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How Can We Learn from the Pandemic to Design Healthier Shopping Malls?
Will Leipold, Senior Capstone, 2022

Introduction

Research Question
How has the COVID-19 

pandemic affected 
preference to shop 

indoors vs outdoors?

Existing ResearchMap of  Study Area

Methods

Results Next Steps
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Review existing research to establish 
known benefits of green space in 

urban environments and shopping 
data from COVID 19 pandemic

The infographic above illustrates why people choose to 
shop at the mall rather than online.

Results from the surveys show that people still have a reason to visit shopping malls rather than shopping for 
everything online.  The surveys also found that people will be more inclined to shop at malls with added green 

space and accommodations, which proves the opportunity for improvement in Tucson.  Many people feel 
discouraged to shop in stores due to risks associated with the pandemic, and the second survey proves that people 

are more comfortable shopping outdoors during the pandemic than indoors.  Various elements can be added to 
outdoor shopping malls to make the area more appealing and accommodating for shoppers, such as more planted 

vegetation, an increase in shade, better seating arrangements, outdoor dining areas, and improved bicycle storage.
It is well known that many 

of the malls in Tucson lack 
most of these amenities, and 

they can be a challenge to 
implement indoors.  Outdoor 

shopping areas could be a 
solution to support some of 

these extra elements since 
they would be easier to 

implement.  It will be worth 
the investment in outdoor 

shopping areas since people 
have shown to prefer outdoor 
shopping since the pandemic, 
and it has the potential to gain 

popularity in the near future as 
our cities make the transition 

to be more pedestrian friendly.

Develop and administer 
Qualtrics survey to 
participants outside 

Tucson shopping malls

Analyze survey data to determine 
how people feel about shopping 

inside vs outside during the 
pandemic

“

Make the case that outdoor shopping 
malls with accommodations such 

as green space should increase the 
number of shoppers at the mall

Continue future research to determine 
other methods of outdoor retail 

and which elements can profoundly 
influence people to shop there

Based on previous research and the data collected from this pilot study, it is clear that people 
would rather shop outdoors during the pandemic.  Also, certain elements and accommodations 

around the mall can influence where people decide to shop.  It is reasonable to assume that 
data from this study can be used to help outdoor shopping malls rebound from the pandemic 

when implemented correctly.  However, further research must be conducted to determine the 
best other benefits of shopping outdoors and how results might vary in other climates.

This research project has shown that people in 
Tucson prefer shopping outdoors during the 
pandemic, and certain elements around malls 

can make the area more attractive to shoppers.  
In order to build the case for outdoor 

shopping areas, future research should be 
conducted to determine the extent of benefits 

that shopping outdoors can provide.  For 
example, studies may research mental and 

physical health benefits of shopping outside, 
environmental impact, or revenue trends.

The COVID-19 pandemic has had 
a profound impact on consumer 

behavior across the world.  This study 
set out to determine how people’s 

feelings about shopping have changed 
since the start of the pandemic, and 

which specific elements around 
shopping areas are most likely to 

improve the shopping experience.

Over recent years, the benefits of green space has 
gained wide recognition as people start to realize how 

vital exposure to natural areas is for our health.  We 
have always known the importance of vegetation for 

the health of the natural environment, however recent 
research has proven that exposure to green space 

helps to relieve stress, improve mood and cognitive 
functioning, reduce criminal activity, and is an essential 
element for proper health and well-being.  Past research 
has also found that people prefer to spend time in highly 

vegetated areas because of the more comfortable and 
natural setting it provides.  Additionally, retail business 

located in walkable neighborhoods receive more revenue 
than those primarily accessible by vehicle.  This prior 

research confirms the hypothesis that green space within 
shopping centers should increase the number of people 

willing to spend time in the area. 
According to existing literature and confirmed by pilot study survey data, people are more 

inclined to spend time in areas with fascinating attractions and comforting vegetation.
The Study Area for this Pilot study was at 3 

Outdoor Sopping Malls in Tucson, Arizona.

60% of survey respondents would have traveled a further distance to shop at the mall pictured above 
rather than the mall they they were in at the time of the survey.

Significance


