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  ABSTRACT    

 

The research aims to study the most important factors that enhance the sense of place from 

Visitors׳ perceptions within the public spaces of shopping malls in the cities of the Syrian Coastal 

area.  

The research used the method of the questionnaire which conducted in Tartous Mall in 

Tartous and Orange Mall in Lattakia. The data were analyzed according to the descriptive statistics 

analysis. The results showed that the important design factors considered by visitors are legibility, 

social image and interaction, the ambience and  the decoration. Furthermore, the result of the open 

question showed the importance of organizing events. Also, the importance of event theme 

decoration (event ambience), as well as the harmony of the commercial facades that form the 

vertical boundaries of the public spaces. 
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quasi-public spaces تماعيةجلاا 

.Carmona et al., 2010 للمنتجات معارض أو

Najafi, 2011
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1

Factors 

 )العوامل(

Cronbach'

s Alpha 
Indicators )المؤشر( 

Corrected 

Item-Total 

Correlation 

  legibility 
0.945 

 0.412 

 0.852 

 0.856 

 0.901 

 
0.881 

 0.894 

 0.931 

 0.667 

0.918 

 0.787 

 0.804 

 
0.846 

 0.814 

 (Social 

image and 

interaction) 

0.841 

 0.82 

 0.724 

 
0.671 

 0.711 

 

(ambience) 
0.975 

 0.94 

 0.937 

 0.953 

 0.937 

 0.876 

0.70
0.19

.
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Factors )العوامل( Indicators )المؤشرات( 
  

legibility 

0.844±4.51 

90.2)%) 

 
4.78 0.669 95.6 

 4.64 0.886 92.8 

 4.68 0.891 93.6 

 4.3 0.912 86 

 

4.44 0.969 88.8 

 4.52 0.971 90.4 

 
4.69 0.951 93.8 

 3.94 1.043 78.8 

Decorations
0.869±3.84 

(76.8%) 

 

 3.56 0.933 71.2 

 
4.07 1.037 81.4 

 
3.68 0.989 73.6 

 
4.43 0.968 88.6 

Social image and 

interaction

0.678±4.49 

(89.8%) 

 

 4.31 1.076 86.2 

 4.38 0.998 87.6 

 
4.65 0.607 93 

 
4.77 0.425 95.4 

ambience

0.918±4.41 

(88.2%) 

 

 3.9 0.971 78 

 3.85 0.962 76.1 

 4.02 0.971 80.4 

 3.8 0.961 76 

 3.59 1.046 71.8 
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