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Abstract

This study examines how socio-demographic, psychographic, and behavioral factors shape
customer clusters and their perceptions of city center attributes, including hospitality,
ambiance, store variety, and dining options. Using data from 2,842 respondents across seven
Dutch cities, we identify seven customer clusters with distinct preferences. The findings
reveal that clusters and city centers significantly moderate the relationship between
perceptions and recommendation behavior. Practical implications suggest tailored marketing
strategies and urban planning initiatives, emphasizing place-based approaches to enhance city
center appeal and visitor loyalty. By addressing the unique preferences of customer clusters,
this research offers actionable insights for sustaining the social and economic vitality of city

centers amidst growing e-commerce and suburban competition.
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