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regard to what the competitors are doing. The nature and
extent of competition will put several constraints on the
marketing policies of a Mall and detailed analysis of the
competitive situation will help in pricing and also in
identifying the gaps and epportunities that will be available for
exploitation.

IV, WlaREET DELMAND ANALYSIS

4 Mall is normally concerned with the demand for the

product and services in 2 particular market or its own area of

operation. In that sense, the term market demand for a product
can be defined as, ‘the total volume that would be brought by
a defined customer group in a defined geographical area in a
defined time period in 2 defined marketing environment under
a defined marketing programme” (Philip kotler 1988). From
the abave definition, it is clear that there are eight clements or
variables which must be understood by an entreprensur in
order to determine market demand for @ product, They are:

s Product classification or type of product and naturc
of services

»  Physical volume of product in terms of units sold,
quaritity, in monetary terms ar both,

o Market demand of a product that is of interest o the
firm wihich is to be measured for the customer group.

» The geographical boundaries within which market
demand is 1o be measured must be clear,

s Demand estimation musl be for @ specific time
period.

s The external environmental factors which influence
market demand.

s The controllable environmental factors which the
firm uses 1o the demand for their products ie
marketing programmes or marketing eflorts.

¥. ANALYSING COMPETTTIVE SITUATION OF MARKETING
PEACTICES OF MAaLLS

As the nature of competition may vary from market Lo
market, the Mall entreprencur needs o analyze the
competitive situation with reference to the chosen market
segments, Answers to the following questions would help him
to nssess and understand the competilive situation,

s How many competitors are there in the marker?

s What are their market shares?

s What are the strengths and weaknesses of their
produsts”

+  What is the kind of image competitor's product enjoy
from their customers?

s What trade practices are being adopted by the
competitors?

s+ Who are the major customers of each competitor’s
brand?

v, SELECTION OF MALL LOCATION

In order to minimize total cost of Selling and disiribution
of goods and services, any new organization has to make the
major strategic decision on locating its facilitics. The selected

site mwst also masimize revenue and provide an opportunily
for further growih & expansion.

In involves a sequence of decisions. The general procedure
as proposed by William J. Stevensan consists of the following
sleps:

|, Determining the critevia for evaluating  lecation
alternatives such as revenue increase, Community
service ele,
ldentifying important factors such as market location,
haterials availability etc,
3. Developing location alternatives.

« [dentifying the general region for alocation.

s ldentifying a sniall number of community site

allernulives.

4. Evaluating the alternatives and selecting the locatien.

Entrepreneurs face many location problems like location of
a mall building, warelouse and etc., which require the
selection of a suitable site. An imporiant assumption made
such & single facility location probiem is that revenue, costs
and ather facility characteristics af the mall do not depend on
the location of cther facilities of the malls or its competitors,
Such a single facility location can be evaluated by qualitative
facter rating method and location break-even-analysis

-

Dualitative Facior Rating
The procedure for qualitative factor rating consists of the
following steps.

[y Identification and enlisting relevant factors,

2} Allotting a weight to each factor to indicate its
relative importance (weights may lotal 1.00) among
the Lactors considered for decision making.

31 Establishing a common numerical preference rating
seale (0-100 points) te all the factors.

41 Scoring each potential location based on comparison
with ather potential locations,

5} Multiplying the preference rating by the weights and
obtaining the resuitant weighted score.

61 Summing up the weighted score for each location,

The location with the maximum point is desirable

Lacatton break-gven Analysis

The procedure for location break-even analysis involves
the following steps

I} Determining all relevant costs that are associzied
with the locations,

21 Classifying the costs for each location into annusl
fixed costs and per unit variable costs

31 Plotting the costs associated with cach location on a
single chart of annual costs on Y axis versus annusl
volume on X axis,

4} Choosing the location with the lowest tofal cosls al
the expected production volume.

Factors Affecting Mall Location Decisions
Selecting a facility location is influenced by various

fictors  like peopraphical consideration, local laws &
repulalions, economic confederations, competition ete.

1858 22501096 | © 2017 Bonfring

o LE



=i

&

=

lonfning tnternational Joumal of Industmal Engineering and Management Science, Vol 7, Mo 3. Augus 2017

Table 1: Factors Affecting Mall Location Decisions
Laevel Fuctnry | Cemilerations |
Hepinn Locarions of rew | Prosiomity, modes and costs of reessspanaton. |
I euntry matennls ot | Cuamnty availableTrocmity,  distbnnicn
supplics, Locarion | cosis, asgel  market, Toade  pisctices
ol market lahiat rearicteons Availaldiny  fgenersl and o
specific skillsl age distribulion of weeh |
farce, altitndes twand wack, unens ar i
s, :|1r-.'|||||c1.".11:,'_ wape sgiles,
ineitmleyisenn coppeismtion lows
Factlines Schools,  Churches,  Shopping.  Honstng
Communh}l Services Trlr.:p-mlr:mn. EI".'iI:‘I'I.'I.i'!III!.‘I!. ete Mledical,
Auritudes Fare and Palsce
Tanes Avail #eliy of God support throngh schemes
Frirmmment 2 aryl loamq axmatanis, pranes Tax concessio
repulaions and et
Litilitias
Developmert
suppen
Hite Land Cosn, depres of developeent regaired, sool
Transpomalion charagtenisnics, Toom fr expansion, dramage,
Epaironmental’ 'paf‘i.'lns Tﬁc.mpds_ ezl spurs. air fresphe and
[4Enl F.nning TESTRICICS

{Source | Compiled from Secondary Data)

VI CoMCLUSION

The backbone of any Mall is the products or services it
offers and the most effective way to approach the customer ta
purchase it. The ceitical elements of a Mall cperating strategy
are preducts and process that po together. The business
envirenment is dynamic and pressures for change in product
ar service design can come from within the Mall, competitors,
suppliers, legal sources and legislations. The mall location
should be selected in this context. The relationship between
the product selected and the Mall structure can be seen by
considering the market assessment technology of by which the
product or service is marketed. Reducing unit cost of selling,
increasing the rate of output and improving the material
handling and inventory contral are the motives for secking
improvements in existing fechnologies of market assessment.
The marketing assessment strategies should consider the
following criteria for evaluation of  Marketing assessment and
Mall Lecation

I} Product/service requirements

2} Technological feasibility

3} Financial considerations

4)  Labour and skill requirements

5)  Output and capacity needs

) Compatibility with existing facilities

71 Flexibility

8) Raw material requirements

9% Size and weight limits imposed by plant or building
and

10}y Maintzinahility
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