program must be increase patronage 
of shoppers’. Shopping malls must also use carefully crafted positioning strategies to differentiate themselves 
from growing competition and encourage customers to create a preference, build loyalty and thus increase 
patronage. 
 While the objectives of the study were fully met, a few limitations need to be mentioned. Although, a mall -
specific inventory of measurement items were developed, rather than a general inventory of items, these items 
were adapted mainly from studies conducted in the western world. Perhaps, a limitation is that they  might not 
be adequately reflective of the Saudi context. Further, inclusion of additional variables that will improve our 
ability to understand actual behavior more accurately is necessary.  Further research with larger sample size is 
suggested to increase generalizability of findings.  
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