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Abstract

The Relationship between Shopping Center Characteristics and family

roles of decision making
The field study in Damascus city

This study aims to knowing to relationship between The shopping center
attractiveness Characteristics and family roles of decision making(wife role,
children role, husband role). The study was carried out through a survey of

114 questionnaires were obtained of 130 responders in Damascus city.
For evaluation the data and test its Hypotheses spss package is applied.

The study reached a number of conclusions, the following are the most

important ones:

— there are positive attitudes towards variables of The shopping center

Characteristics;

—there's signification correlation between wife roles of decision making and

convenience, entertainment and harmony;

—there's signification correlation between children roles of decision making

and convenience, entertainment , harmony and product;

—there's signification correlation between husband roles of decision making

and convenience, entertainment and harmony;

. In conclusion, the study has reached a number of recommendations.
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