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ABSTRACT

A shopping mall is a place where a wide range of goods and services are available. In today's
technological age, malls have a significant influence on shopping habits. Although many customers
now purchase various products online, there are still several drawbacks to online shopping, such as
the inability to physically examine products, the risk of cybercrimes, and issues with online
payments. These challenges often encourage customers to prefer shopping at physical stores. As a
result, shopping malls continue to hold a relevant place in the market today. This study aims to
examine customer perceptions of shopping malls in Balasore City. It is based on both primary and
secondary data, collected through a well-designed questionnaire. A total of 50 respondents (including
students, professionals, housewives, service workers, and business people) from Balasore City
participated in the survey conducted between October and December 2015. The data collection
process included a preliminary review for completeness, followed by editing, coding, tabulation, and
grouping according to the study’s requirements. The analysis of the data was performed using
percentage methods.

Keywords: Shopping Malls, Customers’ Perceptions. Cyber Crime, Physical Market &
Technological Age

INTRODUCTION

The rise of shopping malls has introduced a new lifestyle in India, with a rapid increase in the
demand for modern shopping and entertainment complexes. Indian society, which is strongly family-
oriented, prefers shopping in places that cater to the diverse needs of all family members across
various age groups. These malls offer a wide range of national and international brands and retail
formats, turning shopping into an exciting and fulfilling experience.

For the purpose of this study, a shopping mall is defined as follows: A shopping mall is a space that
houses various types of in-store retailers under one roof. According to IMAP's Retail Industry Global
Report (2010), a shopping mall or shopping centre is a modern version of the traditional marketplace.
It consists of a collection of independent retail stores, services, and parking facilities, all managed and
maintained by a dedicated management firm. In addition to retail outlets, shopping malls may also
feature restaurants, banks, theaters, professional offices, service stations, and more.
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CUSTOMERS' PERCEPTION

Customer perception refers to the way a customer views, understands, and feels about a company or
its products and services. It is shaped by various factors such as advertising, reviews, public relations,
social media, personal experiences, and other influences. This concept considers customers' attitudes,
behaviors, attributes, motivations, and expectations toward the products and services offered by a
company.

Customers’ perception on shopping mall is analysed here to know which factors are motivating
them to go to Shopping mall instead of Local/Kirana stores.

REVIEW OF LITERATURE

Researchers, scholars, educators, students, industry professionals, and both government and non-
government organizations are actively engaging in literature reviews to stay informed about emerging
trends and needs. In this study, before analyzing "Customer Satisfaction in Shopping Malls: A Case
Study of Balasore City," it is essential to review existing literature on the topic. Consulting research
papers, project reports, articles, and websites not only supports but also strengthens the findings of the
study. Numerous studies have been conducted globally on this subject, and the following is a
representative list of such literature:

Sharma, Shivakumar R. (2012) in his research article customer attitude towards shopping malls in
Mumbai” had studied to know about the attitude of customer towards shopping mall and to
understand the customer purchase pattern and also to know about the future expectation of customer.
And found that this shopping mall accommodate every taste, pocket, style to the public and provides
excellent parking facilities, create value for money, credit card debit card facilities and so on.

Nair Dr. Girish K & Nair Harish K (2013) in their research article "An analysis on customer
perception towards service quality variables in selected organized retail outlets" had studied to
understand the factors influencing the shoppers buying and customer perception on organized
retailers. And found factors like convenience and competitive price that attract customers towards
organized retailers

Ravindra PS. Kumari P.Santosh, Gowri DM & Santosh B. (2013) in their research article "An
empirical study on customer perception towards service quality in organized retail outlets (A
comparative study of Organized retail outlets in Vishakhapatnam City)" to study the customer
perception towards service quality Districts and suggest suitable measures for improving the quality
and efficiency in selected retail outlets in Vishakhapatnam. And found that accessibility,
infrastructure and shops in the malls are three factors which attract customers to organized retailers.

Ubeja Satnam Kour (2013) in his research article, "A study of customer satisfaction of shopping
mall in Jabalpur city: comparison between male and female". He had studied to identify the factors of
sales promotion schemes on customer satisfaction with reference to shopping malls and also to assess
the effect of sales promotion schemes on customer satisfaction with respect to gender wise. And
found that females who are dependent or independent are more conscious about sales promotion
which is related to lucky gift offers and males are conscious about monetary benefit offers for getting
customer satisfaction in Jabalpur city
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K. Ms. Latha & Mohanapriya 5 (2015) in their research article "A Study on Customer Preference
and Satisfaction Towards Modern Shopping Centres in Coimbatore City They have wanted to study
the level of awareness of customers towards the modern shopping centres in Coimbatore city and also
to study the customer's ideas, opinion and preference towards the various aspect of modern shopping
centres in Coimbatore city. And suggested factors like quality of customer care, parking facility,
special offers and discounts, better display of product feedback system improve the customer
satisfaction.

"E-tailers queer the pitch for mall retailers (2015) A white paper titled "impact of e-tailers om
brick and mortar retail in India' by Collier International and Frost & Sullivan says rapid proliferation
of high speed internet and internet enabled smart devices has contributed to the expansion of online
retail in India at more than 40% in FY 2013-2014

Organised retail grew just 10% to 12% in the same period, while brick and mortar retail as a whole
grew 6% to 7% capital value and retail rentals remained flat in India's top seven cities FY 2013-2014.
The overall absorption declined and only 1.6 million square feet of retail space was absorbed in India
in 2014, down from 5.1 million square feet in 2013. Competition from e-tailers has been a major
reason behind the slowdown of sales for a majority of the bigger mall retailers. In the face of the
competition, mall owners are looking at a defense strategy to ensure the viability of their retail assets.
According to the white paper retailers are increasingly integrating both online and offline presence
through different combinations of product presentation, payment and delivery modules for their stores
and digital platforms

RESEARCH GAP

From the brief review of the literature it can be concluded that the various study relating to level of
satisfaction of customer have been conducted. But no such researches have been done on "Customers'
Perception on towards

Shopping Mall: A Case Study of Balasore City" So we have attempted to find out the level of
customer perception on shopping mall in Balasore city of Odisha

OBJECTIVES OF THE STUDY

The overall objective of the present study is to analyse the customers' perception towards Shopping
Malls between: male and female customers in the Balasore City

RESEARCH METHODOLOGY

The researcher employed a convenient sampling technique, carried out in multiple stages.
Specifically, a non-probability, judgment-based random sampling method was used for data
collection, based on the surveyor's discretion. The choice of the convenient sampling technique was
made for the researcher's convenience.

This study utilizes both primary and secondary data. Data were gathered using a well-designed
questionnaire created for this specific research. A total of 50 respondents (all shopping mall
customers) participated, including students, employees, housewives, businesspeople, and
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professionals, all from Balasore City, during October to December 2015. Data preparation began with
a preliminary check to ensure the completeness of the questionnaires. The collected data were then
edited, coded, tabulated, grouped, and organized as required for the study, followed by analysis.
Percentage methods were employed for data analysis.

LIMITATION OF THE STUDY

All efforts have been made to ensure that the research is design and conducted to optimize the ability
to achieve the research objective. However there are some constrains that do not validate the research
but made to be acknowledge.

> This study is restricted to the state of Balasore city only.

> This evaluation is based on primary data generated through questionnaire and collected from
the respondents shopping at different Malls and as such its findings depend on accuracy of
data

» The sample consists of 50 urban Odisha consumers from different areas of Balasore City. Also
study is limited to the consumers who come to Malls and does not delve the respondents who
do not come to mall

DATA ANALLYSIS
Table - : Demographic Profile Of Respondents

PARTICULARS GENDER TOTAL
MALE FEMALE NUMBER (%)
AGE <18 4{18%) 3(11%) 7 14
18-25 3{14%) 8(28%) 11 22
26-40 5(23%) 14(50%) 18 36
41-60 7(31%) 3(11%) 10 20
>61 3(14%) 0{0%}) 3 6
MARITALSTATUS MARRIED 12(54%) 15(54%) 27 54
UNMARRIED 10(46%) 13(46%) 23 46
OCCUPATION BUSINESS 2(9%} 2(7%) 4
PROFESSIONAL 2(9%) 1(4%) 3
SERVICE 8(36%) 7(25%) 15 30
HOUSEWIFE 0{0%) 17(60%) 17 34
STUDY 7(32%) 1{4%) 8 16
OTHERS 3(14%) 0{0%) 3 6
MONTHLY FAMILY INCOME ; 5
<10000 3{14%) 4{14%) 7 14
10000-30000 11{50%) 9(32%) 20 40
30000-60000 7(32%) 10(36%) 17 34
>60000 1{4%) 5(18%) 6 12
TOTAL 22(44%) 28(56%} 50 100
(Source: Collected and Compiled from Field Study)

From the table No 1 it is analysed that 44% are men and 56% are women.

¢ 25% men and 50% women prefer to shop in shopping mall.
% 54% married men and women are visiting shopping mall for shopping for their whole family.
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¢ In case of men 36% service holders and in case of women 60% are shopping in the shopping
mall.

s 50% Men with monthly Income of Rs.10000-30000 are shopping in malls where as 36%
women with monthly income of Rs 30000-60000 are shoppers in malls.

Table-2: Perception of Respondent on Shopping Mall

PRECEPTIOMAL ATTRIBUTES GENDER TOTAL
MALE FEMALE |MUMBER %
Excellent hygienic condition STROMGLY AGREE B(273) | 13{473%) 19 38
AGREE 11(50%) [ Di32%) 20 a0
MEUTRAL 5(23%) Bi(21%) 11 22
DISAGREE 0j0%) 0[0%) 0 0
STROMNGLY DISAGREE O0)0%a) 0[0%) 0 o
Ample sitting arrangements at |STROMNGLY AGREE O[0%) D(0%) 0 ]
all floors AGREE 0j0%) 0[0%) 0 0
MEUTRAL 0j0%) 0[0%) 0 0
DISAGREE 1j4%) 1{4%) 2 4
STROMNGLY DISAGREE 21(96%%) | 27(96%) 48 S5
Parking place is hassle free |STROMNGLY AGREE 0i0%) 2{7%) 2 4
AGREE 2(9%) 5{18%) 7 14
MEUTRAL 2(9%) 4)14%) & 12
DISAGREE 11(50%) | 14{50%) 25 50
STROMGLY DISAGREE 7(32%) 3(11%) 1 20
Post sale services are solved |STROMGLY AGREE 3(14%) 2(7%) 5 10
immediately AGREE 18{82%) 2(7%) 20 40
MEUTRAL 1j4%) 14{50%) 15 30
DISAGREE 0j0%) B(29%) B 16
STROMNGLY DISAGREE O0)0%a) 2(7%%) 2
Cuality goods with value for |STROMNGLY AGREE 0j0%) 4)14%) 4 B
Money AGREE 14{64%%) | B{29%) 22 44
MEUTRAL B(36%) 5{18%) 13 26
DISAGREE 0j0%) Bi(21%) & 12
STROMNGLY DISAGREE O0)0%a) 5i18%) 5 10
TOTAL 22(443%5) | 28(56%) 50 100

(Source: Collected and Compiled from Field Study)
From the table No 2 it is analysed that

» 67% men and 47% women are strongly agree with the excellent hygiene condition of malls
96% men and women are strongly disagree with the ample sitting arrangements in malls.

50% men and women are disagree with the hassle free parking place

82% men agree with the effective post sale services where as 50% of women are average
satisfied with the post sale services of shopping mall.

64% men are agree that shopping mall provide them quality goods with reasonable price where
as only 29% women are agree with the quality goods in shopping mall

VYV V VY

Y
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Table-3: Profile of Motivational factors for Customers of Shopping Mall.

MOTIVATIONAL FACTORS GENDER TOTAL
MALE FEMALE |NUMBER %
REASOMN FOR VISITING SHOPPING 14{64%) | 18(643) 32 g4
SHOPPPING MALL MEET FRIENDS 1{434) 2(7%) 3 3
WISIT AN EATERY 3(14%) | 1(am) g
WINDOW SHOPPING a[18%) | T7i25%) 11 22
WHO MOTIVATES YOU TO FRIENDS 3(14%) | B{21%) g5 18
VISIT SHOPPING MALL ADVERTISEMENT 209%) | 4[14%) 5 12
RELATIVES A4018%) | 5(18%) g5 18
COLLEAGIUES ai18%) | 2(7m) & 12
IMPLLSE o(41%) | 11(40%) 20 40
TOTAL 22{44%) | 28(56%) 50 100

(Sources Collected and Compiled from Field Study)
From the table No 3 it is analysed that
% 64% men and women are having showed shopping as a motivational factor persuading them to
shop in shopping malls.
% As there are number of shopping malls in Balasore city 41% men and 40% women are
shopping in shopping malls by impulse.
Table — 4: Profile of Expectation of Customers visiting Shopping Malls.

GEMDER TOTAL
EXPECTATION OF CUSTOMERS MALE FEMALE MUMBER |2

Should have benches and furniture YES 200(91%%) 28( 1003 48 =0

MO 2(8%%) D[02a) 2 4

Should hawve dispensories YES 10(45%) 11(39%) 21 432

MO 12({55%) 17(61%) 29 58

Should hawve spas and beauty parlour YES 14{64%) 19{683%) 33 BE
MO B(36%%) D(32%%) 17 34

Should hawve physical fitness centres YES 20091%%) 16(57%%) 36 72
MO 2(9%) 12{43%) 14 2B

Should they provide smart phone app YES 12{54%) 13{46%) 25 SO
MO 10{46%) 15({54%) 25 S0
TOTAL 22(449%) 2B(56%) S50 100

(Source: Collected and Compiled from Field study)

The table No 4 shows that

% 91% men and 100% women are of the opinion that the shopping mall should have benches and

furniture to sit on.

% 45% men and 39% women are expecting to have dispensaries in the shopping malls.
+» 64% of men and 68% women are opining to have spas and beauty parlour in shopping malls.
% 91% men are wishing to have physical fitness centres in shopping mall where as 57% women
prefer it.
+ 54% men and 46% women are expecting the mall top provide smart phone app for shopping.

L)

L)

>
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Table -5: Ranking of Selected Products of Shopping Mall by sample Customers

RANK 1 2 3 4 5 6 7 8 9 10 |TOTAL
PRODUCTS NO. R e s P o n d e n t
Grocery 20 10 7 4 4 3 2 0 0 0 50
Clothes 15 10 11 7 3 2 2 0 0 0 50
Home improvement 10 11 6 4 6 5 2 2 2 2 50
Home appliance 0 12 10 5] i) 3 2 4 2 3 50
Cosmetics 5 4 5 B 4 3 6 6 6 5 50
Book & periodicals 0 0 7 4 5 3 7 12 4 3 50
Sporting goods 0 0 0 0 0 10 12 15 6 7 50
Toys or games 0 0 0 4 5] 8 6 9 10 7 50
Fruits & vegetable 0 0 5 6 4 4 6 4 10 11 50
Footwear 0 0 2 5 7 5] 8 5] 9 7 50
TOTAL 50 47 53 46 47 52 53 58 49 45 | 500

(Source: Collected and Compiled from Field Study)

The table No 5 shows the ranking of 10 selected shopping mall products by sample customers
according to their preference. Rank 1 implies preference to purchase the product from shopping mall.
Rank 2 implies 2" preference to purchase from shopping mall.

< Out of 50 customers, 40% customers give 1%t preference to grocery, 20% give it as their 2
preference, 14% as their 3" preference.
% 30% customers give 1%t preference to clothes. 20% give it as their 2" preference, 22% as their
3 preference.
% 20% customers give 1st preference to home improvements, 22% give it as their 2nd
preference, 12% as their 3" preference, 8% as their 4™ preference.
FINDINGS, SUGGESTIONS AND CONCLUSIONS

Customers generally have a positive view of the shopping mall's cleanliness, the quality of the
products sold, and the post-sales services. However, they are dissatisfied with the lack of seating
arrangements on all floors and inadequate parking facilities. They mainly prefer to purchase
groceries, clothing, home improvement items, and home appliances from shopping malls. On the
other hand, they show less interest in buying footwear, toys, sports goods, and fresh produce such as
fruits and vegetables from these malls.
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