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SYNOPSIS
In today’s world, enjoy with purchase on visiting mall is something that almost every one, right from kids to the oldies, love and talks about mall, and the maintains of the mall shopping is almost invetable. Mall shopping behavior is one of the worlds fast growing purchase type. Street markets in developing countries constitute an integral part of the local economy as well as exhibiting the ethnic image of the habitate,which continuous to function even in growing cities. Shopping Malls are the places for the fun & entertainment, family outing, shopping and eating’s. Thus, the purpose of this study is to know the customers frequency of purchasing in shopping malls. To know the customer opinion about price of the product in malls. Consumer purchasing power is the main factor, which determines their buying behaviour of shopping malls.   Identify the overall satisfaction level among the customers in mall shopping. The research has taken 120 sample to analysis to product purchase, reason for purchasing, amount spent for purchasing pizza and their opinion about the product ,quality, quantity, topping, colour, price, taste, and their suggestion for improving  mall shopping behavior  development. Analysis and interpretation was made on basis of percentage, some of the questions was scored on five point likert’s scale and calculate chi-square, mean ranking methods were used for this research.
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CHAPTER I

INTRODUCTION
The first shopping mall was the Country Club Plaza, founded by the J.C. Nichols Company and opened near Kansas City, Mo., in 1922. The first enclosed mall called South dale opened in Edina, Minnesota (near Minneapolis) in 1956. In the 1980s, giant megamalls were developed. The West Edmonton Mall in Alberta, Canada, opened in 1981 - with more than 800 stores and a hotel, amusement park, miniature-golf course, church, "water park" for sunbathing and surfing, a zoo and a 438-foot-long lake. A shopping center, shopping mall, or shopping plaza, is the modern adaptation of the historical marketplace. The mall is a collection of independent retail stores, services, and a parking area, which is conceived, constructed, and maintained by a separate management firm as a unit. They may also contain restaurants, banks, theaters, professional offices, service stations etc.
India’s first operational mall that opened in Mumbai in 1999. The same year Ansal Plaza was started in New Delhi. Crossroads, built by the Primal Group, set the pattern with a stunning 150,000 square feet of retail shops, displaying branded gadgets, clothes, home furnishings and luxuries behind huge glass walls, as if the visitor had just walked into a television advertisement. Over the past six years, those first malls have grown into six million square feet of operational shopping mall space in Mumbai, New Delhi, Bangalore and Hyderabad. Construction is proceeding so rapidly that the New York City-based International Council of Shopping Centers predicts India will have 26.2 million square feet of malls by the end of the year, with 40 percent of it in the “national capitalregion” of New Delhi, Gurgaon and Noida.


The first Shopping Mall in Tamil Nadu is the Spencer Plaza (Chennai, TN), the modern Mall started operations as early as 1991, when much bigger cities like Mumbai and Delhi did not have a modern mall. The name comes from an old Chennai Landmark, the Spencer Store, which was razed to the ground (in a fire accident) after about 150 years of operating in a location on Mount Road. The Plaza was opened for business in 1991, and it was named after the Spencer book store. Modern "car-friendly" strip malls developed from the 1920s, and shopping malls corresponded with the rise of suburban living in many parts of the Western World, especially the United States, after World War II. From early on, the design tended to be inward-facing, with malls following theories of how customers could best be enticed in a controlled environment. Similar, the concept of a mall having one or more "anchor store" or "big box stores" was pioneered early, with individual stores or smaller-scale chain stores intended to benefit from the shoppers attracted by the big stores.

Spencer Plaza is a shopping mall located on Anna Salai in Chennai, Tamil Nadu, India, and is one of the modern landmarks of the city. Originally built during the period of the British Raj and reconstructed in 1985 on the site of the original Spencer's departmental store, it is the oldest shopping mall in India and one of the biggest shopping malls in South Asia when it was built. It is one of the earliest Grade. A commercial projects of the city, which were developed in the second half of the 1990s. As of March 2010, it is the 11th largest mall in the country with a gross let table area of 530,000 sq ft.
	


            Spencer Plaza was built in 1863–1864, established by Charles Durant and J. W. Spencer in Anna Salai, and then known as Mount Road, in the Madras Presidency. The property was originally belonged to Spencer & Co Ltd. Spencer & Co opened the first Departmental store in the Indian subcontinent in 1895 and the store had over 80 individual departments. After a few years, Eugene Oakshott, owner of Spencer's, shifted the department store to a new building, which was an example of Indo-Saracenic style of architecture. The building was designed by W. N. Pogson. In 1983, the original building was destroyed in a fire. The present Spencer Plaza was constructed on the same site measuring about 10 acres and was opened in 1991. Spread across a million square feet built in three phases with parking space for 800 cars, the plaza is one of the major hangouts for the people of Chennai. The mall was developed by Mangal Tirth Estate Limited in January 1993.

MALLS IN COIMBATORE CITY:

Brooke fields,
Brooke fields, is one of the biggest shopping mall located in Brooke bond Road and one of the popular malls in Coimbatore. It was opened in late 2008. It has outlets from major clothing and apparel brands and a 6 screen multiplex and a food court serving multi-cuisine dishes.

	
	
	

	
	
	


The Mall was constructed by Brooke fields Estates Pvt. Ltd., an integrated real estate developer. The Mall was opened in a phased way. When the first shop was opened on one side in 2009, construction was going on the other side. Slowly as the construction gets completed, shops were opened and today 100% of the retail space is up and running. Though, this mall creates traffic jams on the already busy Brooke Bond Road, which creates problems within this locality.

Brands and facility

The Mall has a Food Court, Gaming Zone and Wi-Fi Connectivity along with usual facilities like Multi-storey Parking; IOB ATM. Chennai Based SPI Cinemas have Six Screen Multiplex on the Top floor of the mall. Name of the Multiplex is THE CINEMA.

There is also a Scary House.

Fun City
Fun City, a prominent attraction of the mall is a play area for children. The area always booms with activities, which is replete with arcade games, shooting games, carousel, bumper cars and many more.

Major retail outlets and showrooms include:
 Other Eat outs/ Restaurants
· KFC ,Sub Way ,Pizza Corner ,Rayappas ,Cookie Man Ice cream

Food court
Anandhaas ,Wang’s Kitchen ,Curry House ,Pizza Corner ,Kebab House, Namma Dindukal ,MYX Express ,Spice Route ,Baskin-Robbins, Foodie, Fresco, Arabian Hut, Little Italy

A Brooke field is the first of its kind retail project in the city of Coimbatore. With several anchor retail outlets, leading local, national and international brands, hyper markets, food court, fine dining, family entertainment centre, multiplex, business centre, health club, hotel and parking - all under one roof, it is the ultimate shopping and entertainment experience! The mall promises something for everyone with its bewildering range of products spread over an area of about 4,50,000 sq. ft .It’s great location and connectivity make it a convenient destination for locals and tourists alike.
Entertainment and dining options abound, with a gaming park and a food court. A 70 room boutique hotel has been planned within the mall for the convenience of tourists. The hotel also has other facilities like swimming pool, roof garden, and health club and banquet halls. Wi-Fi Connectivity, ATM, money exchanger, mall gift vouchers and customer loyalty programs ensure an enhanced shopping experience. Brooke fields, with its great value proposition for shoppers and retailers, are all set to change the retail scene of Coimbatore forever!

Fun Republic Coimbatore

              The works are almost over, and the Fun Republic Shopping mall is all set to open. Once this is opened, the other mall which is functioning in the heart of city, Brooke fields will see a big Challenge as this Fun Republic is coming up with international brands like Shoppers Stop, Wall mart as their anchors in Stores. Leading Fun in cinemas also opens 5 screens Multiplex which will give competition to Sathyam Group the cinema @ Brooke fields. Fun Cinemas have already captured north Indian market quite well and it is very much near to open in Coimbatore.

Fun Republic Mall Location near by Colleges will give it more advantage as most of the youth will be the floating visitors to it. Being an established group in North India, Fun Republic will be a major competitor to Brooke fields, when TVH open its mall, it will be the most competitive as it holds 8 screen Multiplex and a world class designs. Most industrialized and well developed city in Tamil Nadu after Chennai. Enjoys a good location advantage, being meeting point of two states namely Kerala and Karnataka. The international airport is all set for expansion with the commencement of a direct flight to Middle East. More than 84% of the textile machinery manufactured in the country & Automobile components accounting for nearly 20% of the country’s total business. Automobile components accounting for nearly 20% of the country’s total business. Floating Population from nearby cities for work, study, shopping etc. is estimated about 3.5 Lakh a day 
Fun Republic:

Fun republic is located on primary location of Coimbatore at avinashi road in peelaemu.The Mall is surrounded by densely populated residential areas.It is oularl known aNEW Coimbatore and the roert is situated in a roximitare up market recently develop popular residential colonies. New Population of Coimbatore is looking forward to upgrade themselves to Metro cities of India & are looking to have a different kind of experience exciting ambience and entertainment in the city so huge opportunity for inflow of crowd in Retail Mall &creating a Landmark for this new generations of Coimbatore.
BIG BAZAR

Big bazaar is a place where you can find everything for your home. Form grocery items to the electronics items and clothes also. The prices of the articles in big bazaar are no doubt economical but there are so many things in Big Bazaar that you have to buy at MRP and for the same in local market you can bargain. In big bazaar quality of the kitchen articles is very good and they also offer schemes but if you calculate them you will find that there is not a very big difference in the amount. The saving you make at big bazaar is not worth as if you calculate than you will find the you have to take conveyance to reach big bazaar than you have to pay parking charge if you use your own vehicle.
History of shopping mall:
Westfield Garden State Plaza was the first mall to open in New Jersey and is the largest in the state. New Jersey, the most densely populated state in the United States, and in the suburban sphere of influence of both New York City and Philadelphia, Pennsylvania, has a comparatively large number of notable malls throughout the state. Paramus, in Bergen County, is one of the largest shopping Mecca’s in the country, with its four major shopping malls accounting for a significant proportion of the over $5 billion in annual retail sales generated in the borough, more than any other ZIP Code in the United States. This high level of retail sales persists despite the fact that the County, in general, and the Borough, in particular, have blue laws that force the malls and other retailers to close on Sunday. Westfield was the state's first shopping mall. It opened, in three stages, between May 1957 and August 1960 and was fully enclosed in 1983. The shopping complex is now known as Westfield Garden State Plaza. The Garden State's second mall-type shopping venue, Bergen Mall (now known as Outlets at Bergen Town Center), was built in Paramus and Maywood and was officially dedicated on November 14, 1957, with great fanfare, as Dave Garraway, host of The Today Show served as master of ceremonies. The mall, which was fully enclosed in 1973, was first planned in 1955 by Allied Stores to have 100 stores and 8,600 parking spaces in a 1.5 million ft² mall that would include a 300,000 ft (91,000 m)² Stern's store and two other 150,000 ft (46,000 m)² department stores as part of the initial design. Allied's chairman B. Earl Puckett confidently announced The Outlets at Bergen Town Center as the largest of ten proposed centers, stating that there were 25 cities that could support such centers and that no more than 50 malls of this type would ever be built nationwide. Cherry Hill Mall, was the first large indoor shopping center on the East Coast of the United States and attracted busloads of visitors soon after its opening in October 1961. (The South dale Shopping Center in Edina, Minnesota, was the very first enclosed mall, beating Cherry Hill to the honor by five years). The popularity of the mall as a destination is often cited as one of the factors that led the mall's host municipality to change its name from Delaware Township, to its current name of Cherry Hill Township.

              The shopping mall is a global phenomenon that has its roots in ancient outdoor bazaars where people would go to buy goods from local artisans, farmers and craftsmen. The shopping malls that we know today were birthed in the beginning of the 20th century and have since then grew to cover the major cities of the world in a few different forms. Not only has the shopping mall become a place to find and purchase goods, it is also known as a cultural hot spot where people of all ages can come to interact. However, there has been some criticism to shopping malls, specifically strip malls. 

Shopping malls are typically known to be indoor shopping centres, though some have outdoor areas with the shops having their own indoor space. The idea came from old covered marketplaces that were popular between the 10th and 15th centuries, and are even still around today. In 1785, the first purposely-built shopping centre was created, but it was not until 1916 that a shopping mall as we consider them today was built in the United States. During the 1950s, large indoor shopping malls began to spring up in major cities across the world, with famous ones being built in Paris and London. As automobiles and suburbs sprung up, strip malls were created, which the first shopping centers were built outside of downtown areas.

Types

There a few different types of shopping malls that should be noted. The average shopping mall is under 400,000 square feet, with those between 400,000 and 800,000 square feet being known as regional shopping malls. Because they are larger, they can accommodate higher end stores that may need more space for their stores. Super-regional malls are those that are over 800,000 square feet. These are the premier shopping mall for the surrounding areas and suburbs. Strip malls are strictly sub urban and usually consist of large parking lots surrounded by single story shops. Outlet malls are special shopping malls where manufacturers sell their products directly through their own stores.

Features

The first shopping malls were composed mainly of independent shops with some food vendors scattered throughout. It wasn't long before food courts were added to give consumers a central place to eat. This also offered more choices of food. Other additions that were made to shopping malls through the 20th century included the addition of department stores. These were added when large finances were needed to keep bigger shopping running.

Size

From 1986 to 2004, the West Edmonton Mall in Alberta, Canada was considered the largest shopping centre in the world. In less than four years it became the fourth largest, which shows the rapid growth of shopping malls during recent years. The largest mall in the world is the recently opened Mall of Arabia in Dubai, which will be 929,000 square meters in size. The second and third largest shopping malls are all located in China and Malaysia respectfully.

Potential
The most recent history of shopping malls paints two very different pictures of the future of the buildings. Strip malls have quickly fell out of popularity and power shopping centers have taken their place. These feature big box retailers that often supply goods at lower prices than smaller local shops. IN downtown districts, where land is expensive, vertical shopping malls are popping up, which include the design of skyscrapers. In the future, it is thought that most new malls will expand vertically rather than horizontally, including parking spaces for the mall.
Introduction
Consumer is the king and hence it is the consumer who determines what a business is, therefore a sound marketing program was started with a careful analysis of the habits, attitudes, motives and needs of consumers. In particular, a marketer should find answer to the following questions: What are the kind’s products the customer buys? Why they buy them? How they buy them? When they buy them? Where they buy them? How often they buy them? 

CUSTOMER PURCHASING BEHAVIOUR
In today’s world purchases made by a customer is to satisfy his or her needs. All the behaviour activities carried out by a customer during and after the purchase of a product is termed so as “buyer behaviour”. In this article we will come across the origin of buying ideas, what is buyer behaviour, how consumer buy, why consumer buy, types, Decision process and what motives them.

WHAT IS BUYER BEHAVIOUR? 
Our economy gets stronger depending upon the wealth of goods and services produced within the country. A huge number of alternative suppliers are present for almost all the products today: substitute products are available to consumers, who make decision to buy products. Therefore the main objective of the seller is please the consumer at all times. In order to be successful, a seller needs to identify the customer, what they buy, when they buy, why they buy and how they buy. A buyer making a purchase of a particular product or a particular brand can be termed as “product buying motives” and the reason behind the purchase from a particular seller is known as “patronage motives” When a person gets his pay packet, and if he is educated, along with his wife he prepares a family budget, by appropriating the amount to different needs. It may happen that after a trip to the market, they could have purchased some items, which were not in the budget, and thus there arises a deviation from the budgeted items and expenditure. All these behaviour changes within human beings during the period of purchasing can be termed as “buyer behaviour”. 

Consumer buys according to his/her needs: 

1. Consumer desire is recognized 
The first step the consumer determines that he is not satisfied (i.e., consumer’s perceived actual condition) and would be keen in improve his/her situation (i.e., consumer’s perceived desired condition). For instance, internal triggers, such as hunger or thirst, may tell the consumer that food or drink is needed. External factors can also trigger consumer’s needs. Marketers are particularly good at this through advertising; in-store displays and even the intentional use of scent (e.g., perfume counters). 

2. Information to be searched 
The next step is to undertake a search for information on possible solutions. The sources used to acquire the information may be minimized to the maximum like remembering the information from previous experiences (i.e., memory) or the consumer may extend considerable effort to collect information from outside sources (e.g., Internet, friends, other buyers etc.). How much amount of effort each consumer directs toward searching depends on factors such as: the importance of satisfying the need, similarity with available solutions, and the time available to collect the information.

3. Options are evaluated after use 

Consumer efforts may result in a set of opinion from which a choice has to be made.

4. Purchase
In most of the cases the solution chosen by the consumer will match with the product. However, this may change at the actual time of purchase. The “intended” purchase may be altered at the time of purchase for many reasons such as: the product is out-of-stock, a competitor offers an incentive at the point-of-purchase (e.g., store salesperson mentions a competitor’s offer), the customer lacks the necessary funds (e.g., credit card not working), or members of the consumer’s reference group take a negative view of the purchase (e.g., friend is critical of purchase). 

5. Evaluation after-purchase 
Once the purchase is over an evaluation of the decision is made. If the product performs below the consumer’s expectation then he/she will re-evaluate the satisfaction with the decision, which at its extreme and it may result in the consumer returning back the product. While in less extreme situations the consumer will retain the purchased product but may take a negative view of the product. Such evaluations are more likely to occur in cases of expensive or highly branded products. To help the consumers to ease the concerns with their purchase evaluation, marketers need to be receptive and also take initiative steps to encourage consumer contact. Customer service centers and follow-up market research are useful tools in helping to address the purchasers’ concerns. 

Why Consumers Buy: 
Purchases are made to satisfy the needs of the consumers. Some of these needs are basic and needed for survival, while other needs are not required for survival and vary depending on the purchaser’s taste and preferences. It probably makes more sense to classify needs that are not a necessity as wants or desires. In fact, in many countries where the standard of living is very high, a large portion of the population’s income is spent on wants and desires rather than on basic needs. 

For example, in planning for a family vacation the mother may make the hotel reservations but others in the family may have input on the hotel choice. Similarly, a father may purchase snacks at the grocery store but his young child may be the one who selected it from the store shelf. So understanding consumer purchase behaviour involves not only understanding how decisions are made but also understanding the dynamics that influence purchases. 

TYPES OF CONSUMER PURCHASE BEHAVIOUR
A consumer is faced with purchase decision daily. But not all decisions are given equal importance. Some decisions are more complex than others and thus they require more effort by the consumer. Other decisions are fairly like a routine and thus they require only little effort. In general, consumers face four types of purchase decisions: 

Minor New Purchase – these purchases represent something new to a consumer but in the customer’s mind is not a very important purchase in terms of need, money or other reason (e.g., status within a group). 

Minor Re-Purchase – these are the most routine of all purchases and often the consumer returns to purchase the same product without giving much thought to other product options (i.e., consumer is brand loyalty). 

Major New Purchase – these purchases are the most difficult of all purchases because the product being purchased is important to the consumer but the consumer has little or no previous experience making these decisions. The consumer’s lack of confidence in making this type of decision often (but not always) requires the consumer to engage in an extensive decision-making process.

Major Re-Purchase - these purchase decisions are also important to the consumer but the consumer feels confident in making these decisions since they have previous experience purchasing the product. 

For marketers it is important to understand how consumers treat the purchase decisions they face. If a company is targeting customers who feel a purchase decision is difficult (i.e., Major New Purchase), their marketing strategy may vary greatly from a company targeting customers who view the purchase decision as routine. In fact, the same company may face both situations at the same time; for some the product is new, while other customers see the purchase as routine. The implication of buying behaviour for marketers is that different buying situations require different marketing efforts. 

Consumer Buying Decision Process 
“Nothing is more difficult and therefore, more precious, than to be able to decide is” quoted to be the words of Napoleon. This is amply true in the case of consumer too. It is for this reason that the marketers are bound to have a full knowledge of the consumer – buying decision process. 

However the actual act of purchasing is only one stage in this process and the process is initiated at several stages prior to the actual purchase. Secondly even though we find that purchase is one of the final links in the chain of process, not all decision processes lead to purchase. The individual consumer may terminate the process during any stage. Finally not all consumer decisions always include all stages. Persons engaged in extensive decision making usually employ all stages of this decision process. Whereas those engaged in limited decisions making and routine response behaviour may skip some stages. The consumer decision process is composed of two parts, the process itself and the factors affecting the process.

Economic Factors affecting the purchasing behaviour
1. Disposal personal income: 
The economists made attempts to establish a relationship between income and spending. Disposal personal income represents potential purchasing power that a buyer has. The change in income has a direct relation on buying habits. 

2. Size of family income: 
The size of family and size of family income affect the spending and saving patterns. Generally large families spend more and short families spend less, in comparison. 

3. Income expectations: 
The expected income to receive in future has a direct relation with the buying behaviour. The expectation of higher or lower income has a direct effect on spending plans. 

4. Propensity to consume and to save: 
This goes to the habit of spending or saving with the disposal income of buyers. If the buyers give importance to present needs, then they dispose of their income. And buyers spend less if they give importance to future needs. 

5. Liquidity of Fund: 
The present buying plans are influenced greatly by liquidity of assets i.e., cash and assets readily convertible into cash, e.g. bonds, bank balances etc.,

6. Consumer Credit: 
“Buy now and pay later” plays its role effectively in the rapid growth of markets for car, scooter radio, furniture and the like.
SCOPES

This project is detailed study about the consumer purchasing behaviour in shopping mall and implementation of the marketing strategies adopted by shopping mall. The focus of the study is on the factors influencing consumer satisfaction, consumer preference, buying behaviour and the attitude of consumer about price, quality, service, convenience of shopping mall. The consumer purchasing behaviour belonging to different income level. Age wise classification and gender are taken into account in this study. The field of consumer behaviour is the study of individuals, groups, or organisations. This study mainly deals with marketing of the product and attitude of consumer towards shopping mall in Coimbatore city. Survey takers consider age, gender, education, income, geography, religion, and line of work among many other indicators. It is confined to deep analysis and consumer attitude towards purchasing the product in shopping mall.  
OBJECTIVES OF THE STUDY







· To study the customers frequency of purchasing in shopping malls

· To study the customer opinion about price of the product in shopping malls 

· To study the factors that influences the buying behaviour of customers

· To study the consumer spending behavior in mall purchasing. 

· To offer a suggestion to improve the consumer’s buying behaviour in shopping malls.   

LIMITATIONS OF THE STUDY
The researcher has made a sincere attempt to study the factor influence quality of the product, service, and satisfaction level among consumer purchasing behaviour in shopping mall. The following are considered as the limitation of the study:

· Only small populations of the consumers were studied.

· The consumers were very reluctant to answer the question and the response may be biased.

· The answer given by the consumers were too vague to deduct exact figures.

· The study was based on primary data collection from sample consumers by survey method. As many of the consumers furnished the required information from their memory and experience, the collected data would be subjected to recall bias. Hence the findings of the study may be considered appropriate for the situations similar area and extra care should be taken while generalizing the result.

CHAPTER II

REVIEW OF LITERATURE

The review of literature is an account of related studies pertaining to the topic selected. The following aspect contain the details of research conducted earlier on the various aspect of consumers purchase behaviour in shopping malls.

Rajagopal Journal of Retail & Leisure Property (2009) conducted study on growing shopping malls and behaviour of urban shoppers. This study examines the impact of growing congestion of shopping malls in urban areas on shopping convenience and shopping behaviour. Based on the survey of urban shoppers, the study analyses the cognitive attributes of the shoppers towards attractiveness of shopping malls and intensity of shopping. The results of the study reveal that the ambience of shopping malls, assortment of stores, sales promotions and comparative economic gains in the malls attract higher customer traffic to the malls.
Aliaind’AstousEcole DSE Montreal (2000) conducted study on irritating aspects of the shopping environment. This study presented where environment based shopping irritants is identified on the basis of a conceptual frame work and the degree of irritation induced by these irritants assessed. Results from a survey of 281 shopper’s show that the degree of perceived irritation depends on the nature of the environmental variables considered and is affected significantly by shoppers gender and age. Other marketing actions presents can be interpreted in a similar manner. These only suggestion, and it would be important to conduct additional research to identify what marketing action are most efficiency to eliminate or reduce the shopping irritations that this research uncovered.
Jason sit, bill Merrilees (2003) conducted study on understanding satisfaction formation of shopping mall entertainment seekers. This proposed study focuses on understanding is worthwhile because it will1.extend our knowledge on hedonic consumption of shopping centre sans 2.serve as valuable input to effective entertainment planning .hence, this conceptual paper presents a research model which aims to understand the antecedents and consequences of shopper satisfaction with entertainment consumption. However, this conceptual paper proposes that affective experiences are also likely to be influenced by functional attributes relative to entertain mental consumption. JiniSaxena, Rakesh Jain, RajendraJarad, RupaliPramanik, GyanPrakash(2011) conducted study on  impact on malls on sales and turnover of small shop keepers..
EminiEserTelciLondon,uk,(2011) conducted study on  mall shopping behaviour. According to the model, both situational and non-situational stimuli shape consumers’ responses to their environments. Specifically, mall’ atmospheric elements, breadth and width of assortments, potential to provide a comfortable shopping experience, entertainment orientations, non-shopping related facilities, promotional activities, and social environments are identified as situational factors influencing consumers’ mall shopping behaviours. Finally, results are in support of the fact that mall shopping experiences of utilitarian shoppers are shaped primarily by cognitive processes while those of hedonic shoppers are influenced by affective mechanisms to a greater extent.
Sinda and Uniyal(2005) conducted study on A Cross Sectional Study on Shopping Values and Mall Attributes in Relation to Consumer Age and Gender. The aim of this is to ensure marketers are provided with tools which will enable an increase in sale of specific segment. This research paper presents a cross sectional study on the various shopping values and the mall attributes and in addition to this will also correlate it with the big picture on how the various values and attributes impact one another. This research gives insight into the complex inter relationships between consumers mall attributes. This research gives insight into the complex interrelationships between consumers mall attributes beliefs and their hedonic and utilitarian shopping value, and also the differential effects that mall attributes can have on shopping value.
Brunner and Mason (1968) investigated the importance of driving time upon the preferences of consumers towards regional shopping centres. They expressed that although it is recognized that population, purchasing power, population density, Newspaper circulation, and other factors are influential in determining the shopping habits of consumers, a factor which is generally overlooked is the driving time required to reach the centre. In this study, it was established that the driving time required to reach a centre is highly influential in determining consumer shopping centre preferences. The most consistent and significant driving time dimension in delineating shopping.centre trade areas was found at the 15-minute driving points, as three-fourths of each centre’s shoppers resided within this range.
Suresh Sannapu2012 conducted study on Structural Model For Mall Positioning. The study finds that the positioning dimensions influence shopper satisfaction. Shopper satisfaction in turn influences patronage behaviour of the shoppers. The study has established causality among the constructs of positioning, shopper satisfaction and patronage behaviour. Mall developers and mall managers who have not been giving priority to positioning should be aware of the importance of mall positioning in determining patronage behaviour of mall shoppers. The study provides a new model of positioning, shopper satisfaction and patronage behaviour. The study posits positioning, customer satisfaction and patronage behaviour in a single model.

Haiyan Hu and Cynthia R. Jasper (2007) conducted study on A Qualitative Study of Mall Shopping Behaviours of Mature Consumers This study employed 30 in-depth interviews to understand the mature consumers’ mall experience. Overall, the respondents in our study generally had favorable perceptions of shopping malls in terms of product selection, convenience, and opportunities for social interaction. We found five elements that are important for mature consumers to form an impression of the shopping malls they visited most often: convenience, choice, crowds, ambiance, parking, and hedonic shopping orientation. Department stores are most often visited by mature consumers followed by specialty stores and crafts or book stores. When evaluating specific mall attributes, mature consumers indicated their preference for surface parking.
Rajagopal16th September 2010conducted study on Coexistence and conflicts between shopping malls and street markets in growing cities. This article discusses how consumers’ decision-making styles shift towards shopping at malls as well as street markets in Mexico City. On the basis of exploratory data and using a theoretical model of consumer decision-making styles, this study addresses the causes and effects of coexistence of shopping malls and street markets. The results show that there are various economic and marketplace ambience related factors that affect the consumer decision towards shopping. The article concludes with specific c suggestions for reducing conflicts and increasing cohesiveness with regard to shopping behaviour between shopping malls and street markets, and advancing strategic retailing strategies to establish the coexistence of contemporary and conventional market systems.
Mark Eppli 1-1-1994 conducted study on The Evolution of Shopping Center Research: A Review and Analysis, This most recent focus of the retail literature has been on retail demand externalities. To date, most of the research on retail demand externalities has attempted to measure the effect of large anchor tenant customer draw on the smaller non-anchor tenant sales. In determining the origins of retail demand externalities, both the size of the anchor tenant and anchor tenant image emerge as important to customer draw. Although anchor tenant size is easily determined by square feet occupied, measuring the image of anchor tenants has been difficult. As consumer preferences change from market to market, anchor tenant image also must change. Additionally, some researchers have also begun to explore the possibility of non-anchor tenant customer draw. These theoretical and empirical findings which support retail demand externalities provide a base for the further modelling of shopping center location and tenant mix. 
Suresh Sannapu* and 2Nripendra Singh 2012 conducted study on An Empirical Study on Mall Positioning An empirical study has been conducted in Delhi and national capital region, to find out the perception of shoppers on the malls. The shopper perceptions have been represented visually using MDS. Steps used for MDS procedure have been explained in detail. The results convey that while some malls have clear distinction in terms of positioning as perceived by customers, there are many malls which are perceived as, ”All in one”, without any distinctive positioning. The paper concludes with the confirmation by the empirical study that many malls have no clear positioning, and hence they need to have a distinct and clear positioning for profitability and sustainability in the long run. It is important to know that, even though all the malls carry shopping goods, entertainment and food, perception of the target population varies from mall to mall.
 Jones Lang LasalleMeghraj 2007conducted study on Mall Management – A Growing Phenomenon in Indian Retail Industry According to the Jones Lang LaSalle Retailer Sentiment Survey 2006, 95% of the respondents expect their gross turnover to improve and have plans for expansion in 2007. About 70% of those who have expansion plans said they prefer malls over high streets for their expansion, indicating the rising demand for malls as the preferred destination of organised retail in India. Moreover, about 65% of those who preferred malls over high streets also said that mall management is expected to become the. Deciding factor for a mall’s success in the future. However, a sense of concern was expressed over the following challenges to the Indian retail market: lack of quality locations shortage of trained staff rising rental values mall management.
Melody L.A. LeHew and Scarlett C. Wesley 2006 conducted study on Tourist shoppers’ satisfactionwith regional shopping mall experiences The purpose of this research is to investigate the attractiveness of targeting a tourist market by examining key difference in shopping satisfaction and behavioural intentions. Two research questions were posed:

1. Are tourist shoppers more satisfied than resident shoppers with their shopping experience? 2. Do tourist shoppers have intention to spend more than resident shoppers? A significant difference occurs in shopping satisfaction between resident and tourist shoppers along several satisfaction dimensions. Satisfaction is higher among resident versus tourist shoppers in regards to: the ease of locating stores, the number of retail stores. 
Ashley (1997) and Templin (1997) both in their separate researches, observed that over the years, the competition between shopping malls had increased significantly, possibly due to the overbuilding of retail centers and changing consumer shopping activities. Advancement in the transportation system had further accelerated the level of competition. Another contributing factor was the similarity of the attributes of most shopping malls, with too many stores offering too much of the same merchandise. So given the apparent similarity in shopping center attributes, shoppers will probably choose to visit the nearest shopping mall when faced with the existence of more than one shopping mall within ‘reasonable’ traveling distance. However, not all shoppers seem to conform to such normative behaviour. 
Nesdale, 1994; Burns and Warren, 1995; and Jones, 1999). While Kim and Kang (1997) identified seven factors influencing the patronage of malls, strip malls, power centers and factory outlets, only lower prices, easy product return and convenience – a factor comprising trading hours – were regarded as important by patrons of all four retail formats. It has been suggested that climate influences consumer behaviour at least as much as age, income or any other demographic characteristic (Schwartz, 1992). One view holds that in order to ensure the comfort necessary to attract consumers, malls must provide climate control via enclosure (Muto, 1994).
Waerden, Borgers and Timmermans (1998) discussed the effects of changing the parking situation in the surrounding of shopping centers on consumers store choice behaviour. The consumers’ choice of supermarkets is influenced by store characteristics and also by parking lot characteristics. The probability of choosing a parking lot decreases with an increasing size, suggesting that customers want to avoid long walking distances.
Wakefield and Baker (1998) examined the relationship between three factors– tenant variety, mall environment and consumer shopping involvement and studied the influence of these factors on shopper excitement and desire to stay at a mall. Their findings indicated a differential influence from the three factors. Tenant variety had the biggest impact on shoppers’ excitement, while the mall environment had the greatest influence on their desire to stay. Wakefield and Baker gave more in–depth consideration to environmental factors by grouping them into music, lighting and temperature, layout, architectural design and interior decor. Interestingly, they also found differential influence from the environmental factors on excitement and desire to stay. 
Kang and Kim (1999) also conducted surveys at three malls in San Diego, Cleveland and Atlanta to examine the impact of ‘entertainment as motivation for shopping. More female than male shoppers indicated a high level of entertainment as motivation for shopping. Shoppers with a low level of education tended to have a high level of entertainment as motivation for shopping with the exception of cinemas, where the ratio was reversed and customers with a college degree or higher, had a high level of entertainment as motivation. The amount of time and money spent in department / anchor stores, children’s apparel / toy / specialty stores, accessory / fashion stores, craft / house wares / home furnishing stores and mall common area stores was higher for shoppers with a lower level of entertainment as motivation for shopping.
Nicholls, Li, Kranendonk and Roslow (2002) investigated changes in the shopping behaviour of today’s mall patrons as opposed to those in the early 1990s. Although not many differences were found between the demographics of the respondents in the earlier and later periods, they discovered significant differences in shopping patterns and purchase behaviours. Compared with the shoppers in the early 1990s, today’small patrons tend to be more leisure driven, they have a greater concern for merchandise selection, and they visit the mall less often but make more purchases per visit. The findings also reveal that situational variables are more likely to have an impact on shoppers’ purchase decisions today than they did before. According to Leo and Phillipe (2002), the shopping mall image is a holistic entity created from the elements such as retail mix, infrastructure and atmosphere.
Wilhelm and Mottner (2005) in their study focused on the shopping mall preferences of teens 12–17, a trendsetting segment that tends to be heavy users of enclosed shopping malls. The findings indicated that the most important attributes in teens’ choice of a mall to frequent are, how friendly and welcoming the mall is to teens and whether the mall contains ‘cool’ stores. Teens are also almost twenty times more likely to choose to go to a mall with lots of experiential characteristics (skateboard and theme parks, cultural and live music events, theatres, etc.) than to go to the typical status–quo mall with a movie theatre (76% versus 4%, respectively), everything else being equal. In a study of the impact of daily schedules on shopping behaviour, Arentze,Oppewal and Timmermans (2005) found that the busier the schedule, the greater the likelihood the nearest center would be chosen..

CHAPTER III
RESEARCH METHODOLOGY
The research methodology is the way to solve the research problem systematically. It may be understood as an art of knowing how research is done scientifically. The study includes various steps that are generally adopted by a researcher studying their problem along with the logical behind them. It is necessary for the researcher to know not only methods but also the methodology. This chapter covers the following aspects: 1.Research instrument 2. Description study areas 3.sampling design and data collection 4.statistical tools.

RESEARCH INSTRUMENT 
In marketing research the main research instrument used in collecting primary data on questionnaire. For this research, questionnaire was well structured and framed by easy manner. The questionnaire was close ended. Close ended questionnaire was put to customer. It had a set of option and the respondent made a choice among them.

DESCRIPTION OF STUDY AREA
In this study sample size is restricted to 120 respondent’s customers of purchasing behaviour of consumers towards shopping malls in Coimbatore city.

SAMLING DESIGN AND DATA COLLECTION
Method of sampling:

The researcher has adopted convenience sampling for collection the data. However, the researchers were much careful to ensure the sample respondents and are from the whole area of the study. This mainly depends upon the primary dates which have been collected from 120 respondents.

Period of the study:

 The study covers the period of three months from January- March 2013
COLLECTION OF DATA
To evaluate the objectives of the study, required data were collected from primary as well as secondary sources.

Primary data:

The data required for the study were collected from the selected respondents by personal interview method using well-structured schedule. Information on the following aspects was collected from 120 respondents.1. General information from the individual respondents on their social economic and demographic characteristics like age, educational status, occupation, monthly income. 2. Monthly family expenditure on shopping mall. 3. Information regarding the consumption pattern of purchasing in malls and also regarding decision making to shopping malls .4 Purchasing patterns of shopping malls and factors influencing the purchase.

Secondary data:
The secondary data were collected from Book, journals, websites, published articles to support the research.
STATISTICAL TOOLS

 The raw data collected and carefully classified edited and tabulation for this analysis. The analysis tables were prepared analysis and interpretation was made on the basic percentage. Some of the questions was scored on five point Likert’s scale and calculated the Chi-square, Mean ranking, methods were used for this research.

CHAPTER –IV
ANALYSIS AND INTERPRETATION

An attempt has been made in this chapter to analysis the customers purchasing of products and also the opinion of the customer towards shopping behaviour malls. For the purpose of this study, the questionnaire was prepared are to know the customers perception. A comprehensive analysis has been made in this chapter with the help of percentage descriptive analysis, chi square test, Liker’s five point scale and mean ranking. The following components are analyzed.

SOCIAL ECONOMIC CHARACTERISTICS OF THE RESPONDENT

The Socio Economic Characteristics of the respondent such as Age, Gender, Educational qualification ,Occupation ,hence in this section ,an attempt is made to analyses the Socio Economic Characteristics of the Sample Customers.

TABLE: 1

	variables
	Classification
	No of respondents
	Percentage

	Age
	Below 20

20-35

35-55

Above 55
Total
	33

70

15

2

120
	27.5

58.3

12.5

1.7

100

	Gender
	Male

Female
Total
	79
41

120
	65.8

34.2

100

	Education qualification
	Illiterate

Hr.sec.school

Graduate

Post graduate

Professional
Total
	2

9

31

56

22
120
	1.7

7.5

25.8

46.7

18.3
100

	Occupation
	Student

Business man

Professional

Self employed
Total
	57

20

29

14

120
	47.5

16.7

24.2

11.7
100

	Monthly income
	Below 20,000

20,000-30,000

30,000-40,000

Above 40,000

None
Total
	2

17

32

12

57
120
	1.7

14.2

26.7

10.0

47.5
100


DISTRIBUTION OF RESPONDENTS BASED ON SOCIAL ECONOMIC PROFILE
Source: Primary data


The above table shows that 65.8per cent of the respondents belongs the male group and remaining 34.2 per cent of the respondents were female. The majority of 58.3 per cent of the respondents belongs to the age group of 20-35 and the next majority of 27.5 per cent of the respondents belongs to the age group of below 20.The majority of 46.7 per cent are completed their PG course and the next majority of 25.8 per cent of the respondent are completed their Graduate. And the next majority of 18.3 per cent of the respondent are completed their professional course. The respondent based on their occupation 47.5 per cent were student and 24.2 per cent were professional and the 11.7 per cent of the respondent belongs to business man and self-employed. The monthly income shows that the majority of 47.5 per cent of the respondent are coming under none level, and the next majority of the respondent earning capacity coming under 30,000-40,000 of 26.7 per cent.
EXHIBIT: 1.1
EDUCATION QUALIFICATION
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EXHIBIT: 1.2
OCCUPATION
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EXHIBIT: 1.3
MONTHLY INCOME
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TABLE: 2
INCOME WISE CLASSIFICATION OF FACTORS MOTIVATE TO PURCHASE IN SHOPPING MALL
The classification of the sample respondents in terms and opinion of the respondent and preference about factor motivate to purchase in shopping mall.

	Factors Motivate To Purchase
	Monthly income
	Total

	
	Below 20,000
	20,000-30,000
	30,000-40,000
	Above 40,000
	None
	

	Price And Service
	2(1.7)
	4(3.3)
	2(1.7)
	0(.0)
	3(3.3)
	11(9.2)

	Variety
	0(.0)
	0(.0)
	4(3.3)
	7(5.9)
	31(25.8)
	42(35)

	Shopping Environment
	0(.0)
	11(9.2)
	18(15.0)
	5(4.2)
	22(18.3)
	56(46.7)

	Cleanliness
	0(.0)
	2(1.7)
	8(6.7)
	0(.0)
	1(.8)
	11(9.2)

	Total
	2(1.7)
	17(14.2)
	32(26.7)
	12(10)
	57(47.5)
	120(100)


          Source: Primary data 


From the above table: 2 shows that out of 120 respondents 46.7 per cent of the respondent motivated to purchase the product in shopping mall due to the environment The next.35.0 per cent  of the respondent were motivated by variety collection of products  in shopping mall.9.2 per cent of the respondent were motivated by price  and cleanliness.
EXHIBIT: 2
FACTORS MOTIVATE TO PURCHASE IN SHOPPING MALL
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  TABLE: 3

CLASSIFICATION ON THE BASIS OF TEMPTATION TO PURCHASE IN

  




SHOPPING MALL
The classification of the sample respondents in terms and opinion of the respondent and preference about temptation to purchase in shopping mall.

	Temptation to purchase
	Monthly income
	Total

	
	Below 20,000
	20,000-30,000
	30,000-40,000
	Above 40,000
	None
	

	Giving discount
	2(1.7)
	2(1.7)
	10(8.3)
	0(.0)
	9(7.5)
	23(19.2)

	Improving home delivery
	0(.0)
	3(2.5)
	10(8.3)
	8(6.7)
	17(14.2)
	38(31.7)

	Good relationship
	0(.0)
	0(.0)
	0(.0)
	4(3.3)
	14(11.7)
	18(15)

	Customer friendly
	0(.0)
	12(10)
	12(10)
	0(.0)
	17(14.2)
	41(34.2)

	Total
	2(1.7)
	17(14.2)
	32(26.7)
	12(10)
	57(47.5)
	120(100)


Source: Primary data 

The above table:3 shows that out of 120 respondents 34.2 per cent of the respondent feels that customer friendly environment was to create temptati1on to purchase of consumers in shopping mall.31.7 per cent of the respondent like the improving services and home delivery is the temptation to purchase in shopping mall. 19.2 per cent feel that giving discount for the product is the temptation to purchase in shopping mall.15.0 per cent of the respondent feel that good relationship with customer is the temptation to purchase of consumer in shopping malls.

EXHIBIT: 3
 TEMPTATION TO PURCHASE IN

SHOPPING MALL
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TABLE: 4
INCOME WISE CLASSIFICATION OF SPEND FOR PURCHASE
The classification of the sample respondents in terms and opinion of the respondent and preference of spend for purchase in shopping mall.
	Spend for purchasing
	Monthly income
	

	
	Below 20,000
	20,000-30,000
	30,000-40,000
	Above 40,000
	None
	Total

	Below 2000
	2(1.7)
	6(5.0)
	0(.0)
	0(.0)
	25(20.8)
	33(27.5)

	More than 2000
	0(.0)
	6(5.0)
	27(22.5)
	12(10.0)
	21(17.5)
	66(55.0)

	Less than 1000
	0(.0)
	3(2.5)
	5(4.2)
	0(.0)
	8(6.7)
	16(13.3)

	Nothing
	0(.0)
	2(1.7)
	0(.0)
	0(.0)
	3(2.5)
	5(4.2)

	Total
	2(1.7)
	17(14.2)
	32(26.7)
	12(10.0)
	57(47.5)
	120(100)


Source: Primary data 

From the above table:4 out of 120 respondents show that 55.0 per cent of the respondents spend more than 2000 per monthly to purchase in shopping mall.27.5 per cent of the respondent spend below 2000 per monthly for purchasing in shopping mall.13.3 per cent of the respondents spend less than 1000 for purchasing in shopping mall, and 4.2 per cent of the respondents are nothing spend in shopping malls.

EXHIBIT: 4
              SPEND FOR PURCHASING

[image: image6.png]SPEND FOR PURCHASE

m BELOE 2000

B MORE THAN 2000
M LESS THAN 1000
© NOTHING





TABLE: 5
INCOME WISE CLASSIFICATION OF PRODUCT LIKE TO PURCHASE

The classification of the sample respondents in terms and opinion of the respondent preference of what kind of product like to purchase in shopping mall

	Kind of Product
	Monthly income
	

	
	Below 20,000
	20,000-30,000
	30,000-40,000
	Above 40,000
	None
	Total

	Every Kind
	0(.0)
	8(6.7)
	7(5.9)
	8(6.7)
	26(21.8)
	49(41.2)

	Alimentary
	0(.0)
	1(.8)
	3(2.5)
	3(2.5)
	4(3.4)
	11(9.2)

	Textile
	0(.0)
	8(6.7)
	9(7.6)
	0(.0)
	13(10.9)
	30(25.2)

	Cosmetic
	2(1.7)
	0(.0)
	13(10.9)
	1(.8)
	13(10.9)
	29(24.2)

	Total
	2(1.7)
	17(14.3)
	32(26.9)
	12(10.0)
	56(47.1)
	120(100)


Source: Primary data 


Table: 5 shows that out of 120 respondents 41.2 per cent of the respondents like to purchase every kind of product in shopping mall.25.2 per cent of the respondents like to purchase Textile and cosmetic products in shopping mall, and 9.2 per cent of the respondents’ life to purchase alimentary products in shopping malls.

EXHIBIT: 5
 PRODUCTS LIKE TO PURCHASE IN SHOPPING MALL
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TABLE: 6
 INCOME WISE CLASSIFICATION OF PEOPLE SHOP IN MALLS
The classification of the sample respondents in terms and opinion of the respondent  preference of how many people shop or purchase in shopping mall
	People do you know
	Monthly income
	

	
	Below 20,000
	20,000-30,000
	30,000-40,000
	Above 40,000
	None
	Total

	More than 2000
	2(1.7)
	2(1.7)
	7(5.8)
	1(.8)
	24(20.0)
	36(30.0)

	More than 3000
	0(.0)
	4(3.3)
	7(5.8)
	3(2.5)
	15(12.5)
	29(24.2)

	More than 4000
	0(.0)
	7(5.8)
	10(8.3)
	3(2.5)
	9(7.5)
	29(24.2)

	Above 5000
	0(.0)
	4(3.3)
	8(6.7)
	5(4.2)
	9(7.5)
	26(21.7)

	Total
	2(1.7)
	17(14.2)
	32(26.7)
	12(10.0)
	57(47.5)
	120(100)


Source: Primary data 

From the above table: 6 show that shows that out of 120 respondents 30.0 per cent of the respondents say that more than 200 customers are visiting the shopping mall. 24.2 per cent of the respondents say that above 300 and above 400 customers are visiting the shopping mall. And only 21.7 per cent of the respondents say that more than 500 customers are visiting the shopping malls.

EXHIBIT: 6
PEOPLE PURCHASE IN MALLS
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TABLE: 7
INCOME WISE CLASSIFICATION OF WHICH MALL PEOPLE LIKE MOST
The classification of the sample respondents in terms and their opinion of the respondent preference of which mall people like most to purchase in shopping mall.
	Like Most 
	Monthly income
	

	
	Below 20,000
	20,000-30,000
	30,000-40,000
	Above 40,000
	None
	Total

	Brook Field
	0(.0)
	7(5.8)
	15(12.5)
	7(5.8)
	30(25.0)
	59(49.2)

	Fun Republic
	0(.0)
	7(5.8)
	11(9.2)
	5(4.2)
	25(20.8)
	48(40.0)

	Big Bazaar
	2(1.7)
	3(2.5)
	6(5.0)
	0(.0)
	2(1.7)
	13(10.8)

	Total
	2(1.7)
	17(14.2)
	32(26.7)
	12(10.0)
	57(47.5)
	120(100)


Source: Primary data 

From the above table: 7 show that shows that out of 120 respondents 49.2 per cent of the respondents like Brook fields.40.0 of the respondents like Fun republic to purchase the product in shopping. 10.8 per cent of the respondents like Big Bazaar to purchase the product.

EXHIBIT: 7
PEOPLE LIKE MOST
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TABLE: 8

INCOME WISE CLASSIFICATION OF REASON TO VISIT SHOPPING MALL
The classification of the sample respondents in terms and their opinion of the respondent preference of reason to visit in shopping mall
	Influence to Buy products
	Monthly income
	

	
	Below 20,000
	20,000-30,000
	30,000-40,000
	Above 40,000
	None
	Total

	Taste
	0(.0)
	0(.0)
	2(1.7)
	1(.8)
	5(4.2)
	8(6.7)

	Reasonable price
	0(.0)
	0.(.0)
	12(10.0)
	0(.0)
	3(2.5)
	15(12.5)

	Variety of dish
	0(.0)
	7(5.8)
	18(15)
	4(3.3)
	15(12.5)
	44(36.7)

	Easy  availability
	0(.0)
	1(.8)
	0(.0)
	0(.0)
	17(14.2)
	18(15.0)

	Discount offer
	2(1.7)
	0(.0)
	0(.0)
	3(2.5)
	0(.0)
	5(4.2)

	Quality
	0(.0)
	5(4.2)
	0(.0)
	1(.8)
	10(8.3)
	16(13.3)

	Convenient
	0(.0)
	4(3.3)
	0(.0)
	3(2.5)
	7(5.8)
	14(11.7)

	Total
	2(1.7)
	17(14.2)
	32(26.7)
	12(10.0)
	57(47.5)
	120(100)


Source: Primary data 

             From the above table: 8 show that out of 120 respondents 36.7 per cent of the respondents like variety of dishes in shopping mall. The next  majority of 15 per cent of the respondents feels that product are easy availability in shopping mall.13.3 per cent  of the respondents like quality of the product in shopping mall. The next  majority of 12.5 per cent of the respondents feels that price of the products are reasonable in shopping mall.11.7 per cent of the respondent like convenient parking in shopping mall.6.7 per cent of the respondent taste of the dishes in shopping mall.
4.2 per cent of the respondents like discount off which is provided by shopping mall

EXHIBIT: 8
REASON TO VISIT SHOPPING MALL
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TABLE: 9
INCOME WISE CLASSIFICATION OF SERVICE IN SHOPPING MALL
The classification of the sample respondents in terms and their opinion of the respondent preference of service in shopping mall.
	Satisfy with service
	Monthly income
	

	
	Below 20,000
	20,000-30,000
	30,000-40,000
	Above 40,000
	None
	Total

	Excellent
	2(1.7)
	7(5.8)
	9(7.5)
	3(2.5)
	12(10.0)
	33(27.5)

	Very good
	0(.0)
	1(.8)
	15(12.5)
	1(.8)
	21(17.5)
	38(31.7)

	Good
	0(.0)
	4(3.3)
	8(6.7)
	8(6.7)
	13(10.8)
	33(27.5)

	Satisfy
	0(.0)
	5(4.2)
	0(.0)
	0(.0)
	6(5.0)
	11(9.2)

	Not Satisfy
	0(.0)
	0(.0)
	0(.0)
	0(.0)
	5(4.2)
	5(4.2)

	Total
	2(1.7)
	17(14.2)
	32(26.7)
	12(10.0)
	57(47.5)
	120(100)


Source: Primary data 

From the above table: 10 shows that out of 120 respondents nearly 31.7 per cent of the respondents have expressed that the service in the shopping mall is very good. 27.5 per cent of the respondents have expressed that the service is excellent and good in shopping mall. 9.2 per cent of the respondents have expressed that the service is satisfied in shopping mall. And only 4.2 per cent of the respondents have expressed that the service is not satisfied in shopping malls.

EXHIBIT: 9
SERVICE IN SHOPPING MALL
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TABLE: 10
INCOME WISE CLASSIFICATION OF TIMES SPENT IN SHOPPING MALL
The classification of the sample respondents in terms and their opinion of the respondent preference of time spend in shopping mall
	Time spend
	Monthly income
	

	
	Below 20,000
	20,000-30,000
	30,000-40,000
	Above 40,000
	None
	Total

	Less than 2hr
	0(.0)
	0(.0)
	2(1.7)
	0(.0)
	5(4.2)
	7(5.8)

	2-3 hrs
	0(.0)
	12(10.0)
	18(15.0)
	6(5.0)
	25(20.8)
	61(50.8)

	3-4 hrs
	2(1.7)
	5(4.2)
	9(7.5)
	6(5.0)
	10(8.3)
	32(26.7)

	Over 4 hrs
	0(.0)
	0(.0)
	3(2.5)
	0(.0)
	17(14.2)
	20(16.7)

	Total
	2(1.7)
	17(14.2)
	32(26.7)
	12(10.0)
	57(47.5)
	120(100)


Source: Primary data 

From the above table: 11 shows that out of 120 respondents it is clear from the above table that nearly 52 per cent of the customer’s time spent for 2-3 hours at shopping malls. 26 per cent customers spend at shopping malls from 3-4 hours. 16 per cent of the customers spend at shopping malls over 4 hours. And only 6 per cent of the respondents’ times spend less than 2 hours at shopping mall.

EXHIBIT: 10
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TABLE: 11
CUSTOMER SATISFACTION

	Customer satisfaction
	Retail shop
	
	Super market
	Shopping Mall
	

	
	
	
	
	
	

	
	No of respondents


	%
	No of respondents
	%
	No of respondents
	%

	Regular monthly shopping
	24
	20.0
	60
	50.0
	36
	30.0

	Price
	88
	73.3
	21
	17.5
	11
	9.2

	Customer service
	65
	54.2
	21
	17.5
	34
	28.3

	All items looking for
	49
	40.8
	31
	25.8
	40
	3.3

	Quality
	33
	27.5
	44
	36.7
	33
	35.8

	Convenience
	24
	20.0
	50
	41.7
	46
	38.3

	Cheap and best
	65
	54.2
	18
	15.0
	37
	30.8


Source: Primary data
It is clear from the above table:12 that 50.0 per cent of the respondents do their regular monthly shopping in super market.30 per cent of the respondents do their regular monthly shopping in malls and 20.0 per cent of the respondents do their regular monthly shopping and feel convenience in retail shops.73.3 per cent of customer felt price satisfaction in retail shops.17.5 per cent of the customers felt price satisfaction in super market and 9.2 per cent of the customers felt price satisfaction in shopping malls.54.2 per cent of the respondents satisfied with customer service in retail shops.28.3 per cent of the respondents satisfied with customer service in shopping malls.40.8 per cent of the respondents satisfied that   all  item are getting in retail shops.25.8 per cent of the respondents satisfied that   all  item are getting in super market.3.3  per cent of the respondents satisfied that  all  item are getting in shopping mall.36.7 per cent of the respondents are satisfied by quality of the product  in super market.35.8 per cent of the respondents are satisfied by quality of the product  in shopping mall.27.5 per cent of the respondents are satisfied by quality of the product  in retail shops.41.7 per cent of the respondents feel convenience in super market.38.3 per cent of the respondents feel convenience in shopping malls.54.2 per cent of the respondents feel cheap of the products in retail shops.30.8 per cent of the respondents feel cheap of the products in shopping mall.15.0 per cent of the respondents feel cheap of the products in super market.
EXHIBIT: 11
CUSTOMER SATISFACTION
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TABLE: 12
QUALITY OF THE PRODUCT
The classification of the sample respondents in terms and their opinion of the respondent preference of reason to visit in shopping mall
	Particulars
	No of respondents
	Percentage

	Low
	3
	2.5

	Moderate
	61
	50.8

	High
	56
	46.7

	Total
	120
	100


Source: Primary data 

From the above table: 9 show that out of 120 respondents Majority of the respondents 50.8 per cent view that quality of the product available in shopping mall were moderate.46.7 per cent of the respondents view that quality of the product available in shopping mall were high, whereas 2.5 per cent felt quality of the product is low in shopping mall.

EXHIBIT: 12
QUALITY OF THE PRODUCT
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TABLE: 13
CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN GENDER AND PEOPLE WHICH MALL DO THEY LIKE MOST WITH CHI SQUAREE
	Gender
	Like most
	

	
	 Brook fields 
	Fun republic 
	Big bazaar
	       Total 

	Male
	22
	18
	1
	41

	Female
	37
	30
	12
	79

	Total 
	59
	48
	13
	120


Source: Primary data 

Calculated X 2 value: 4.544
 Table value:

Degree of freedom: 2
Level of significance: 5%

 The Chi-square result shows that the calculation value is 4.544, which is lower than the table value of 5.991 at five per cent (s0.05) level of significant. Since the calculated value is lower than the table value. Hence the null hypothesis is accepted. It is inferred that acceptance of the consumer. Purchasing behaviour on shopping mall is independent on the gender of the respondents and the purchasing behaviour.

EXHIBIT: 13

THE RELATIONSHIP BETWEEN GENDER AND PEOPLE WHICH MALL DO THEY LIKE MOST WITH CHI SQUAREE
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TABLE: 14
CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN MONTHLY INCOME AND FACTOR MOTIVATE TO PURCHASE WITH CHI SQUAREE
	
	Factor motivate to purchase
	Total

	Monthly income
	Price And Services
	Variety
	Shopping Environment
	Cleanliness
	

	Below20,000
	2
	0
	0
	0
	2

	20,000-30,000
	4
	0
	11
	2
	17

	30,000-40,000
	2
	4
	18
	8
	32

	above 50,000
	0
	7
	5
	0
	12

	None
	3
	31
	22
	1
	57

	Total
	11
	42
	56
	11
	120


Source: Primary data 

Calculated X 2 value: 60.622
 Table value:

Degree of freedom:12

Level of significance:5%
The Chi-square result shows that the calculation value is 60.622, which is higher than the table value of 21.026 at five per cent (0.05) level of significant. Since the calculated value is higher than the table value. Hence the null hypothesis is not accepted. The computed chi-square value indicates that there is no significant association between monthly income and factor motivate to purchase in shopping mall
EXHIBIT: 14
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TABLE: 15
 CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN MONTHLY INCOME AND CONVENIENT PARKING WITH CHI SQUAREE
	
	Convenient parking
	

	Monthly income
	Yes
	No
	Total

	Below20,000
	2
	0
	2

	20,000-30,000
	14
	3
	17

	30,000-40,000
	32
	0
	32

	Above 50,000
	12
	0
	12

	None
	57
	0
	57

	Total
	117
	3
	120


Source: Primary data 

Calculated X 2 value: 18.643     

 Table value:

Degree of freedom: 4

Level of significance:5%

The Chi-square result shows that the calculation value is 18.643, which is higher than the table value of 9.488 at five per cent (0.05) level of significant. Since the calculated value is higher than the table value. Hence the null hypothesis is not accepted. . The computed chi-square value indicates that there is no significant association between monthly income and convenience parking in shopping mall.

EXHIBIT: 15
THE RELATIONSHIP BETWEEN MONTHLY INCOME AND CONVENIENT PARKING WITH CHI SQUAREE
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TABLE: 16
 CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN MONTHLY INCOME AND REGULAR MONTHLY SHOPPING WITH CHI SQUAREE
	
	Regular Monthly Shopping
	

	Monthly income
	Retail shops
	Super market
	Shopping malls
	Total

	Below20,000
	2
	0
	0
	2

	20,000-30,000
	1
	11
	5
	17

	30,000-40,000
	3
	20
	9
	32

	Above 50,000
	3
	8
	1
	12

	None
	15
	21
	21
	57

	Total
	24
	60
	36
	120


   Source: Primary data 

Calculated X 2 value: 19.970
 Table value:

Degree of freedom: 4

Level of significance:5%

The Chi-square result shows that the calculation value is 19.970, which is higher than the table value of 9.488 at five per cent (0.05) level of significant. Since the calculated value is higher than the table value. Hence the null hypothesis is not accepted. The computed chi-square value indicates that there is no significant association between monthly income and regular monthly shopping.

EXHIBIT: 16
THE RELATIONSHIP BETWEEN MONTHLY INCOME AND REGULAR MONTHLY SHOPPING WITH CHI SQUAREE
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TABLE: 17
CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN GENDER AND PEOPLE WHICH MALL DO THEY LIKE MOST WITH CHI SQUAREE
	
	Convenient parking
	Total

	Age
	Yes
	No
	

	Below 20
	33
	0
	33

	20-35
	70
	0
	70

	35-55
	12
	3
	15

	Above55
	2
	0
	2

	Total
	117
	3
	120


Source: Primary data 

Calculated X 2 value: 21.538   

 Table value:

Degree of freedom: 3

Level of significance:5%

The Chi-square result shows that the calculation value is 21.538, which is higher than the table value of 7.815 at five per cent (0.05) level of significant. Since the calculated value is higher than the table value. Hence the null hypothesis is not accepted. The computed chi-square value indicates that there is no significant association between age and convenient parking in shopping mall.
EXHIBIT: 17
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TABLE: 18
LIKERTS SCALE

	VARIABLES
	TOTAL SCORE
	SCORE VALUE

	Quality
	574
	4.78

	Prize
	542
	4.51

	Portioning
	538
	4.48

	Presentation
	556
	4.63

	Value of money
	542
	4.51

	Friend Lines Staff
	532
	4.43

	Efficiency
	535
	4.45

	Courtesy
	549
	4.57

	Cleanliness
	551
	4.59

	Decoration
	545
	4.54

	Atmosphere
	526
	4.38


Source: Primary data 


The scaling approach reveals that the mean score for the quality was high, thus it indicates that the consumers are highly satisfied with quality of products in shopping mall. The consumers are highly satisfied with price followed by value of money. The overall result reveals that the members were highly satisfied with the quality of the products in shopping mall.
TABLE: 19
MEAN RANK FOR FACTORS INFLUENCING TO PURCHASE PRODUCT IN SHOPPING MALL
	VARIABLES
	MEAN
	MEAN RANKING

	Atmosphere
	1.6167
	I

	Friend Lines Staff
	1.5667
	II

	Efficiency
	1.5417
	III

	  Positioning
	1.5167
	IV

	  Price and Value Of Money
	1.4833
	V

	Decoration
	 1.4583
	VI

	Courtesy
	1.4250
	VII

	Cleanliness
	1.4083
	VIII

	Presentation
	1.3667
	IX

	Quality
	1.2167
	X


Source: Primary data 


From the above table: 20 the mean ranking showed that the highest rank was assigned to atmosphere of shopping mall, friendliness staff in shopping mall were most liked by the respondents of  Quality shopping malls. It is inferred from the above analysis that the respondents derived satisfaction in purchasing of products in shopping mall in terms of product quality, product utilization, affordability and convenience. Thus the overall analysis reveals that the classification of respondents based on different incomes class brought inside in to understanding of their consumers behaviour. To fulfill the requirement of all the family members.
CHAPTER –V

SUMMARY OF FINDINGS

In this chapter the researcher presents the summary of the finding of the study and makes suggestions for the improvement in the consumption of shopping mall. The main thrust was given in analysing the consumer’s purchasing behaviour toward shopping mall in Coimbatore city.
ANALYTICAL FINDING OF THE STUDY
The major findings of the study are

· The majority of 65.8 per cent of the respondents were female. 

· The majority of 58.3 per cent of the respondents belongs to the age group of 20-35.

· The majority of 46.7 per cent are completed their PG course and the next majority.

· The respondent based on their occupation 47.5 per cent were student and 24.2 per cent were professional and the 11.7 per cent of the respondent belongs to business man and self-employed.

· The monthly income shows that the majority of 47.5 per cent of the respondent are coming under none level and they are visiting for time pass.

· The majority of the customers 31.7 per cent feel that service is good in shopping mall.
· 28.3 per cent of the customers are satisfied with customer service in shopping mall.9.2 per cent of customers feel that price is high in shopping mall.

· The majority of the respondents 97.5 per cent says that there is convenient for car parking. They agree this statement by all of the respondents.

RECOMMENDATION

On the basis of findings of the study, the following suggestions have been given.

1. The shopping mall should give discount offer to the customer considering buying food products.

2. The respondent’s suggestions about the purchasing behaviour in shopping malls will be located in more places.

3. Quality of the product should be improved in attract more people.4. Price in shopping mall should be reduced to cover all income groups of people and for regular monthly shopping
CONCLUSION
Survey among the 120 consumers regarding the consumer purchasing behaviour  in shopping Mall consumers came for the fun & entertainment, shopping for the branded apparels, sportswear and mostly for the food. Mostly numbers of consumers in the age group between 20 – 35 yrs. Most of the students are visiting the shopping malls. Survey among the 120 consumers regarding the consumer purchasing behaviour in shopping mall, consumers comes for the purchasing of households and shopping for the pantaloons. A consumer mainly in age group of 25 – 35 yrs. and more than 20 yrs. Brook fields is the main attraction among the consumers. Survey among the 120 consumers regarding the consumer buying behaviour towards mall shopping in Coimbatore district. They come for the home furnishing and other necessary electronics items for the home. Arc us is the main attraction among consumers
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Consumer’s purchase behaviour towards mall shopping in Coimbatore district

Date ………

1. Name (optional): ………………

2. Age:

a) Below 20 
  b) 20-35
 c) 35-55
 d) Above 55

3. Gender:

a) Male

b) Female

4. Educational qualification:

a)  Illiterate   b) Hr.Sec.School   c) Graduate
  d) Post Graduate e) Professional

5. Occupation:

a) Student   b) Business man   c) Professional   d) Self-employed  
6 .Monthly income:

a) Below 20,000     b) 20,000-30,000    c) 30,000-40,000
   d) above 40,000 
         e) None
7. How often do you visit shopping malls?

a) Daily       b) 2-3 week once
        c) Weekly once
       d) Monthly once

8 .Which malls do you like most?

a) Brookfield’s
         b) Fun republic 
         c) Big bazaar

9. What are the reasons to visits shopping malls?

a) Accessibility b) Function of sales   c) Decoration d) Shops in malls    e) Time pass
10. The quality of the product available in the shopping malls is rather?

a) Low
                      b) Moderate                      c) High

11. What are the factors motivate to purchase products in shopping malls?

a) Price and services    b) Variety    c) Shopping environment     d) cleanliness

12. What are the strategies they are adopting to create temptation to purchase of consumers in shopping malls?

a) Giving discount                 b) Improving services free home delivery              

c) Good relationship with the customer       d) Customer friendly environment

13. How much you have to spend per month to purchase products in shopping malls?

a) Below 2000    b) More than 2000     c) Less than 1000
  d) Nothing

14. What kind of products would you like to purchase in shopping malls?
a) Every kind of product     b) Alimentary product     c) Textile      d) Cosmetic
 
15. How many people do you know that would shop in malls?

a) More than 2000
 b) More than 3000
 c) More than 4000 
d) Above 5000
16. Where do you purchase regular monthly shopping?

a) Retail shops

 b) Super market 
 c) Malls

17. Are you satisfied with their services in the shopping mall?
	Excellent
	

	Very good
	

	Good
	

	Satisfied
	

	Not satisfied
	


18. Which factors influenced you to buy food products in malls?

a)  Taste       b) Reasonable price          c) Variety of dish         d) Easy availability        
e) Discount offer         f) Quality product         g) convenient food
19. How much time do you usually spend at malls?

a ) Less than 2 hours 
   b) 2-3 hour         c) 3-4 hours     
d)Over 4 hours
20. Where you satisfied with?

	Particulars 
	Retail shops
	Super market
	Malls

	Price
	
	
	

	Customer services
	
	
	

	All items looking for
	
	
	

	Quality
	
	
	

	Convenience
	
	
	

	Cheap and best
	
	
	


21. Which factors influencing to purchase product in shopping malls? Do you agree?

	Particulars
	Agree
	Strongly agree
	Neutral
	Disagree
	Strongly disagree

	Quality
	
	
	
	
	

	Pricing
	
	
	
	
	

	Positioning
	
	
	
	
	

	Presentation
	
	
	
	
	

	Value of money
	
	
	
	
	

	Friendliness staff
	
	
	
	
	

	Efficiency
	
	
	
	
	

	Courtesy
	
	
	
	
	

	Cleanliness
	
	
	
	
	

	Decoration interior design
	
	
	
	
	

	Atmosphere
	
	
	
	
	


22. The number of stalls available was:

a) Very inadequate          b) Very adequate        c) Somewhat inadequate  
            d) Somewhat adequate     e) Not applicable

23. With whom are you visiting the shopping mall?

a) Alone
b) Friends

c) Family members

d) Spouse

24. Is it easy to find convenient parking?

a) Yes
                                              b) No

25. Please rate the services offered by malls in respect to entertainment?

a) Gaming zone for all age group     b) Movie theatres        c) Background soft music   

            d) Book shops (cross words etc..,)   e) Promotional events like fashion shows, movie.

*Thank you*
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				OCCUPATION

		STUDENT		47.5

		BUSINESS MAN		16.7

		PROFESSIONAL		24.2

		SELF EMPLOYED		11.7

				To resize chart data range, drag lower right corner of range.
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				NO OF RESPONDENTS		PERCENTAGE		Column1

		ILLITRATE		2		1.7

		HR.SEC.SCHOOL		9		7.5

		GRADUATE		31		25.8

		PG		56		46.7

		PROFESSIONAL		22		18.3

				To resize chart data range, drag lower right corner of range.
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				PEOPLE PURCHASE IN MALL		PERCENTAGE

		MORE THAN 200		36		30

		MORE THAN 300		29		24.2

		MORE THAN 400		29		24.2

		ABOVE 500		26		21.7

				To resize chart data range, drag lower right corner of range.
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				SPEND FOR PURCHASE

		BELOE 2000		27.5

		MORE THAN 2000		55

		LESS THAN 1000		13.3

		NOTHING		4.2

				To resize chart data range, drag lower right corner of range.
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				NO OF RESPONDENTS		PERCENTAGE		Column1

		GIVING DISCOUNT		23		19.2

		IMPROVING SERVICE&FREE HOME DELIVERY		38		31.7

		GOOD RELATIONSHIP WITH CUSTOMER		18		15

		CUSTOMER FRIENDLY ENVIRONMENT		41		41

				To resize chart data range, drag lower right corner of range.
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				NO OF RESPONDENTS		PERCENTAGE		Column1

		EVERY KIND OF PRODUCT		49		41.2

		ALIMENTARY PRODUCT		11		9.2

		TEXTILE		30		25.2

		COSMETIC		30		25.2

				To resize chart data range, drag lower right corner of range.
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				reason to visit shopping mall

		accessibilit		5

		function of sales		38.3

		decoration		22.5

		shops in malls		15.8

		time pass		18.3

				To resize chart data range, drag lower right corner of range.
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				PEOPLE LIKE MOST

		Brook fields		49.2

		Fun republic		40

		Big bazaar		10.8

				To resize chart data range, drag lower right corner of range.
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				Time spend at malls

		Less than 2 hour		5.8

		2-3 hour		50.8

		3-4 hour		26.7

		Over 4 hour		16.7

				To resize chart data range, drag lower right corner of range.
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				NO OF RESPONDENTS		PERCENTAGE		Column1

		EXCELLENT		33		27.5

		VERY GOOD		38		31.7

		GOOD		33		27.5

		SATISFIED		11		9.2

		NOT SATISFIED		5		4.2

				To resize chart data range, drag lower right corner of range.
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				NO OF RESPONDENTS		PERCENTAGE		Column1

		LOW		3		2.5

		MODERATE		61		50.8

		HIGH		56		46.7

				To resize chart data range, drag lower right corner of range.
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				retail shop		super market		malls

		regular monthly shopping		20		50		30

		price		73.3		17.5		9.2

		customer service		54.2		17.5		28.3

		all items looking for		40.8		25.8		33.3

		quality		27.5		36.7		35.8

		convenience		20		41.7		38.3

		cheap		54.2		15		30.8

								To resize chart data range, drag lower right corner of range.






