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ABSTRACT
The mass media have observed that in Taiwan, the features of shopping center are “ blurred,” and they are becoming more and
more like department stores. Besides, Dream Mall in Kaohsiung that has just did the soft opening since Mar. 30, 2007 is regarded as
“ although a large number of people surge in, it doesn’ t have a substantial benefit for the business achievement.”  After the
successful development experiences of shopping center in Europe, America, even Japan are reproduced to Taiwan, it really brings
the consumers a brand-new experience. However, the general performance on revenue is not as what merchants’ expect. The
main goal is to explore shopping center management and future development. By means of the analyses of academic literatures and
business documents, the study attempted to sort out the definition and categorization of shopping center that correspond to the
present situation in Taiwan. Meanwhile, based on the features of shopping center tenant mix, the research proposed first the idea of
examining the influences on the cross-shopping intention and the unplanned purchase behavior from the point of view of tenant
involvement. The study collect 548 datd and the valid data is 508. As a result, the research found that the higher is the involvement
degree of a single tenant of entertainment, restaurant, or retailing, the higher is the cross-shopping intention for tenants; the higher is
the involvement degree of a single tenant of restaurant or retailing, the easier to create the unplanned purchase behavior; the
cross-shopping intention for tenants can predict the unplanned purchase behavior effectively. However, under the interaction of high
and low involvement degrees among tenants, the research could not get the significant differences with the cross-shopping intention
and with the unplanned purchase behavior.
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