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 This study develops a decision-oriented model of repeat patronage among Generation Z visitors to 

shopping malls in Bali by examining how two controllable managerial inputs, retail environment 

quality and experiential retail strategy, influence future patronage choice directly and indirectly 

through memorable retail experience. Survey data were obtained from 210 respondents aged 17–

27 years who had visited a mall in Bali during the previous three months. The model was estimated 

using Partial Least Squares Structural Equation Modeling (PLS-SEM) with 5,000 bootstrap 

subsamples. Retail environment quality significantly increased repeat patronage intention (β = 

0.312) and memorable retail experience (β = 0.398), while experiential retail strategy significantly 

increased repeat patronage intention (β = 0.289) and memorable retail experience (β = 0.421). 

Memorable retail experience was the strongest proximal predictor of repeat patronage intention (β 

= 0.356) and significantly mediated both strategic pathways. The model explained 71.4% of the 

variance in repeat patronage intention. The comparative effects indicate that environmental quality 

and experiential strategy function as complementary decision levers, while memory formation 

provides the internal mechanism through which both levers strengthen future patronage choice. 

The findings offer a practical decision architecture for balancing baseline environmental quality, 

experiential differentiation, and memory-forming engagement under limited managerial resources.  
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1. Introduction 

 

Retail shopping centers increasingly operate as complex decision environments rather than merely as physical channels for 

commercial transactions. The expansion of digital commerce has reduced the comparative advantage of physical retail in 

convenience, information access, assortment visibility, and price comparison, requiring shopping-center managers to 

reconsider how limited resources should be allocated to maintain destination attractiveness (Grewal et al., 2017; Lemon & 

Verhoef, 2016; Roggeveen & Sethuraman, 2020). This creates a strategic allocation problem: managers must decide how 

much attention, space, and investment should be directed toward the functional quality of the retail environment and how 

much should support differentiated experience-based interventions. Repeat patronage is therefore relevant as a decision 

outcome because it indicates whether the combined configuration of these managerial inputs gives visitors sufficient reason 

to select the same physical destination again among competing offline and online alternatives. Generation Z makes this 

decision problem particularly important. Indonesia has a large Generation Z population, as documented in the 2020 Population 

Census (Badan Pusat Statistik, 2021; Brakus et al., 2009), and this cohort is accustomed to digitally mediated comparison, 

visual communication, social interaction, and rapid switching among consumption alternatives. Such conditions increase the 

importance of understanding how physical retail destinations become sufficiently distinctive and cognitively salient to be 

chosen again. Recent evidence shows that Generation Z retail experience is shaped by both firm-controlled touchpoints and 

peer interaction, with internal psychological responses also influencing how encounters are evaluated (Siqueira et al., 2025). 
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Evidence from Bali likewise indicates that young consumers respond to designed stimuli through internal evaluative 

mechanisms (Setini et al., 2026). In Bali's broader tourism and service ecosystem, malls also compete with restaurants, leisure 

venues, cultural attractions, and digital commerce for discretionary time and spending. The managerial issue is therefore not 

simply how to create an attractive visit, but which controllable features of the retail setting and experience contribute most 

effectively to a future choice to return. 
 

Previous studies provide substantial evidence that environmental and experiential conditions influence post-visit behavioral 

intentions, but the evidence remains fragmented across different parts of the choice process. Foundational servicescape 

research established that physical and social environmental cues affect perceived value, approach behavior, and patronage 

intentions (Bitner, 1992; Baker et al., 2002). More recent studies show that atmospheric and multi-sensory conditions 

influence mall patronage through perceived value (Pal & Srivastava, 2024), while store image, interaction quality, physical-

environment cues, and experiential quality contribute to revisit intention (Hossain et al., 2024; Waqas et al., 2025). Indonesian 

retail studies also demonstrate that service quality and customer experience can affect loyalty through satisfaction-based 

mechanisms (Setini et al., 2025; Ermawardani et al., 2026; Gentile et al., 2007). These findings establish the importance of 

controllable retail conditions, yet prior work has more often treated them as isolated antecedents of value, satisfaction, or 

loyalty than as competing managerial inputs whose direct and indirect leverage can be compared within a single decision 

structure. A second unresolved issue concerns how controllable retail inputs are converted into a future patronage decision. 

The Stimulus-Organism-Response (S-O-R) framework proposes that external stimuli influence behavior through an internal 

cognitive or affective state (Mehrabian & Russell, 1974). Recent studies operationalize this internal mechanism through 

perceived value, experiential quality, peace of mind, customer love, or emotional attachment (Pal & Srivastava, 2024; Hossain 

et al., 2024; Siqueira et al., 2025; Primananda, 2026). Collectively, these studies support a mediated decision pathway, but 

they leave open whether a durable remembered experience can serve as the internal mechanism that links managerial 

interventions to later destination choice in an urban shopping-mall setting. This distinction matters because a memorable 

experience is not merely an immediate evaluation of satisfaction. It is a cognitive-affective trace that remains retrievable after 

the visit and can therefore enter subsequent choice processes (Tung & Ritchie, 2011; Kim et al., 2012). 
 

Taken together, the literature reveals four connected gaps. First, existing studies rarely evaluate retail environment quality 

and experiential retail strategy simultaneously as parallel, controllable managerial inputs. Second, the mediating role of 

memorable retail experience remains less developed than value-, satisfaction-, relational-, and attachment-based mechanisms 

(Pal & Srivastava, 2024; Hossain et al., 2024; Siqueira et al., 2025; Primananda, 2026). Third, research on Generation Z in 

Bali has shown the relevance of internal evaluative mechanisms, but has not integrated retail environment quality, experiential 

strategy, memorable experience, and repeat patronage within one model. Fourth, recent S-O-R and decision-oriented studies 

in Bali have focused mainly on tourism or destination revisit decisions rather than the allocation problem faced by urban 

shopping-center managers (Primananda, 2026). This creates a decision-use gap: statistical significance alone does not show 

how two controllable retail levers compare in total influence or how much of their influence operates through memory 

formation. 
 

To address these gaps, this study develops a PLS-SEM decision model in which retail environment quality (REQ) and 

experiential retail strategy (ERS) are specified as controllable managerial inputs, memorable retail experience (MRE) as a 

memory-based internal mechanism, and repeat patronage intention (RPI) as the post-experience choice outcome. REQ 

captures ambient conditions, cleanliness, facilities, spatial design, aesthetics, and the social setting, whereas ERS captures 

deliberately designed sensory, affective, cognitive, behavioral, and relational encounters. Conceptually, the study extends 

mechanism-based retail research by positioning retained memory as a decision-relevant conversion process. Empirically, it 

estimates the direct, indirect, and total structural effects of REQ and ERS within one model among Generation Z mall visitors 

in Bali. Managerially, it provides a comparative basis for considering how environmental reliability and experiential 

differentiation should be balanced rather than treating either lever as inherently superior. The resulting research question is: 

how do retail environment quality and experiential retail strategy, directly and through memorable retail experience, contribute 

to Generation Z repeat patronage decisions, and what does their comparative influence imply for managerial resource 

allocation? 

2. Literature review and hypothesis development 

2.1. Decision-science perspective on repeat patronage 
 

Decision science examines how actors evaluate alternatives, process information, allocate scarce resources, and select actions 

under constraints. In a retail setting, repeat patronage can be interpreted as a recurring post-experience choice problem: after 

an initial visit, the individual decides whether the same mall remains preferable to competing physical and digital alternatives. 

That choice can incorporate functional utility, affective value, familiarity, perceived effort, and remembered experience. 

Recent evidence supports this pathway logic. Pal and Srivastava (2024), using PLS-SEM with mall shoppers, showed that 

multi-sensory and atmospheric conditions shape mall patronage intention through perceived value. Waqas et al. (2025) 

demonstrated that store image and interaction quality contribute to revisit intention, while Truong et al. (2026) showed in 

Decision Science Letters that multiple dimensions of perceived value contribute to repeat purchase intention. Together, these 

findings support treating repeat patronage as a structured post-experience choice rather than as an isolated attitude. For 

managers, this perspective shifts attention from whether a relationship is statistically significant to how much decision 
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leverage a controllable input provides and through which pathway it operates. Shopping-center management involves 

recurrent allocation choices because improvements to the environment and experience-based programs compete for limited 

budgets, space, and managerial attention. A useful model should therefore distinguish immediate effects on future patronage 

from effects transmitted through an internal state that becomes relevant during later choice. Accordingly, the present study 

treats RPI as a decision outcome and compares the direct and memory-mediated pathways through which REQ and ERS 

contribute to that outcome. 

2.2. Stimulus-Organism-Response as a decision pathway 
 

The Stimulus-Organism-Response (S-O-R) framework proposed by Mehrabian and Russell (1974) explains how external 

conditions influence an individual's internal state and subsequently generate approach or avoidance responses. The framework 

is suitable for retail decision analysis because visitors encounter multiple controllable cues at the same time, including ambient 

conditions, spatial design, social cues, service encounters, and programmed activities. Bitner's (1992) servicescape model 

extends this logic by showing how ambient conditions, spatial layout, signs, artifacts, and social elements shape responses in 

service environments. More recent evidence also supports using internal psychological or experiential states as mechanisms 

connecting external inputs to later behavioral intention. Primananda (2026), for example, applied S-O-R in Bali and showed 

that cognitive evaluations influence revisit intention through emotional attachment. 

Within the present model, REQ and ERS represent two categories of managerial input that can be designed, maintained, or 

adjusted. MRE represents the organismic mechanism because it captures the cognitive and affective trace retained after the 

visit, while RPI represents the response because it reflects the intention to select the destination again. This mechanism is 

consistent with evidence that physical-environment and service cues can operate through internal relational or experiential 

states (Hossain et al., 2024), that peer interaction can shape Generation Z retail experience through peace of mind (Siqueira 

et al., 2025), and that emotional attachment can mediate revisit intention in a Bali S-O-R model (Primananda, 2026). The 

present study differs by positioning retained memory as a decision-relevant internal mechanism through which controllable 

retail inputs can influence future choice. 

2.3. Retail environment quality as a functional decision lever 
 

Retail environment quality refers to the perceived quality of the physical and social setting in which the retail experience 

occurs. Servicescape research shows that environmental cues affect emotional responses, perceived value, approach behavior, 

and patronage intentions (Bitner, 1992; Baker et al., 2002; Rosenbaum & Massiah, 2011). In shopping malls, these cues form 

part of the destination's functional infrastructure because visitors consume the space alongside the goods and services offered 

by tenants. Recent mall-based studies reinforce this role. Pal and Srivastava (2024) found that atmospheric and multi-sensory 

conditions contribute to mall patronage intention, Arifiana and Mardikaningsih (2024) reported that shopping experience and 

affective attributes predict revisit intention in an Indonesian mall, and Waqas et al. (2025) showed that store image contributes 

to store revisit intention. 

From a decision perspective, REQ functions as a baseline lever because it changes the expected utility and friction associated 

with a future visit. A mall that is clean, comfortable, easy to navigate, visually coherent, and operationally reliable reduces 

anticipated effort while increasing the expected benefit of returning. Under S-O-R, these environmental inputs can also shape 

the internal experience formed during the visit. Hossain et al. (2024) provide recent evidence that physical-environment cues 

contribute to an internal affective state that subsequently supports revisit intention. Coherent environmental conditions may 

therefore influence future patronage directly through functional utility and indirectly by helping the visit become encoded as 

a distinctive positive experience. On this basis, the following hypotheses are proposed: 

H1: Retail environment quality has a positive and significant effect on repeat patronage intention. 

H3: Retail environment quality has a positive and significant effect on memorable retail experience. 

2.4. Experiential retail strategy as a differentiation decision lever 

Experiential retail strategy refers to the deliberate configuration of sensory, affective, cognitive, behavioral, and relational 

encounters that extend the value of a physical visit beyond transactional convenience. Its conceptual roots lie in experiential 

consumption and experience-design research, which argues that individuals evaluate offerings through stimulation, 

enjoyment, learning, participation, identity expression, and social connection as well as functional utility (Holbrook & 

Hirschman, 1982; Schmitt, 1999; Pine & Gilmore, 1999). This logic is especially relevant when digital channels can reproduce 

many transactional benefits, while embodied, place-based, and social encounters remain more difficult to replicate online. 

Recent studies show that multi-sensory and atmospheric conditions contribute to mall patronage (Pal & Srivastava, 2024), 

sensory perception strengthens experiential value and favorable post-purchase behavior (Santos et al., 2025), and social 

interactions at retail touchpoints materially shape Generation Z customer experience (Siqueira et al., 2025). 

From a managerial decision perspective, ERS can influence RPI by increasing the uniqueness and non-price utility of a mall 

visit. Events, interactive installations, educational activities, cultural programs, culinary experiences, and participatory 

encounters can differentiate a destination even when tenant assortments overlap across competing centers. ERS should also 

strengthen MRE because novelty, active involvement, emotional arousal, and cognitive engagement increase the likelihood 

that an experience will be encoded and later retrieved. Arifiana and Mardikaningsih (2024) found that shopping experience 

significantly predicts revisit intention in an Indonesian mall context. Complementary evidence from Bali also shows that 
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designed stimuli can acquire behavioral relevance through internal evaluative mechanisms among Generation Z consumers 

(Setini et al., 2026). Thus, experiential strategy can operate both as an immediate source of differentiation and as an input to 

memory formation. Accordingly: 

H2: Experiential retail strategy has a positive and significant effect on repeat patronage intention. 

H4: Experiential retail strategy has a positive and significant effect on memorable retail experience. 

2.5. Memorable retail experience as a memory-based decision mechanism 

Memorable experience research distinguishes a durable experiential impression from a temporary post-visit evaluation. An 

experience becomes decision-relevant when it remains cognitively available and can be retrieved during subsequent evaluation 

of alternatives. Kim et al. (2012) conceptualized memorable experience through dimensions such as novelty, involvement, 

meaningfulness, and refreshment, while Tung and Ritchie (2011) emphasized its enduring cognitive and affective character. 

More recent evidence also supports its behavioral relevance. Agung et al. (2025) found that memorable tourism experience 

predicts revisit intention and mediates the effect of destination attributes, while Primananda (2026) showed within an S-O-R 

framework that an internal affective mechanism links external evaluations to revisit intention. Indonesian retail research has 

more commonly used satisfaction as a mediator linking service quality, price, or customer experience to loyalty (Setini et al., 

2025; Ermawardani et al., 2026). These studies establish the importance of an internal post-consumption mechanism while 

leaving room to distinguish evaluative satisfaction from a more durable retrieval-based memory mechanism. MRE is therefore 

expected to predict RPI because a vivid positive memory can increase the perceived likelihood that a future visit will be 

rewarding and can reduce search effort when choosing among alternatives. MRE is also expected to mediate the effects of 

REQ and ERS. Environmental quality and experiential interventions may influence future patronage directly, but part of their 

decision value should arise because they leave a cognitive and affective trace that remains accessible after the visit. This 

reasoning is consistent with broader mediation evidence in which external service or destination inputs affect downstream 

outcomes through internal consumer states (Hossain et al., 2024; Agung et al., 2025; Primananda, 2026). The proposed 

mechanism is nevertheless distinct because MRE captures what remains salient and retrievable from the visit rather than a 

short-term judgment of whether expectations were met. When both direct and indirect paths are positive and significant, the 

mediation is complementary, indicating that a managerial input contributes to future patronage both immediately and through 

memory formation. Therefore: 

H5: Memorable retail experience has a positive and significant effect on repeat patronage intention. 

H6: Memorable retail experience mediates the effect of retail environment quality on repeat patronage intention. 

H7: Memorable retail experience mediates the effect of experiential retail strategy on repeat patronage intention. 

 

 

Fig. 1. Conceptual model of the retail decision pathways 

Note: REQ = retail environment quality; ERS = experiential retail strategy; MRE = memorable retail experience; RPI = repeat patronage intention. 

3. Research methodology 

3.1. Research design, setting, and respondents 

The study used a quantitative explanatory design and was conducted in seven shopping centers located in Denpasar City and 

Badung Regency, Bali: Beachwalk Shopping Center, Trans Studio Mall Bali, Mall Bali Galeria, Level 21 Mall, Discovery 

Shopping Mall, Lippo Mall Kuta, and Mall Denpasar Junction. The unit of analysis was the individual Generation Z visitor. 

Respondents were eligible when they were 17–27 years old, had visited a mall in Bali at least once during the previous three 

months, and voluntarily completed the questionnaire. Because the exact size of the target population was not available, 

purposive sampling was used. The final dataset contained 210 complete responses. Data were collected through an online 

questionnaire using Google Forms. All construct items were evaluated on a five-point Likert scale ranging from 1 (strongly 

disagree) to 5 (strongly agree). The original instrument contained 26 indicators: six for the retail environment construct, seven 

for experiential strategy, seven for memorable experience, and six for repeat patronage intention. 

3.2. Construct operationalization 

The four constructs are operationalized using established measurement domains while being positioned according to their 

functional role in the proposed decision model. REQ captures the quality of the physical and social environment; ERS captures 

deliberately designed experiential encounters; MRE captures the durable memory trace retained from the visit; and RPI 
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captures the intention to choose the retail destination again. The measurement content originates from established 

servicescape, experiential, memorable-experience, and revisit-intention research. This decision-oriented positioning does not 

alter the original indicator values, response data, path coefficients, or significance results; it clarifies how each construct 

functions within the structural decision pathway. 
 

Table 1  

Construct operationalization within the decision model 
Construct Decision-model role Indicators Core measurement domains / conceptual anchors 

Retail Environment 

Quality (REQ) 

Environmental decision input 6 Ambient conditions, cleanliness, facilities, design aesthetics, social 

setting; Bitner (1992); Rosenbaum & Massiah (2011) 

Experiential Retail 

Strategy (ERS) 

Experiential decision input 7 Sense, feel, think, act, and relate dimensions; Schmitt (1999); Pine & 

Gilmore (1999) 

Memorable Retail 

Experience (MRE) 

Memory-based internal mechanism 7 Uniqueness, memory, engagement, and related experiential attributes; 
Kim et al. (2012); Tung & Ritchie (2011) 

Repeat Patronage 

Intention (RPI) 

Post-experience choice outcome 6 Intention to return, primary-choice positioning, recommendation, and 

information seeking; Baker et al. (2002); Wakefield & Baker (1998) 
 

3.3. PLS-SEM estimation strategy 
 

The model was estimated with Partial Least Squares Structural Equation Modeling (PLS-SEM) using SmartPLS 4.0. PLS-

SEM is appropriate for estimating a predictive structural model with multiple latent constructs and mediated pathways while 

emphasizing explained variance, comparative path strength, and the transmission of effects through an internal mechanism. 

The analysis followed a two-stage procedure. First, the measurement model was assessed using outer loadings, Cronbach's 

alpha, composite reliability, average variance extracted (AVE), and the Fornell-Larcker criterion. Second, the structural model 

was evaluated through R², standardized path coefficients, and bootstrapped significance tests based on 5,000 resamples. 

Mediation was interpreted from the joint significance and direction of the direct and specific indirect effects. The variance 

accounted for (VAF) values were retained as descriptive information about the share of each total effect transmitted through 

MRE. The available analytical output does not include HTMT, effect-size f², or PLSpredict statistics. These diagnostics should 

be added in future re-estimation when the raw dataset or original SmartPLS project is available, because they would strengthen 

assessment of discriminant validity, effect magnitude, and predictive performance. 

4. Results 

4.1. Respondent profile 
 

The final sample contained 210 Generation Z respondents. Women represented 51.9% of the sample and men 48.1%. The 

largest age group was 21–24 years (36.2%), followed by 25–27 years (32.4%) and 17–20 years (31.4%). Half of the 

respondents held a bachelor's degree. Entertainment was the most frequently reported main purpose of visiting a mall, 

followed by shopping and eating or hanging out. The profile therefore represents visitors who use malls as multi-purpose 

consumption and leisure alternatives, a pattern that is relevant to the repeat-choice setting examined in the structural model. 
 

Table 2 

Respondent characteristics (n = 210) 
Characteristic / category Frequency Percentage (%) 

Gender – Male 101 48.1 

Gender – Female 109 51.9 

Age – 17–20 years 66 31.4 

Age – 21–24 years 76 36.2 

Age – 25–27 years 68 32.4 

Education – Senior High School/equivalent 50 23.8 
Education – Diploma (D1–D4) 51 24.3 

Education – Bachelor’s (S1) 106 50.5 

Education – Postgraduate (S2/S3) 3 1.4 

Occupation – Student 45 21.4 

Occupation – Private employee 59 28.1 

Occupation – Civil servant 47 22.4 
Occupation – Entrepreneur 51 24.3 

Occupation – Others 8 3.8 

Visit frequency – 1–2 times 57 27.1 

Visit frequency – 3–5 times 56 26.7 

Visit frequency – 6–10 times 43 20.5 

Visit frequency – >10 times 54 25.7 

Main purpose – Shopping 41 19.5 

Main purpose – Eating/hanging out 41 19.5 

Main purpose – Entertainment 54 25.7 

Main purpose – Photos/social-media content 36 17.1 

Main purpose – Others 38 18.1 

4.2. Measurement model 

All 26 indicators exceeded an outer loading of 0.70. The lowest loading was 0.712 and the highest was 0.843, indicating 

adequate indicator reliability for the reflective measurement model. 
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The strongest REQ indicator was cleanliness and comfort (0.823), while the weakest was the parking-facility item (0.712). 

Within ERS, the cognitively engaging or educational-experience item had the highest loading (0.834). The strongest MRE 

indicator was experience uniqueness (0.834), and the strongest RPI indicator was 0.843. 
 

Table 3  

Outer loading results 
Indicator Outer loading Indicator Outer loading 

REQ1 0.791 MRE1 0.821 

REQ2 0.823 MRE2 0.803 
REQ3 0.768 MRE3 0.834 

REQ4 0.712 MRE4 0.812 

REQ5 0.784 MRE5 0.791 
REQ6 0.756 MRE6 0.808 

ERS1 0.798 MRE7 0.824 

ERS2 0.812 RPI1 0.814 

ERS3 0.834 RPI2 0.798 

ERS4 0.819 RPI3 0.831 

ERS5 0.776 RPI4 0.843 

ERS6 0.791 RPI5 0.817 

ERS7 0.763 RPI6 0.826 

 

Internal consistency and convergent validity were satisfactory. Cronbach's alpha ranged from 0.871 to 0.906, composite 

reliability from 0.903 to 0.924, and AVE from 0.598 to 0.676. All values therefore exceeded the conventional minimum 

thresholds used in PLS-SEM. The Fornell-Larcker matrix also showed that the square root of AVE for each construct was 

greater than the corresponding inter-construct correlations. 
 

Table 4  

Reliability and convergent validity 
Construct Cronbach’s Alpha rho_A Composite Reliability AVE 

Retail Environment Quality (REQ) 0.871 0.876 0.903 0.598 

Experiential Retail Strategy (ERS) 0.889 0.892 0.912 0.638 
Memorable Retail Experience (MRE) 0.906 0.909 0.924 0.661 

Repeat Patronage Intention (RPI) 0.883 0.887 0.913 0.676 

 

Table 5  

Fornell-Larcker discriminant validity assessment 
Construct ERS MRE RPI REQ 

Experiential Retail Strategy (ERS) 0.799    

Memorable Retail Experience (MRE) 0.681 0.813   
Repeat Patronage Intention (RPI) 0.672 0.735 0.822  

Retail Environment Quality (REQ) 0.634 0.663 0.649 0.773 

Diagonal values are the square roots of AVE. 

4.3. Structural model and hypothesis testing 
 

REQ and ERS jointly explained 68.2% of the variance in MRE (R² = 0.682; adjusted R² = 0.679). When REQ, ERS, and MRE 

were used to predict repeat patronage, the model explained 71.4% of the variance in RPI (R² = 0.714; adjusted R² = 0.709). 

These values indicate that the model captures a substantial proportion of the observed variation in the two endogenous 

constructs. 

Table 6  

R-square values of endogenous constructs 
Endogenous variable R Square R Square Adjusted 

Memorable Retail Experience (MRE) 0.682 0.679 

Repeat Patronage Intention (RPI) 0.714 0.709 

 

 

Fig. 2. Structural model and bootstrapped path coefficients 
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Bootstrapping supported all seven hypotheses. REQ had a positive direct effect on RPI (β = 0.312, t = 4.588, p < 0.001) and 

on MRE (β = 0.398, t = 6.317, p < 0.001). ERS also had positive effects on RPI (β = 0.289, t = 4.014, p < 0.001) and MRE (β 

= 0.421, t = 7.259, p < 0.001). MRE positively predicted RPI (β = 0.356, t = 5.014, p < 0.001). The specific indirect effects 

were significant for both REQ → MRE → RPI (β = 0.142, t = 4.176, p < 0.001) and ERS → MRE → RPI (β = 0.150, t = 

4.167, p < 0.001). Because the direct and indirect paths are positive and significant, the mediation pattern is complementary 

partial mediation. 

 

Table 7  

Path coefficients and hypothesis decisions 
Hypothesis Path β STDEV t p Decision 

H1 REQ → RPI 0.312 0.068 4.588 <0.001 Supported 

H2 ERS → RPI 0.289 0.072 4.014 <0.001 Supported 

H3 REQ → MRE 0.398 0.063 6.317 <0.001 Supported 

H4 ERS → MRE 0.421 0.058 7.259 <0.001 Supported 

H5 MRE → RPI 0.356 0.071 5.014 <0.001 Supported 

H6 REQ → MRE → RPI 0.142 0.034 4.176 <0.001 Supported 

H7 ERS → MRE → RPI 0.150 0.036 4.167 <0.001 Supported 

 

4.4. Comparative decision leverage of controllable retail inputs 

For managerial decision support, the standardized direct and specific indirect coefficients can be combined arithmetically to 

describe the total structural association of each controllable input with repeat patronage. REQ has a total standardized effect 

of 0.454 (0.312 direct + 0.142 indirect), while ERS has a total standardized effect of 0.439 (0.289 direct + 0.150 indirect). 

The difference is small and should not be interpreted as evidence that one lever is statistically superior because no formal 

comparison of the two total effects was conducted. The results instead indicate that both levers provide meaningful and broadly 

comparable decision leverage, with part of each effect transmitted through MRE. Outer loadings describe how strongly 

indicators represent a latent construct; they do not measure managerial performance. Item-level resource priorities should 

therefore not be inferred from loading ranks without additional performance information such as indicator means or an 

importance-performance analysis. 
 

Table 8  

Comparative decision leverage of the structural effects 
Decision lever Direct effect on 

RPI 

Indirect 

effect via 

MRE 

Total standardized 

effect 

Decision implication 

Retail Environment Quality 

(REQ) 

0.312 0.142 0.454 Protect baseline environmental reliability; use item-level 

performance data or IPMA before assigning attribute-

level investment priorities. 

Experiential Retail Strategy 

(ERS) 

0.289 0.150 0.439 Use experiential interventions as a complementary 

differentiation lever; prioritize specific programs only 

after assessing performance and importance. 

Memorable Retail 

Experience (MRE) 

0.356 — 0.356 (proximal path) Treat memory formation as the internal conversion 

mechanism linking environmental and experiential 

inputs to future patronage choice. 

Note: Total effects for REQ and ERS are the sums of the reported standardized direct and specific indirect coefficients. The table is a managerial 

interpretation and does not test whether the two total effects differ significantly. Outer loadings are measurement-model statistics and are not used to rank 

item-level managerial priorities. 

5. Discussion 

5.1. Retail environment quality as a baseline decision lever 

The positive REQ → RPI and REQ → MRE paths show that environmental quality contributes to future patronage through 

both a direct functional pathway and an internal experiential pathway. This pattern is consistent with servicescape theory and 

the S-O-R framework, which view physical and social conditions as consequential cues rather than as a passive background 

(Bitner, 1992; Baker et al., 2002). Recent studies likewise show that atmospheric and multi-sensory conditions contribute to 

mall patronage intention (Pal & Srivastava, 2024), physical-environment cues can operate through an internal affective state 

to support revisit intention (Hossain et al., 2024), and store image contributes to revisit decisions (Waqas et al., 2025). In 

decision terms, the significant REQ → RPI path indicates that environmental quality adds direct expected utility to the option 

of returning, while the REQ → MRE path shows that environmental inputs also shape what remains cognitively available 

after the visit. 

This pattern positions REQ as a baseline decision lever rather than merely as an aesthetic attribute. Cleanliness, comfort, 

access, layout, facilities, and design jointly define the functional platform on which other forms of differentiation operate. A 

reliable environment can reduce friction in a future visit, while a coherent environment can also help the visit become more 

distinctive in memory. The indicator loadings should nevertheless be interpreted as measurement evidence rather than as a 

ranking of managerial weaknesses or strengths. For example, the lower loading of the parking item does not establish that 

parking performance is poor. A specific investment priority would require additional evidence such as item-level means, 
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visitor complaints, operational data, or importance-performance map analysis. This distinction separates measurement quality 

from resource-allocation diagnosis. 

5.2. Experiential retail strategy as a differentiation decision lever 
 

ERS has a significant direct effect on RPI and an even larger estimated path to MRE. The pattern is consistent with the broader 

experience-design perspective, in which sensory, affective, cognitive, behavioral, and relational encounters can generate value 

beyond the transactional function of an offering (Holbrook & Hirschman, 1982; Schmitt, 1999; Pine & Gilmore, 1999). It 

also aligns with recent evidence. Pal and Srivastava (2024) found that multi-sensory and atmospheric experiences increase 

mall patronage intention, while Santos et al. (2025) showed that sensory perception strengthens experiential value and 

favorable post-purchase behavior. In Indonesia, Arifiana and Mardikaningsih (2024) found that shopping experience 

contributes to revisit intention, and Ermawardani et al. (2026) showed that customer experience can influence loyalty 

indirectly through satisfaction. The present ERS → MRE result extends this mechanism-based evidence by indicating that 

experiential programs are strategically relevant not only because they can increase immediate willingness to return, but also 

because they help create a durable memory that can enter later choice. 

The Generation Z focus strengthens this interpretation. Siqueira et al. (2025) show that Generation Z retail experiences are 

shaped by both firm-controlled touchpoints and peer interaction, while Setini et al. (2026) demonstrate among Generation Z 

consumers in Bali that designed stimuli can operate through an internal evaluative state. These findings support treating 

experiential interventions as participatory and psychologically engaging decision inputs rather than as one-way promotional 

activities. At the same time, the ERS indicator loadings should not be interpreted as direct evidence that one program deserves 

more investment than another. A higher loading for cognitively engaging or educational experience indicates that the item 

strongly represents ERS in the measurement model, but it does not establish the highest marginal managerial return. 

Identifying the best intervention would require performance data, experimental comparison, or an explicit prioritization 

analysis. 

5.3. Memorable retail experience as the memory-based conversion mechanism 
 

MRE has the largest estimated direct coefficient among the three predictors of RPI (β = 0.356). This finding is theoretically 

consistent with S-O-R because external inputs can influence later behavior through an internal state retained after exposure. 

It also aligns with memorable-experience research, which emphasizes that distinctive, involving, and meaningful experiences 

remain cognitively available and can guide subsequent behavior (Tung & Ritchie, 2011; Kim et al., 2012). Agung et al. (2025) 

reported that memorable experience predicts revisit intention and mediates the effect of destination attributes, while 

Primananda (2026) showed that an internal affective mechanism links cognitive evaluations to revisit intention in an S-O-R 

model. Setini et al. (2025) provide a useful retail contrast by showing that satisfaction can mediate the effect of service-related 

antecedents on loyalty. The present MRE → RPI result extends this mechanism-based logic by identifying retained memory 

as a proximal decision mechanism connecting the completed mall visit to a later choice to return. The mediation results deepen 

this interpretation. The specific indirect effect is 0.142 for REQ → MRE → RPI and 0.150 for ERS → MRE → RPI, 

corresponding to approximately 31% and 34% of their respective total effects. Because the direct and indirect effects are 

positive and significant, the pattern is complementary partial mediation. This is consistent with evidence that internal 

experiential, affective, or evaluative states transmit the effects of external cues to later behavioral outcomes (Hossain et al., 

2024; Agung et al., 2025; Primananda, 2026). The distinctive contribution here is that MRE is interpreted as a retrieval-based 

mechanism rather than as a short-term satisfaction judgment. The mediated share is descriptively slightly larger for ERS than 

for REQ, which is theoretically plausible because programmed experiences depend strongly on cognitive and affective 

encoding, whereas environmental quality can also create immediate functional utility. However, the difference in mediated 

shares was not statistically compared and should not be treated as proof that ERS is more memory-dependent than REQ. 

5.4. Contribution to decision science and managerial choice 

The study contributes to decision science by organizing post-visit patronage into a comparative structure for managerial 

choice. The central issue is not whether managers should invest exclusively in environment or experience, but how two 

controllable inputs combine with a memory-based internal mechanism to influence future patronage. The construct-level total 

effects are similar, and both contain statistically significant direct and mediated components. This produces a three-level 

decision architecture: maintain functional environmental quality, design differentiated experiential interventions, and evaluate 

whether those interventions generate durable memory that remains salient during future choice. The architecture supports 

decision analysis under resource constraints by identifying actionable pathways rather than merely documenting pairwise 

associations. 

The model also strengthens its positioning within Decision Science Letters by connecting with recent studies that treat 

behavioral intention as a structured decision outcome. Primananda (2026) used an S-O-R-based structural model in Bali to 

explain revisit intention through an internal emotional mechanism. Truong et al. (2026) examined repeat purchase intention 

through multiple perceived-value dimensions, while Hung et al. (2025) analyzed factors shaping tourists' intention to return. 

The present study extends this stream to urban retail by simultaneously comparing two directly controllable managerial inputs 

and a memory-based internal mechanism. Its contribution therefore lies not only in demonstrating significant relationships, 

but also in showing how environmental reliability and experiential differentiation operate as complementary decision levers 

with both direct and indirect pathways to repeat patronage. 
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5.5. Managerial implications for resource allocation 
 

The findings support a balanced resource-allocation logic. Managers should not weaken basic environmental quality simply 

to finance experiential programs, nor should they rely on physical renovation without creating distinctive reasons for visitors 

to participate and remember the visit. The total effects of REQ and ERS are close, so the evidence favors complementarity 

rather than substitution. This interpretation is consistent with Pal and Srivastava (2024), who emphasize the joint relevance 

of atmospheric and sensory conditions for mall patronage, and with Siqueira et al. (2025), who show that Generation Z 

experience emerges from both controlled and social touchpoints. A practical decision sequence is therefore to secure 

environmental reliability, develop experience-based differentiation, and then evaluate whether both types of intervention 

strengthen memorable experience and future patronage intention. Managerial prioritization should distinguish structural 

leverage from attribute-level performance. The path coefficients identify REQ, ERS, and MRE as strategically relevant 

constructs, but outer loadings do not show which specific attribute is underperforming or which intervention will generate the 

greatest return. Mall managers should therefore complement the structural model with item-level means, operational metrics, 

visitor feedback, and, where possible, importance-performance map analysis before assigning budgets to specific issues such 

as parking, social-media activation, or participation design. In practice, the model can function as a decision architecture: first 

maintain environmental reliability, second develop participatory and distinctive experiences, third measure what visitors 

actually remember, and fourth connect those memory outcomes to repeat visits, dwell time, participation, recommendation, 

and tenant-conversion metrics. This sequence translates the structural findings into a resource-allocation process without over-

interpreting the measurement loadings. 

6. Conclusion 
 

This study developed a PLS-SEM decision model of repeat patronage among 210 Generation Z mall visitors in Bali. Retail 

environment quality and experiential retail strategy both contributed directly to repeat patronage intention and also 

strengthened memorable retail experience. Memorable retail experience, in turn, significantly increased repeat patronage and 

partially mediated both pathways. The model explained 71.4% of the variance in repeat patronage intention, indicating that 

the combination of functional environmental quality, experiential differentiation, and retained memory captures a substantial 

share of the post-visit choice process represented in the data. The decision implication is that environmental quality and 

experiential strategy should be treated as complementary managerial inputs rather than as competing substitutes. Their total 

standardized effects are close, while both become more consequential when they create an experience that remains cognitively 

and emotionally retrievable. Managers should therefore protect baseline environmental functionality, invest selectively in 

distinctive participatory experiences, and evaluate whether those interventions create durable memory that supports future 

choice. In this way, the study provides a practical decision architecture for balancing controllable retail inputs under resource 

constraints rather than presenting repeat patronage solely as a marketing outcome. 

7. Limitations and future research 
 

The study is cross-sectional and geographically limited to Denpasar and Badung, so the results should not be interpreted as 

causal evidence or generalized automatically to other retail systems. The outcome is behavioral intention rather than observed 

repeat visitation, and the data are based on self-reported responses from the same participants, which may be exposed to 

common method variance. In addition, the decision-priority interpretation compares structural effects rather than observed 

budget allocations or realized financial returns. Future studies should combine survey constructs with behavioral or 

transactional data, compare multiple cities, use longitudinal or experimental designs, and, where possible, link structural 

effects with actual resource-allocation and performance outcomes. 
 

A second limitation concerns the analytical diagnostics available in the present model. The reported results include loadings, 

reliability, AVE, Fornell-Larcker, R², and bootstrapped direct and indirect effects, but HTMT, f², and PLSpredict statistics are 

not available in the current analytical output. Future re-estimation should include these diagnostics and may compare 

competing structural specifications. A stronger decision-science extension could also combine PLS-SEM with an explicit 

prioritization method, such as importance-performance map analysis, best-worst method, or another multi-criteria decision 

framework, provided that the required raw data and decision criteria are available. 
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