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Abstract 

The study objective was to test the novelty of the development of patronage ambidexterity to describe the 
contradictions found in previous studies and this study was designed to provide managerial advantages by providing 
other solution in order to handle the decline found in the performance of joint venture shopping centers in Indonesia. 
The study populations were the managers of 4 Japanese-Indonesian joint venture shopping centers operated in 
Jakarta, Bekasi, Tangerang, and Bogor and 3 China-Indonesia joint venture shopping centers operated in Jakarta, 
Tangerang and Surabaya. Furthermore, this study also observed 2 Singapore-Indonesia joint venture shopping 
centers operated in Jakarta and South Tangerang. The study instrument used questionnaires which were distributed 
to the samples that were considered to have the most significant role in the management as well as the services 
performed in the shopping center. The researchers distributed 275 questionnaires and as many as 218 managers 
completed the questionnaires. 180 questionnaires were qualified to be used in further stage of the study. Structural 
Equation Model (SEM) was used to test the data and hypotheses by using IBM AMOS version 22.0 software. The 
results of whole tests revealed that of the 5 correlations, there were 4 significant correlations at the level of 
significance previously set. Meanwhile, 1 correlation namely the correlation between the creation of shopping value 
and managerial performance did not show a significant influence. Furthermore, the development of patronage 
ambidexterity was also evidenced to have a significant effect on shopping atmosphere, and this in turn significantly 
had an effect on the performance of shopping center. 

Keywords: development of patronage ambidexterity; creation of shopping value; shopping atmosphere; performance of 
shopping center. 

 
 
 
 

1. Introduction 

Shopping center had been introduced to Indonesian people 
since 1962. The initial introduction was through the establish- 
ment of "Sarinah" which was given a name by the independence 
proclaimed as well as the first president of the Republic of 
Indonesia, Sukarno in 1962 (https://www.sarinah.co.id/id/ 
company-profile/company-history). Along with the increase in 
public needs, the retail actors then tried to manage it through the 
establishment of new shopping centers and the number continues 
to increase. According to the AISCM/Association of Indonesian 
Shopping Center Management (2017), 240 shopping centers 
were spread in major cities and 173 were located in the capital 
city of Jakarta and the neighborhood cities. 

Given that so many shopping centers spread all over regions 
in Indonesia, the researchers interested in conducting further 
observation regarding the shopping centers in joint venture be- 
tween the companies from Indonesia and from other countries. 
The companies consisted of (1) PT Bumi Serpong Damai Tbk 
(BSD) in joint venture with Japanese company of Mitsubishi 
Corporation, (2) Sinar Mas Land Group in joint venture with 
AEON Group Japan, (3) Lippo Group in joint venture with 
Mitsubishi Corporation, Japan, (4) PT Alam Sutera Realty Tbk 

(ASRI) in joint venture with China Fortune Land Development 
Co. Ltd., (5) Murray Prince which owned 30% shares in joint 
venture with PT. Graha lndah Semesta, and (6) PT lntiland 
Development Tbk in joint venture with GIC, a Singapore-owned 
foreign investment fund company. 

Momentous development of information technology urged 
the establishment of many kinds of online applications created 
to facilitate the consumers to easily perform online shopping 
without a need to go to the shopping centers. And this has 
caused huge decline in the shopping centers performance. Data 
at the Indonesian Retailers Association/Aprindo (2017) stated 
that several giant retails in Indonesia such as Matahari, 
Ramayana, Lotus, and Debenhams Department Store have ter- 
minated the operations of their outlets at a number of shopping 
centers. This condition indicated that shopping center cannot be 
the main site since it is not able to attract visitors who like to 
carry out several shopping activities at the same time. Such fact 
has caused a decrease in the rental rate of shopping centers. 
The phenomenon of drastic decrease in the performance of 
shopping centers has encouraged the researchers to conduct 
an observation. 

The evidences found in the previous studies on the 
performance of the shopping centers still left a gap when it was 
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correlated to effect of the creation of shopping values obtained 
by consumers. Researchers who studied whether the shopping 
value might have an effect on the performance of shopping 
centers such as Teller, et al., (2008) and Gupta (2015) revealed 
that the evaluative, qualitative, quantitative, subjective and ob- 
jective criteria of the consumers‘ shopping experience had a 
significant effect on the performance of shopping centers. Other 
studies which supported this statement proposed that cus- 
tomers were interested in shopping at shopping centers due to 
the atmospheric stimulation and perceived values (Ho et al., 
1998; Steen, 2016). 

However, a number of other researchers proposed contra- 
dictive findings such as Babin and Babin (2001), Boado (2009), 
Sadeghi and Bijandi (2011) who stated that the creation of 
shopping value was not evidence to have an effect on the 
performance of shopping center. 

The background described above showed that there was a 
decline in the performance of joint venture shopping centers in 
Indonesia. There was also contrary finding regarding the crea- 
tion of shopping value and the performance of shopping center. 
Therefore, this study aims to find the explanations through new 
concepts to provide managerial advantages by providing other 
solution in order to handle the decline found in the performance 
of joint venture shopping centers in Indonesia. 

 
2. Theoretical Framework 

According to Turner and Maylor (2013), ambidexterity used 
in an organization environment is the organization ability to 
explore and exploit the support of technology and market 
leadership that focuses on efficiency, control, flexibility and 
gradual appreciation toward organizational members winning 
business competition. A study conducted by Birkinshaw and 
Gibson (2004) applied the test on ambidexterity concept to 
examine the correlation between ambidexterity and performance 
by conducting a survey on two individual groups of middle-level 
managers regarding alignment and adaptability of the company. 
The results revealed that ambidexterity in an organizational 
perspective had a significant effect on the performance (O Reilly 
Ill and Tushman, 2013, Nosella and Filippini, 2012). Moreover, 
Wulf et. al., (2010) proposed a supportive argument by pointing 
out a finding. They claimed ambidexterity as a very strong 
predictor with more accurate outcomes in assessing organiza- 
tional performance compared to instruments from traditional 
strategic management. 

The term Patronage is arranged from the word patronous 
(Latin) referred to as the provision of encouragement, support as 
well as financial assistance from organization to individual or 
from individual to other party (Mershman, 2016 and Hillinan, 
2014). On the other side, the concept of patronage in different 
perspective is derived based on the finding of a study conducted 
by Hsu et al. (2013) who focused on environment support and 
the existence of patrons as the model of replication. 

The idea of development is adopted from sustainable de- 
velopment theory. When sustainable development meets the 
prerequisites of present needs, then the next generations may 
be provided with a solution to be able to meet their needs 
independently (Manns, 2010 and Vob, et al., 2006). However, 
there was a recommendation previously emerged on how to 
change the paradigm of integrating organizations and humans 
with the aspects of ecology and social to improve epistemology 
defects while modifying the techno-centric paradigm and 
conventional organizational science (Kemp et al., 2005 and 
Gladwin et al., 1995). 

Based on the theoretical basis described above, the novelty 
of the current study on the Development of Patronage 
Ambidexterity was proposed as the development of empathy, 
support, dexterity, exemplary, ingenuity, and future orientation. 
Development of Patronage Ambidexterity is in potential position 
to strengthen the performance of joint venture shopping centers 
in Indonesia. 

3. Development of Hypotheses and Empirical 
Model 

3.1. Correlation between the Creation of Shopping 
Value and the Performance of Shopping Center 

In the previous study, Chebat, et al., (2014) conducted an in 
depth assessment on the correlation between the creation of 
shopping value and the performance of shopping centers through 
exploration of the holistic perceptions of buyers who were sig- 
nificant for the performance of shopping center. Furthermore, a 
study conducted by Gupta (2015) also highlighted a finding that 
the performance of shopping center was influenced by shopping 
experience value obtained by consumers. Other study also su- 
pported this opinion and stated that the interest of customers to 
shop at shopping centers was due to atmospheric stimulation 
and perceived value (Ho et al., 1998: Steen, 2016). Although 
there was a contradictive finding, several other researchers still 
doubted the positive correlation between the creation of sho- 
pping value and the performance of shopping center (Boado, 
2009; Sadeghi and Bijandi, 2011; Babin and Babin, 2001). 
Based on the explanation above, the following hypothesis can 
be proposed: 

H1: The stronger the creation of shopping value, the higher 
the performance of shopping center. 

3.2. Correlation between the Creation of Shopping 
Value and the Development of Patronage 
Ambidexterity 

Based on Dhir, et al., (2018), the outcome of analysis on the 
ambidexterity derived from the evidence on shopping value 
made by e-commerce actors in India, ambidexterity was stated 
to be able to influence the shopping center ability to create 
shopping value. Therefore, it was a crucial factor to encourage 
the increase in shopping value so as to drive the development 
of ambidexterity through customer service by exploiting short 
and long term innovations on an ongoing basis (Bandera-de- 
Mello, et al., 2016, Koryak et al., 2018). 

Other researchers also presented evidence that the creation 
of shopping value had an effect on shopping centers managers 
to provide win-win solution for customers and producers when 
they implemented various scenarios for future development 
(Bonnin and Goudeyhe, 2012; Shankar et al., 2011). Based on 
the explanation above, the following hypothesis can be pro- 
posed: 

H2: The stronger the shopping value creation, the higher the 
development of patronage ambidexterity 

3.3. Correlation between the Development 
of Patronage Ambidexterity and the Performance 
of Shopping Center 

Publications presented by Arnold et al., (2011), Sanal et al., 
(2013) and Rousseau and Venter (2014) explained the findings 
of their studies that there was a changeless effect of ambi- 
dexterity on the performance of shopping center in getting and 
retaining customers. 

In light of the performance of shopping centers, the pers- 
pective of shopping patronage showed a strong and significant 
effect. It further encouraged the patronage development so that 
decisions on the utilization of resource configurations showed 
an effect on long-term performance (Anic and Vouk, 2015, 
Rahman, et al., 2016 and Sohail, 2013). Based on the ex- 
planation above, the following hypothesis can be proposed: 

H3: The faster the development of patronage ambidexterity, 
the higher performance of shopping center 

3.4. Correlation between the Development of 
Patronage Ambidexterity and Shopping Atmosphere 

A study finding on dexterity in developing a variety of 
innovations in the retail sector was evidenced to contribute to 
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the shopping atmosphere and experience. It was an interesting 
evidence (Armor, 2015; Mohelska and Sokolova, 2018; Pantano 
and Laria, 2012). Results from other studies also stated that 
patronage ambidexterity would create such an atmosphere for 
consumers and it had an effect on shopping motives (Ajayi et al., 
2017; Ertekin et al., 2014; Luotola and Reile, 2017; Suseno & 
Dwiatmadja, 2016). 

Within the organizational context, Jansen et al., (2008) and 
Rosing et al., (2011) mentioned that the increasing ambidex- 
terity as shown in various studies would be a patron among 
employees which had an effect on the current and future 
competitive advantage of the organization. Based on the ex- 
planation above, the following hypothesis can be proposed: 

H4: The higher the development of patronage ambidexterity, 
the higher the shopping atmosphere 

3.5. Correlation between Shopping Atmosphere 
and the Performance of Shopping Center 

The shopping atmosphere had an effect on the increase in 
consumers’ motive to visit the shopping centers due to various 
motivational factors such as social relations, aesthetics, explo- 
ration, diversion and comfort which had been shown to had an 
effect on overall performance (Chithralega, 2013; Noh et al., 
2017). Meanwhile, other researchers such as Ahmad (2013), 
Luk (2013), and Patel and Sharma (2000) presented a similar 
finding that the appropriate marketing strategy would encourage 
consumers’ motivation to shop and aggregately increase the 
turnover and performance of the shopping center. Based on the 
explanation above, the following hypothesis can be proposed: 

H5: The stronger the shopping atmosphere, the higher the 
performance of shopping center 

 
4. Methods 

This was a comparative causality study (Sekaran, 2003). 
The populations in the current study were the managers of 4 
Japanese-Indonesian joint venture shopping centers operated 
in Jakarta, Bekasi, Tangerang, and Bogor, 3 China-Indonesia 
joint venture shopping centers operated in Jakarta, Tangerang 
and Surabaya. Besides, 2 Singapore- Indonesia joint venture 
shopping centers operated in Jakarta and South Tangerang we 
also included. Purposive sampling technique was applied to 
obtain the samples. Data collection used questionnaires that 
were distributed to the managers as they were considered to 
have the most significant role in the management as well as the 
services performed in the shopping center. The researchers 
distributed 275 questionnaires and 218 managers filled in the 
questionnaire, and finally 180 questionnaires were qualified to 
be used in further stage of the study. The endogenous variable 
of this study was the performance of shopping centers, while the 

exogenous variables were shopping value creation, shopping 
atmosphere and the development of patronage ambidexterity as 
a novelty with the indicators of dexterity, ingenuity, empathy, 
support, exemplary, and future orientation. 

All variables were measured by indicators provided to all 
respondents through questionnaires (Likert scale of 1-10). Pont 
1 meant strongly disagree, while point 10 meant strongly agree. 
Data and hypotheses tests were conducted using the Structural 
Equation Model (SEM) with IBM AMOS version 22.0 software. 

 
5. Results 

5.1. Descriptive Analysis 

The majority of respondents namely the shopping managers 
were male as many as 127 people (70.6%) and 53 respondents 
were female (29.4%). The majority of respondents aged 43 
years and more as many as 66 people (37%), 61 respondents 
(34%) aged 36-42 years and 53 people (29%) aged 29-35 
years. Based on the educational background, it was shown that 
78 respondents (57%) had bachelor degree (43%) and 102 had 
post-graduate degree. 

5.2. Suitability of the Model 

Test on the SEM model was to see the suitability of the 
model. The feasibility test results of the full composite model are 
presented in the following table: 

 

 
Table 1. Goodness of Fit Indices 

 
The results of feasibility test as shown in the table above 

indicated a chi-square value (X2) of 4024.207 which was still 
quite high. However, the model fitness based on other indices, 
namely CMIN/DF, probability, RMSEA, GFI, AGFI, TU, CFI and 
NFI showed a fit result since the estimated results were higher 
than cut off values. 

 
6. Discussion 

The output of the full SEM model is shown in the following 
table: 

 

 
Table 2. Regression Weight of Hypothesis Test Using Full Model 

 

The table above revealed that of the 5 correlations there 
were 4 significant causal correlations at the 5% significance 
level with CR of > 2.00 and p-value of < 0.05. Since the CR value 
was > 2.00, it indicated that the correlation between variables in 
the model had a significant effect and thus, the developed 
hypothesis could be accepted. The correlations/effects were 
discussed as follows: (1) The creation of shopping value had a 
significant effect on the development of patronage ambidex- 
terity. The result was in line with the finding of the studies 
conducted by Bandera-de-Mello, et al., (2016), Dhir, et al., 
(2018), Gupta (2015), Koryak et al., (2018) and Steen (2016). 

The conclusions of this study showed that there was a declined 
in the performance of shopping centers and there was con- 
tradiction regarding the creation of shopping value. It can be 
proven by the findings in this study that the creation of shopping 
value further increased the development of patronage ambidex- 
terity but had no effect on the performance of shopping center. 

(2) The development of patronage ambidexterity had a signifi- 
cant effect on the performance of shopping centers. The result 
was supported by previous studies, including those conducted 
by Anic and Vouk (2015), Rahman, et al., (2016) and Rousseau 
and Venter (2014). In a novel perspective, the development of 
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patronage ambidexterity provided a solution from previous 
studies since it was proven to have significant effect on the 
performance of shopping center. (3) Development of ambi- 
dexterity patronage had a significant effect on the shopping 
atmosphere. The result of this study was supported by previous 
researchers who conducted studies on shopping atmosphere 
(Ajayi et al., 2017; Armor, 2015; Ertekin et al., 2014; Luotola and 
Reile, 2017; Suseno, 2019). (4) The shopping atmosphere had 
a significant effect on shopping center performance. This finding 
was in accordance with the results of several previous studies, 
among others those conducted by Ahmad, (2013); Chithralega, 
(2013); Luk, (2013) and Noh, et al (2017). 

There was 1 correlation with the CR value of < 2.0 and 
p-value of > 0.05. Thus, the creation of shopping value had no 
significant effect on the managerial performance. The result was 
in line with the evidence presented by Boado (2009) and 
Sadeghi & Bijandi (2011) who stated that there was no co- 
rrelation between the creation of shopping values and the 
performance of shopping center. The findings of this study was 
contradictive with the studies conducted by Gupta (2015) and 
Steen (2016) who explained that the creation of shopping value 
had a significant effect on the performance of shopping center. 
The basis of the problems in this study has been answered and 
was in line with the argument that there was no correlation 
between the creation of shopping value and the performance of 
shopping center. 

 
7. Conclusions 

The results revealed form all tests showed that of the 5 
correlations observed there were 4 significant correlations at the 
level of significance. Meanwhile, 1 correlation namely the co- 
rrelation between the creation of shopping value variable and 
managerial performance did not show a significant effect. 
Novelty offered in this study was the development of patronage 
ambidexterity that had been proven to be able to correlate the 
effect of the creation of shopping value on the performance of 
shopping center. In addition, the development of patronage 
ambidexterity had also been shown to have an effect on the 
shopping atmosphere, which in turn significantly affected the 
performance of shopping center. 
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