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Research Notes 

ÁThe Luxury Institute conducted research among wealthy consumers with a 

minimum annual income of $150,000 about their usage and preferences 

related to upscale shopping centers.

ÁThis survey questionnaire was developed in cooperation with Cynthia 

Groves at CC Groves Consulting, LLC.

ÁThese results are intended to provide important insights that can guide 

decision making in and best practices implementation for companies and 

brands that cater to wealthy consumers. 

ÁPlease be advised that your use of a Luxury Institute or Luxury Board 

document constitutes your agreement to (i) use the content under a limited 

license only for your own internal individual purposes, and (ii) not disclose, 

publish or otherwise make public or provide the content, in whole or in part, 

to any third person or entity without the prior written consent of The Luxury 

Institute, LLC. The content is and remains at all times the 

exclusive intellectual property of The Luxury Institute, LLC. 

Copyright © 2008 The Luxury Institute, LLC.
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Research Methodology: Sampling

ÁA national sample of 832 wealthy consumers were surveyed in-depth online 

about their opinions in mid-2008. 

ÁRespondents were recruited and screened to only include those age 21 or 

older with a minimum gross annual income of $150,000. No minimum was 

set for net worth, but the data was captured.

ÁAccording to the latest Federal 

Reserve Board Survey of 

Consumer Finances (SCF), this 

criteria represents the top 8.5 

million (7.6%) of U.S. households.  

ÁThe survey data have been 

weighted with respect to age and  

income to match the SCF profile 

of these households.

ÁAll respondents agree to a 

statement of confidentiality and 

non-disclosure of information 

presented in the survey.

Sample Profile
SCF 

Benchmark

Survey Data 

(unweighted)

Survey Data 

(weighted)

Gender ratio (M:F) n/a 49%:51% 51%:49%

Age 21 to 44

Age 45 to 54

Age 55 to 64

Age 65 or older

Median age

27%

34%

26%

13%

51 years

36%

31%

21%

12%

50 years

27%

34%

26%

13%

52 years

$150k-$199k

$200k-$299k

$300k-$499k

$500k or more

Mean income

Median income

46%

27%

15%

12%

$352k

$205k

45%

32%

11%

12%

$332k

$214k

46%

27%

15%

12%

$343k

$215k

Mean net worth

Median net worth

$3.1 mil.

$1.2 mil.

$3.3 mil.

$1.4 mil.

$3.6 mil.

$1.6 mil.

http://www.luxuryinstitute.com/


Please be advised that your use of a Luxury Institute or Luxury Board document constitutes your agreement to (i) use the content under a limited license 

only for your own internal purposes, and (ii) not disclose, publish or otherwise make public or provide the content, in whole or in part, to any third person 

or entity without the prior written consent of The Luxury Institute, LLC.  The content is and remains at all times the exclusive intellectual property of The 

Luxury Institute, LLC.  Copyright © 2008 The Luxury Institute, LLC.   www.luxuryinstitute.com

5

Research Methodology: Questionnaire

Wealthy consumers are asked the following series of questions:

1. Which of the following types of upscale shopping environments do you prefer most? 

2. How often do you use valet parking when you visit an upscale shopping center? 

3. Why do you use valet parking?

4. Do you have your parking ticket validated?

5. How helpful would it be to receive a mall directory from the valet attendant when you valet 

your car?

6. When visiting a shopping center do you visit a luxurious Grand Court seating area, 

complete with furniture, fixtures, and floral displays ïreminiscent of a hotel ñlobby 

loungeò?

7. If a shopping center provided a business center that included wireless access, fax, copier, 

etc, how often would you use this service?

8. Please rate the importance of the following Guest Services offered in a shopping center?

9. As an out of town visitor to a shopping center, please rate the importance of these 

Tourism Services and Amenities.

10. What determines your preference for visiting a specific shopping center?

11. When visiting an upscale shopping center, do you prefer to dine in a full service 

restaurant or in a food court?
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Research Methodology: Questionnaire

Questionnaire (continued)

12. Many shopping centers offer food court dining with community seating.  Do you frequent a 

shopping center because of the food court offerings?

13. Do you feel more secure shopping at a center with publicized security?

14. Several shopping centers offer the following for security purposes.  Please rate the level 

of importance to you when visiting a shopping center.

15. Please rate the importance of having the following service businesses in an upscale 

shopping center.

16. Would you use a shopping center restroom?

17. Please rate the importance of the restroom amenities in a shopping center.

18. Before visiting a shopping center, do you visit the website?

19. Would you be inclined to frequent a shopping center because of their Rewards Program?

20. To what extent do marketing materials such as newspaper ads, shopping center catalogs, 

and events influence your decision to visit a shopping center?

21. Please describe your most enjoyable shopping experience.  No detail is too small!  Please 

be as specific as possible.

http://www.luxuryinstitute.com/
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Key Findings:

Shopping Center Environment

ÁThe Lifestyle Center is the most preferred upscale shopping environment, especially 

by women and wealthy consumers under age 55.

ÁOne third of shopping center visitors visit the Grand Court seating area of an upscale 

shopping center.

Å Younger and wealthier consumers are more likely to visit the Grand Court seating area.

ÁThe majority (65%) agree that they feel more secure shopping at a center with 

publicized security and that the security measures are highly important.   Security is 

much more important to women.

Shopping Center Services and Amenities

ÁA majority of wealthy consumers say they use shopping center restrooms with no 

reservations.  In addition to cleanliness, wealthy consumers rate the quality of the 

restroom facility as highly important.

ÁOnly two out of five (40%) wealthy consumers use valet parking.

ÅUse of valet parking is higher among consumers under age 55, and those in the highest 

income and net worth brackets.

Å Convenience is a more important reason for using valet parking than security.

Å The vast majority of wealthy consumers get their valet parking tickets validated.

Å Two out of three (67%) users of valet parking say a mall directory provided by the valet 

attending would be helpful.
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Key Findings:

Shopping Center Services and Amenities (continued)

ÁMore than half (52%) of wealthy consumers prefer to dine in a full service restaurant 

while visiting a shopping mall.

ÁVery few wealthy consumers surveyed (13%) frequent a shopping center because of 

the food court.

ÁLess than one-fourth of wealthy consumers would consider visiting a business center 

at a shopping center on a regular basis.   However, men, younger consumers, and 

those in higher income and wealth brackets are more likely than average to consider 

using a business center.

ÁGift wrapping is considered to be the most important Guest Service provided at 

shopping centers, followed by the ability to purchase shopping center gift cards.

Å The wealthiest consumers are significantly more likely to rate the provision of area 

transportation and hotel information as a highly important Guest Service. 

ÁWhen visiting out of town shopping centers, the most important service or amenity a 

shopping center can provide is taxi, train, and bus information. 

ÅWomen, younger consumers, and the wealthiest consumers tend to place greater importance 

on these tourism services and amenities. 

ÁBanks and jewelry repair are the two most important service businesses to have in an 

upscale shopping center.
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Key Findings:

Factors Influencing Preference

ÁClearly, upscale anchor department stores such as Nordstrom and Neiman Marcus 

determine a customerôs preference for a particular shopping center.

ÁAlmost half (44%) of wealthy consumers visit the shopping centerôs website at least 

occasionally before a visit.

ÅWomen, consumers under age 45 and the wealthiest consumers are more likely to report 

visiting a shopping centerôs website before visiting the center in person.

ÁOne third of wealthy consumers say they would be inclined to frequent a shopping 

center because of its Rewards Program.

ÅWomen, consumers under 55, and consumers with a net worth of less than $1 million are more 

likely to say that they would frequent a shopping center with a Rewards Program.

ÁOne third say they are highly influenced in their decision to visit a shopping center by 

newspaper ads, shopping center catalogs, and events.  

Å This is particularly true for women and those with a net worth of less than $1 million.

ÁThe most common element of an enjoyable shopping experience mentioned by 

wealthy consumers is the type of stores available at the shopping center.

http://www.luxuryinstitute.com/
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Preferred Shopping Environment

Type of Upscale Shopping Environment Preferred

27%

22%

7%

44%

Lifestyle Center with

landscaped walkways, park

benches, and beautiful

fountains

Enclosed regional shopping

center with a luxurious grand

court

Mixed Use Development with

shopping center, residential

housing, and Class A office

space

No preference

Q: Which of the following types of upscale shopping environments do you prefer most? (n=832 wealthy consumers.)

ÁThe Lifestyle Center is the most preferred upscale shopping environment.

ÁHowever, almost half of the wealthy consumers surveyed have no preference.
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Preferred Shopping Environment

Shopping Environment

Gender Age Household Income Net Worth

Total Men Women

Under 

45 45-54 55+

$150k-

$199k

$200k-

$299k $300k+ <$1MM

$1MM-

$4.9MM $5MM+

Lifestyle Center with landscaped 

walkways, park benches, and beautiful 

fountains

27% 23% 31% 31% 29% 22% 25% 27% 29% 29% 26% 24%

Enclosed regional shopping center with a 

luxurious grand court
22% 20% 25% 22% 22% 23% 22% 25% 21% 21% 24% 22%

Mixed Use Development with shopping 

center, residential housing, and Class A 

office space

7% 10% 5% 9% 6% 7% 6% 7% 10% 9% 5% 11%

No preference 44% 48% 39% 38% 43% 48% 47% 42% 40% 41% 46% 43%

Q: Which of the following types of upscale shopping environments do you prefer most? (n=832 wealthy consumers.)

ÁWomen prefer the Lifestyle Center and the enclosed regional shopping center 

more than men, who tend to prefer the Mixed Use Development or have no 

preference.

Shading indicates statistically significant differences between demographic groups at 90% confidence level.
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Visiting the Grand Court

Q: When visiting a shopping center do you visit a luxurious Grand Court seating area, complete with furniture, fixtures, and floral displays

ïreminiscent of a hotel ñlobby lounge.ò? (n=832 wealthy consumers.)

ÁOne third (32%) of wealthy 

consumers visitors visit the 

Grand Court seating area of a 

shopping center.

Do you visit the Grand Court seating area?

No

57%

Don't know

11%
Yes

32%

http://www.luxuryinstitute.com/
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Visiting the Grand Court

Percentage Visiting the Grand Court Seating Area

32% 31%
33%

36%

33%

28%
30% 29%

38%

28%

31%

44%

Total Men Women Under 45 45-54 55+ $150k-

$199k

$200k-

$299k

$300k+ <$1MM $1MM-

$4.9MM

$5MM+

Gender Age Household Income Net Worth

ÁYounger and wealthier consumers are more likely to visit the Grand Court 

seating areas of shopping centers.

ăĄindicates statistically significant differences between demographic groups at 90% confidence level. 

Ą

ă

ĄĄ
Ą

ă
ă

Ą

Q: When visiting a shopping center do you visit a luxurious Grand Court seating area, complete with furniture, fixtures, and floral displays

ïreminiscent of a hotel ñlobby lounge.ò? (n=832 wealthy consumers.)
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Publicized Security

Q: Do you feel more secure shopping at a center with publicized security? (n=832 wealthy consumers.)

ÁThe majority agree that they 

feel more secure shopping at a 

center with publicized security.

ÁThis rises to 75% of wealthy 

women surveyed.

Do you feel more secure with publicized 

security?

Yes

65%

Don't know

12%

No

23%
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Please be advised that your use of a Luxury Institute or Luxury Board document constitutes your agreement to (i) use the content under a limited license 

only for your own internal purposes, and (ii) not disclose, publish or otherwise make public or provide the content, in whole or in part, to any third person 

or entity without the prior written consent of The Luxury Institute, LLC.  The content is and remains at all times the exclusive intellectual property of The 

Luxury Institute, LLC.  Copyright © 2008 The Luxury Institute, LLC.   www.luxuryinstitute.com

17

Security Measures

How important are these Security measures?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Call for assistance boxes

throughout the parking deck

linked to shopping center security

Electronic reader boards in all

parking decks direct customers

to deck levels where parking

spaces are available.

Call *88 on any shopping center

pay phone to immediately link to

security.

Very Important=5 4 3 2 Not At All Important=1

Q: Several shopping centers offer the following for security purposes.  Please rate the level of importance to you when visit ing a shopping center. (n=832 wealthy 

consumers.)

ÁAll three security measures described here are considered to be highly important 

by three out of five wealthy consumers.

ÁHere again, each of these features are more important to women than to men.

Top 2 Box

62%

61%

57%

http://www.luxuryinstitute.com/


The Knowledge of Luxury, The Luxury of Knowledge

Please be advised that your use of a Luxury Institute or Luxury Board document constitutes your agreement to (i) use the content under a limited license 

only for your own internal purposes, and (ii) not disclose, publish or otherwise make public or provide the content, in whole or in part, to any third person 

or entity without the prior written consent of The Luxury Institute, LLC.  The content is and remains at all times the exclusive intellectual property of The 

Luxury Institute, LLC.  Copyright © 2008 The Luxury Institute, LLC.   www.luxuryinstitute.com

Luxury Institute WealthSurvey Ó

Shopping Center Services & Amenities

http://www.luxuryinstitute.com/


Please be advised that your use of a Luxury Institute or Luxury Board document constitutes your agreement to (i) use the content under a limited license 

only for your own internal purposes, and (ii) not disclose, publish or otherwise make public or provide the content, in whole or in part, to any third person 

or entity without the prior written consent of The Luxury Institute, LLC.  The content is and remains at all times the exclusive intellectual property of The 

Luxury Institute, LLC.  Copyright © 2008 The Luxury Institute, LLC.   www.luxuryinstitute.com

19

Shopping Center Restrooms

Q: Would you use a shopping center restroom? (n=832 wealthy consumers.)

ÁA majority of wealthy 

consumers say they use 

shopping center restrooms with 

no reservations.

ÁWomen and younger 

consumers under age 55 are 

more likely to say they have 

some reservations about or try 

to avoid using shopping center 

restrooms.

Would you use a shopping center 

restroom?

Yes, I use them 

as needed 

with no 

reservations

61%
I try to avoid 

using them

15%

Yes, I use them 

with some 

reservations

24%
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Restroom Amenities

How important are these restroom amenities?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Cleanliness

Quality of facility

Family access

Attendant

Very Important=5 4 3 2 Not At All Important=1

Q: Please rate the importance of the restroom amenities in a shopping center. (n=832 wealthy consumers.)

ÁUnderstandably, cleanliness is the number one priority for restrooms.

ÁHowever, wealthy consumers also rate the quality of the facility as highly 

important.

ÁAs income and net worth increase, the important of an attendant increases.

Top 2 Box

95%

89%

51%

27%
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Use of Valet Parking

Q: How often do you use valet parking when you visit an upscale shopping center? (n=832 wealthy consumers.)

How often do you use valet parking?

Never

60%

Most of the 

time

8%

Some of the 

time

27%

Always

5%

ÁOn the whole, only 40% wealthy 

consumers report using valet 

parking when visiting an upscale 

shopping center.
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Use of Valet Parking

Percentage Using Valet Parking "Always" or "Most of the Time"

13%
14%

11%

19%

14%

8%
9%

11%

22%

9% 10%

34%

Total Men Women Under 45 45-54 55+ $150k-

$199k

$200k-

$299k

$300k+ <$1MM $1MM-

$4.9MM

$5MM+

Gender Age Household Income Net Worth

ÁUse of valet parking declines as age increases, but increases dramatically 

among members of the highest household income and net worth brackets.

ăĄindicates statistically significant differences between demographic groups at 90% confidence level. 

Ą

ă

Q: How often do you use valet parking when you visit an upscale shopping center? (n=832 wealthy consumers.)

Ą
Ą

Ą

ă

ă

ă

Ą
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Reasons for Using Valet Parking

Reasons for Using Valet Parking

78%

11%

6%

5%

Convenience

Security

Limited mobility

Other, please

specify

Q: Why do you use valet parking? (n=333 wealthy consumers who use valet parking at least some of the time.)

ÁThe most common reason for using valet parking is ñconvenience.ò

ÁAlthough convenience remains the primary reason, security becomes more 

important among the wealthiest consumers.
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Validation of Parking Tickets

Q: Do you have your parking ticket validated? (n=333 wealthy consumers who use valet parking at least some of the time.)

ÁThe vast majority of wealthy 

consumers (92%) get their 

parking tickets validated at least 

some of the time, and two out of 

three have their valet parking 

tickets validated most of the 

time.

Do you have your parking ticket 

validated?

Never

8%

Yes, most of 

the time

40%

Yes, some 

of the time

26%

Always

26%
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Top 2 Box

67%

Gender 66%

68%

Age 74%ă

59%Ą

69%

Income 67%

65%

68%

Net Worth 65%Ą

63%Ą

79%ă

Helpfulness of Mall Directory

How helpful would it be to receive a mall directory from the valet attendant?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Total

Men

Women

Under 44

45-54

55 & up

$150-$199k

$200-$299k

$300k+

< $1MM

$1MM-$4.9

$5MM+

Very Helpful 5 4 3 2 Not Helpful At All 1

Q: How helpful would it be to receive a mall directory from the valet attendant when you valet your car? (n=333 wealthy consumers who use valet parking at least some 

of the time.)

ÁTwo out of three (67%) of wealthy consumers would find a mall directory given 

by a valet attendant helpful, rising to 79% of the wealthiest consumers.

ăĄindicates statistically significant differences between demographic groups at 90% confidence level. 
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Dining Preference

Q: When visiting an upscale shopping center, do you prefer to dine in a full service restaurant or in a food court? (n=832 wealthy consumers.)

ÁMore than half (52%) of wealthy 

consumers prefer to dine in a full 

service restaurant while visiting 

an upscale shopping center.

Where do you prefer to dine?

Restaurant, 

most of the 

time

52%
It depends

27%

Food court, 

most of the 

time

13%

No 

preference

8%
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Food Court Offerings

Q: Many shopping centers offer food court dining with community seating.  Do you frequent a shopping center because of the food court offerings? (n=832 wealthy 

consumers.)

ÁRelatively few wealthy 

consumers surveyed frequent a 

shopping center because of the 

food court.

Do you frequent a shopping center 

because of the food court?

Yes

13%

Don't know

5%

No

82%
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Business Center

Q: If a shopping center provided a business center that included wireless access, fax, copier et, how often would you use this service? (n=832 wealthy consumers.)

ÁLess than one out of four of 

wealthy consumers would use a 

business center within a 

shopping center on a regular 

basis.

ÁHowever, another 38% report 

that they might use a business 

center on rare occasions.

How often would you visit the business 

center? Frequently

4%

Rarely

38%

Occasion-

ally

18%
Never

40%
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Business Center

Percentage Visiting the Business Center "Frequently" or "Occasionally"

23%

26%

19%

28%
27%

15%

18%

21%

31%

21%
19%

38%

Total Men Women Under 45 45-54 55+ $150k-

$199k

$200k-

$299k

$300k+ <$1MM $1MM-

$4.9MM

$5MM+

Gender Age Household Income Net Worth

ÁInterest in using a business center ñfrequentlyò or ñoccasionallyò rises 

significantly among men, those under age 55, and those in the highest income 

and net worth brackets.

ăĄindicates statistically significant differences between demographic groups at 90% confidence level. 

Ą

ă

ĄĄ

Ą

ă

ă

Ą

Q: If a shopping center provided a business center that included wireless access, fax, copier etc, how often would you use this service? (n=832 wealthy consumers.)

Ą

ă
ă
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Guest Services

How important are the following Guest Services?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Gift wrap

Purchase shopping center Gift

Cards

Assist with restaurant

reservations

Provide area transportation

Complimentary stroller and

wheelchair rentals

Provide hotel information

Purchase American Express

Gift Cards

Purchase corporate Gift Cards

Complimentary dog stroller

rentals

Very Important=5 4 3 2 Not At All Important=1 Don't Know

Q: Please rate the following Guest Services offered in a shopping center. (n=832 wealthy consumers.)

ÁGift wrapping is considered to be the most important Guest Service provided at 

shopping centers, followed by shopping center gift cards and assistance with 

restaurant reservations.

Top 2 Box

38%

33%

32%

29%

27%

21%

21%

18%

8%

http://www.luxuryinstitute.com/


Please be advised that your use of a Luxury Institute or Luxury Board document constitutes your agreement to (i) use the content under a limited license 

only for your own internal purposes, and (ii) not disclose, publish or otherwise make public or provide the content, in whole or in part, to any third person 

or entity without the prior written consent of The Luxury Institute, LLC.  The content is and remains at all times the exclusive intellectual property of The 

Luxury Institute, LLC.  Copyright © 2008 The Luxury Institute, LLC.   www.luxuryinstitute.com

31

Guest Services: Top 2 Box Summary

Shading indicates statistically significant differences between demographic groups at 90% confidence level.

Service Rated Important

Gender Age Household Income Net Worth

Total Men Women

Under 

45 45-54 55+

$150k-

$199k

$200k-

$299k $300k+ <$1MM

$1MM-

$4.9MM $5MM+

Gift wrap 38% 38% 38% 44% 33% 37% 35% 37% 43% 37% 36% 46%

Purchase shopping center Gift Cards 33% 25% 40% 39% 35% 26% 33% 32% 33% 37% 26% 41%

Assist with restaurant reservations 32% 31% 33% 38% 32% 28% 29% 35% 35% 30% 32% 39%

Provide area transportation 29% 28% 30% 35% 28% 26% 25% 28% 37% 27% 26% 41%

Complimentary stroller and 

wheelchair rentals
27% 21% 33% 38% 25% 21% 28% 21% 32% 33% 21% 29%

Provide hotel information 21% 23% 19% 30% 18% 17% 17% 19% 29% 20% 18% 32%

Purchase American Express Gift 

Cards
21% 18% 24% 31% 21% 13% 20% 21% 22% 23% 17% 24%

Purchase corporate Gift Cards 18% 18% 19% 26% 20% 11% 17% 17% 22% 21% 14% 27%

Complimentary dog stroller rentals 8% 8% 8% 14% 7% 5% 4% 9% 15% 6% 6% 22%

ÁThe wealthiest consumers (earning $300k+ or net worth of $5MM+) are 

significantly more likely to rate ñprovide area transportationò and ñprovide hotel 

informationò as highly important Guest Services offered by a shopping center. 

Q: Please rate the following Guest Services offered in a shopping center. (n=832 wealthy consumers.) Top 2 Box shown.
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Tourism Services and Amenities

How important are these Tourism Services and Amenities?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Provide taxi, train, and bus information

Restaurant reservations to many shopping center restaurants

Passport To Style VIP Visitor Privileges Booklet offering savings

and gifts with purchase

Directions and size conversion charts printed in English, Spanish,

and Japanese

Valet parking

Assist with foreign language translations

World Class Shopping Weekend Getaway Packages at beautiful

area hotels

Complimentary gift for each member of a pre-arranged group visit

Meet and greet services for groups and first-time visitors

Specialized Tours of the shopping center to include makeovers,

fashion seminars, fashion consultations, and much more

Very Important=5 4 3 2 Not At All Important=1 Don't Know

Q: As an out of town visitor to a shopping center, please rate the importance of these Tourism Services and Amenities. (n=832 wealthy consumers.)

ÁHalf (49%) of wealthy consumers consider the provision of ñtaxi, train, and bus 

informationò as a highly important Tourism Service and Amenity when they visit 

an out of town shopping center.

Top 2 Box

49%

42%

38%

31%

29%

29%

28%

28%

28%

19%
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