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Abstract:  

 This study aims to identify the impact of the cognitive component and the emotional 

component present in the malls on building consumer attitudes towards them. A 

questionnaire was distributed to 200 consumers who visit the mall "Bab ezzouar". 

 The results concluded that the location and external design (knowledge component1) 

affects the construction of consumer attitudes towards shopping centers, while the interior 

design (atmosphere) (cognitive component2) does not affect the construction of consumer 

attitudes towards malls, while the results showed that the way products are managed 

(emotional component) influence the construction of consumer attitudes towards malls. 

Keywords: Trends, cognitive component, emotional component, Shopping Center. 

 

 

 

 

 

 

 

mailto:n.rafa@univ-blida2.dz




 

 

 

 

 

 



 

 

 



 



 

 

 

 

 

 

 



 

                                                                   

 

 

 

 

   

 

 





 

 

 





 





 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 



 



 

 

 

 

 

 

 

 

 

 

 

α≤



 

β

ƿ ≤

ƿ ≤

 α≤

α≤



ƿ ≥

ƿ ≥ 

α≤

α≤



 

β

ƿ ≤

ƿ ≤

α≤



 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  

 


