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A STUDY ON CONSUMER SATISFACTTON AND THETR
EXPERIENCE TOWARDS SHOPPING MALLS IN MEGA

CITIES OF GUJARAT.

payal G. Limbachiya

Dr. J. K. patel
Rcscorth Guidc, Prin. ll R. Patsl Collcgc ofConnner.ce, Nagalpur (llelsana)

ABSTMCT:

v consrlmff plays a mRior rolc in thc orarkct. only thcy havc power to dccidc thc prcsent condition of the market. In thc
grorving markci consuner bccomcs-morc a$are aboul thcir pcrccption towatds gootls antl scrviccs availablc in thc market. As
thcrc orc many supplicrs bcing availoblc in thc market, consumcrs havc,r wirlc rangc olvariety to bu, J;;;;;;i;;;.
shopping today is substantially more than simply buying-it is an affair irsclf. As tinl" flo..,. .onrrr.o are nrore likely to buytlings from shopping malls then from retail outlcts. consumcrs have diffcrcnt motives to visit ttrcstroppint mr[il;rj;;
malls have sccn a great grorvth in India amid with thc prcvious couplc of dccades. ,i.t 

^.i"Ji, "i ,t c shopping rnall are
'with 

an cssential molto of acting likc "oNE sroP sHbP' that givcs almost all the required products ond brands dircctlyl'rom basic need to life products under one roof. This papcr inspcctl thc engaging quality'eiements ofshopping malls from thcc'nsunrcr's point of vierv' Thcrc orc numcrous malls takcn ouc, in thi, "*Jm'inuiiffiil-*;;r.i"uror*,. u"go 
"iri..ofcujarat in geographical manncr' ln this paper rve are going ,o ."" .o*ur"r r.,iifaction, thcir cxpericnce towards shoppingmalls and factor affccting buying bchavior. of.on.u*J, in-."gu .iti", of Cujorut.

KEY woRDs: shopping Malls, consumer Satisfaction, Consumer Experience, consumer Behaviour

INTRODUCTION:

In thc prescnt compctitive markct. con\rm.F ., r ^-r y- - -r
hands of clicnts. ,no.oonoinolti-llnsumers 

are Lord' Key ro thc accomplishmcnt o!'any business associations lies in the- 
n:i*:"1;..ff;;ilffH-"11il[']'.":fl::#"iii:...T.:l:.y,:1,",,..1il';"i,11i:*,,*',:.;.,':;J ;:uiL"b.ri"s;.;;;;;r";r"il;l:;ffi:I[;:ffir,,:]"T",r#':.*::x;::l3i*T*il:, 

ffi *:ilffi"Ti'."tril:l;ffiXffi;*;;,t::":, *" tr,",oin"ffi i*ili *n*n influence rhe buying behaviour orrhe consumer.
oi.o",. 

"r,r,. prio"" ffi;lJ-:l'lltviduals' 
groups or organizations and rh" pro""rr". ,h"y-r.ed ro choosc, consume and

l1!1r",,n.;;;;;;;;"""',.:,"l_'#ififilffJ;:ilf'.T*fi::*ll"T':Jj;Tt;;,,#*1,',:Hf;I,,ffinumbei of custome*' Success or failure of ,h. r;;;".i'iri*lL o.o"r* 
"" 

rargered cusromers. Here rhe main focus ofttrc resea;cher is to studv the buving bchil; ffiil;il:rt;";s shopping mars. consumers prefer shopping martuuver othcr r€hil forma* because ofone roof".r"rg".;;;.;;oir"i,,,,, orro*, ,hopping and cntertainmcnt ar one prace areulc main factors that atfact consruncrs towards shopping malls.
\'pc of Consumer Bchayiourl

r Complcx buying behaviour
r Dissonance-redueingbuyingbehaviour

o Habitual buying behaviour
. Varicty se€kirrg buying behaviour
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Consumcr Ruylng Proccss:

r Problcm Rccognition

r Information Scarch

r Evaluation of Altcmativcs

r Purchasc Dccision

. Post Purchase Bchaviour

REVIEW OF LITEMTURE:

The stream of literature in this field started almost five decades ago' Martineau (1958), the fiIst researcher to invcstigate

specific dimensions ofstore imagc, proposcd four dimcnsions ofstorc attributes: layout atrd architccture, symbols and colors,

advertising and sales personal. Onc ofthc rnost ilnportant dctetminants ofconsumcr buying bchaviour found by researchers is

offcring compctitively thc bcst scrvice, quality to customcrs; this idca is supportcd by Parasuraman, Zeirhaml & Berry (1985,

r 988).

Swaminathan and Vani (2008) inspected shopper's observatiofl and attit$de lowards shopping malls and featured t5

factors rhat had an impact on shopper's attitude. Vcnkatcswarulu and Uniyal (2007) distinguished a lot offactors that depicts

consumer's goal io support a shopping mall, Chattopadhyaya and Scngupta (2006) placed that shopping malls wilh clear

and particular situating had higher customer support. Zhang et al. (201l) seen ihat shoppct's observation about the product's

csteem arc formed by thc mall atmospherics, which has an effccl on thcir emotional reaction and behaviour. However, this

study focusos on the ielationship bctween consumer satisfactions, thoir exp€ricnce bwards shopping malls.

OBJECTIVES: ;

. To study the socio econoniic sta6s ofconsumers towards shopping malls in mega cities ofGujarat.

. To find out the level ofawareness and perccption ofconsumers towards shopping malls.

. To evaluate the level ofshopping experience ofconsumers towards shopping malls

r To measure the levcl ofsatisfaction experienced by the consumers and their future loyalty towards shopping malls.

' . To study the major factors influencing and affecling consumer buying behaviour'

o To know how the marketers ofthe products or services influence thq buying behaviour ofthe consumers'

METHODOLOGYT

This study is Descriptive in nature. DescriPtive study is defined as research method that describes the characteristics ofthe

populatioo. Dcsctiptive study is a fact finding investigation' The Pres€nt study is dependent on primary and secondary sources

of information.

STUDY AREA:

This study is mainly confined to Ahmedabail, Sura! Vadodara, Rajko! Bhawagqr' Jamnagar' 
'":1':On: 

Gandhinagar (8

Mega Cities) ofcujarat. R€tailing in modern cities are recsiving global recognition and atrention and this emerging market is'

wihessing a sigBificant changs itr its growth and invest nent pattem. The Ind-ian retail industry acgounts for l0o/o ofGDP and

golo,of employment. Shopping malls contribute to business more significantly than iraditional ma*et' In these 8 Mega citics

wc hate excellent potenlial opportunities for upcoming shopping malls.

SAMPLING DESIGN:

The srudy had opted for convenient cluster based sampling techniques for collecting data from 400 customcrs in shopping

.rffr.fJ f"f"g" 
"f,ies 

ofGujarat. The size ofthe sample is 340 according to the rcsponses rcceived from thc rcspondents'

t82
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Out ofl40 respondents, abolt 272 queslionnaires rvere founrt completely usable for the purpose ofthe study. Percentage

analyses ofthe respondents were constructed based on the dcmographic profile. Table I shows that here were 41.76% ofmalc

respondents and 25.24Vo arc fcnale rcspondents. 25,24% respondents found to be ofage group of22-25 years. Majority ofthe

respondents ar€ unmarried and single. Mosl number ofresponderls was graduate 4'-' .88% and2l.L8/o respondents were found

tobe under graduate. As per as considcring morrthly income ofthe rcspondent s 32.94Vo are from 20,001 to 30,000 income

group and 14.12% respondents eam less than 10,000 per month. 16.47% group oN the respondents are highly paid group as

they eam more than 40,000 per mortlh. While considering the occupation ofthe rgspondents 29.41olo were srudents, 25.887o

were businessmen and 31.18ol. werc service professiolals.

Behaviour
Sr- No- FrcquercY Petcerlage

Averagc Time Spent fol Shopping (ir llouls)

0.5-l 30 08.E2

1.5-2 102 30.00

80 , 23.53

3.5-4 58 11.06

Abovc 4 10 20.59
Tolal 140 t00
Storc Visited

l -2 stores 32 09.41

34 stores 96 28.24
5-6 stores 100 29.41

7-8 5torcs 36 r0.5E
Morc tbalr 9 stores 76 22.35
Toal 340 r00

3. Frcquency ofVisit
Daily 28 08.24
Once in Every 7 Days t34 39.41
Once in Every 14 Days :100 '29.4t
Orcc in Evelllg:tE 60 l7 -65
Once in 45 Days or Mqrc than thar 18 05.29
Tolal

340 100
4. Monahly Spcrding in ihe Mall

Lcss than 5% 30 l5
6to%

64 32
,-t5 % -------=-

36 l8
16-20 y

30 l5
lv,orc'j.anZlY/o

Total
40 20

100 100

Scanned with CamScanner

Tgble 2 represents the shopping behaviour ofthe respondents included in the sample. The table shows that the majority ofthe respondents sperd l'5 to 2 hours.inshopping mall and 8.82% respondents sp*a 
""rv 

o.ii"l r,"ur at ttre stropping ma,. Inthe terms ofnumber of storcs visited 29'4 t% responaents visit 5-6 storq g.4l % respondents visit l -2 stores and on ly 22.35yoofthe respotrdcnt visits more than 9 stores ofthe shopping mall- As we consider number of times visiting the shopping mall39'41% reepondents visit shopping matt every week, ii9o7o responJents visit ,r,rppiog *uii*itiin 4i d.y, or rnor" thuo that.ontv 8.24o/o respondent visits shopping mari on daily ba.ir. wiii ,"g*0, io ;;;--:r"*H:lin,, ,n.o*. spent in rhe
;1[,',ffiff:-"#ili', i,?i.fi:ff.:"1-;X ,X;:;l:;**, rs%:espondents-;il;;:;* ortheiiincome in

^tn *i" 2og1 iil;;ffi,fi."me in shopping ma,,. 't 'ntote 
in shopping mall' onlv 20% respond.rt. ;;";;

I84
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Dimcnsions (Parl 3)
ro! ar r'J v.- r r - ;:;,::- __-:]-

-;--

(^) :7
t-;::'1--'.-----1

I rt'c inlcriorocstg" "' " _ 4.t5 4.31 3.99 4. t6 3.98 4.1't 0.0t3-^r^-,'..'F ^flh. 
nill l.3l

4.60

4.54

4.U

3.69

4.25
2.

3.

L

t.44 3.11 3.81 3.52 0.t14
1.12 3.89 3.$ 4.12 0.018

4.44 4.t7 3.80 3.36 4.05 0.02

5.
4.48 4. t4 3.8e I 3.14 4.06 0.015

!9
6. I visil mall bccausc rr j ""

-r."^ 6fwotk
).37 3.28 1.57

3.01

0.239

2.55 2.58 3.42 3-51 2.90

0.

9.

(c)

10.

I visit thc mdl becauss urE l''r^x'5 nrqe-

i( oood

0.308

#Tliiiii6*.nitnr storc hours 3.54 3.30 3.64 1.64 3.t1 1,54 0.254

ii iih"t"tryrhins

(Dining, Movics' ShoPPing elc)

3.94 3.95 3.94 4.25 3.94 1.98 0.634

ffii;;;; 'i,h","rl
4.39 4.34 3.13 2.t6 2.t5 3.41 0.067

-,,

-- t - 1^".1v I visit thc mall 4.t2 4.10 2.t5 2.t4 2.11 3.01 0.63t
II :ffi.'dr 4.03 3.98 2.25 2,23 2.t2 3.02 0.025
t2. .rffi;ffi,n.r"ti 4.05 4.02 3.14 3. t5 2.t9 3.11 0.014
t3. 3.92 3.78 2.16 2.32 2.15 3.01 0.339

14. .=-#iffim;; 3.69 142 2.92 2.89 2.16 't ot 0.12,{

t5. %b-r,in" 3.65 3.63 3.51 l.0l 2.21 1.22 0.245

16. lYtsllEatr lu cr"Y" *-"" _''

!"rtor,ton,,,,: 
:: ;:;:::;;;;;:;;;;(D) 4.49 4.44 4.28 4-t I 4.01 4.28 0.030

t1. ffi 4.05 4.01 3.14 3.12 3.44 3.19 0.021

18.

Rcrrllon

The'esultshowsthatshoppersvisitmallsmainlybecauseofitsvibranlandathactivcinterior(4.17).shoppingmallisthe
place where thev get evervtrring *ev want ti"f:::::'':S1""'#,1ffi"t:,:Tf;*t 

with their friends (3 e8)' shoppem

flillj;ffi',ffi;;;'""v ;;iir'"l"tvservice of their interest and relevance (3'e6)

t,

CONCI.USION:

From the above article it becomes clear that various facton affects consumer buying bchaviour so' the marketers have to be

aware about demand, of *," .o*,*"Jr";,il;;r*t competition. Uatt ,u,'ig"' nttd' to develop new stratesies to

athact more and more customers. With the adjustment in the ri"ng ,tl'1. "iir" 
g"'eil population of Gujarat it is seen that

consumcts \rant to p*ch,." &o' ' 
siot *o#*' o'"-*' i' high* J;;;;ti"y ttn p*tr'*t 

"ueryhing 
under one roof

consumers not just regard malls ""ffi;; ';;;;i;io"y 
a'" "t 

si*o*' In'i ^ ' 
pr*" wherc 6hev can 8et facilities

like muttiplexes, gaming zones, 
"J 

:;;;'ui* '* 
t*' o'*tl'"i'l r"*a i" 

'i" 'alls 
and it uldmatelv increase

the s,opping behaviou. or,r,. .onrf,iJtl'io '-''t"t" 
*' i"t' n""t i' i"* ciiies of G',at'r *t'ich have maximum

number of malts in Gujarat.

REFER[I\ICE:

lll corrM,cN, peter (2005) Shopping Envirorments: Evolution' Plaoning and Design' oxford: [Architectural 
Pressl

o'i'#,fi 
i,ffil,Iltliiilif;::l',1h;'il:H;i:i:?;ffi'Tfi*:jffi"ffiTj"ffi':T';ljJ#'I

Behaviour.
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