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A Study on Marketing Management Practices of
Malls in Madurai City

D, Anita and Dr.M. Prembkumar

Abstraci— The scape of marketing practices of Aall
Muanagement has been wider than other kinds of retmiling
Sormears. Differemiating themselves from the competition is o
sure vy of emerging @ winner, and this positianing is ensured
through effecrive marketing practices of mall management
The problems with respect of retailers in Markering Proctices
af Mall Maragement are concerned wich differentiating o mall
from the  rest mavimization  of costomers,  comverting
cuestanrers needs to purchase and keeping the customers for o
long period and tenants business survival and satisfoction of
bath customers and retailers: It sirives o provide an entire
constemer spend basket o make the moll a happening
destination  besider  also  creating and maintaining the
adeguate infrastrctuee. Right from the fenant mix, ensuring
the creation of right ambicnce, and cleanliness that creates
crsiomer satisfaction fo managing varions income streams for
the developer, the vole of mall management v complex and
dvnamic  marketing  practices.  The  econcept of  mall
mpnagement, which is stifl In ity infancy in Iedia, Ras che
parentiol 1o change the fortmmes of the verail sector, Properfy
practiced mall management will provide existing and futire
plavers a definite edge in the sector

. INTRODUCTION

HE Marketing Management is one of important human

relation process, The nature and svstem of marketing
organization is changing from time to time. The new concept
of retail marketing practices such as Retailing of all kind
Products and Services in single Place of Mall, Online
Marketling arc in growing stage since it has started its” takeoff
only over the last decade or so. With the growing organized
retail in the country the Shopping malls have become an
essential part in an average Indian’s life in urban arca only.
The migration of population from rural areas 1o Urban arcas,
rapid urban based industrialization, increased per capita
income, change in consumptions pattern, progress in standard
af living  are the major determinants of establishment of
Malls in Urban in India. The friendly environment created by
globalization and  economic  liberalization  provided a
tremendous fillip to trade and commerce and encouraged
multinational companies to outsource as well as invest in retail
sector of India, The flow of FD in India increase numbers of
salls in the urban areas of Malls as Wal-Mart and McDaonald.
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Concept af Malls Management and its 'Morketing Proctices

The mall management began with management functions
of simple facilities, which hasically entailed the operation and
maintenance of malls. However, the scope af mall
management services has by now been elevated to shopping
centre management, which very few companies have vpgraded
their capabilities to in the current scenario, The expectations
ef clients are now on vomplete shapping centre management,
which is a drastic shifl from the earlier model. Intense
competition and an increasing number of footfails have
compelled mall developers to focus on core competencies and
accurately researched offerings to target customers, This is
where the concept of “mall management” comes in. A1 a time,
when FOE in retail could be a possibility, mall management
becomes even more imperative, The availability of varicty of
services, exposure to brands, promotionai offers and discounts
under one roaf are the factors that attract peaple to malls, The
comfort of shopping in an air-conditioned and feel-pood
environment a3 well s access to a variety of fosd options act
as added incentives to patrons.

Mall management covers management of finctions such as
operaliens, marketing, accounls human resource and customer
service management, 1t also includes the functions in Mall
Management and facilities management. The mall management
requires  developers fo take complete responsibility for
maintaining facilities in the mal! such as plant and cquipment
management, housekeeping, and security. In India, most malls
cutsource these services lo specialists, Mowever, with acune
competition and increase in the number af malls, develapers
and retaifers are required 1o take control of this aspect of mall
management

Marketing Fractices of Mall Manapement

The Marketing management of Malls is an important
factor that defines the success of malls. Tt includes mall
pasitioning, zoning, tenant mix, revenue sharing models,
promations'marketing, facility/finance management and 2
centralized help desk for customer service excellence, As the
medern retail industry of the country is growing, developers
musi not only look to house the best mix of retailers but also
set up new standerds and procedures in mall management for
differentiating their product and services. As complex as the
task appears, an integrated solution thatl combines diverse
functionalities can simplify the process tremendously, A
customer primarily comes to 2 mall expecting an enhanced
overall experience and a large variety of goods under one roaf,
Therefore, managing a tenant portfolio that offers customers 2
mique set of options is imperative,
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Tahle |: Marketing Practices of Mall Management

[Sluo | Natere of Marketing Practices

| | Mall Pasitigning,
2 Loanng
3 Teranl nix
4 | Reveaue sharing
n.’l
[ B Product planning and posiioning
7 Markeling mix -
H Pelarkel sepmeiation and Cuslamer miy
q | Adverhszmen -
10 | Sales promadion )
18| Customer pelationship managenient
12 | Sales force mantgement and Sales contral :
13 [ Customer Feed back

(Source - Compiled from secondary data)

Aalls tn Madurai

The Agro based traditional temple city Madurai  facelifls
its nature and add new imdustrialized outlook with in itsclf
singe  independence.  The  development of  educational
institutions, urbanization, migration of workers and employees
from all parts of India extends its scope as mixing of
traditional heritage with madern technology up gradation. The
Retailing  Scenario has s develapment in various dimension
1o fulfill the demands of increased various segment of
customers in Madurai city. The Malls which facilitates the
customers to procure @l demands in single places are
established in various important location of Madurai city
pearby  Thirumalinaicker Palaces, Bazasrs and  elc, by
Multinational Companies and Local Merchants. The Malls
such as Reliznce, Visal man, Big Buzsars, More and Kannan
Departmental stores are established in the heart of the city. In
addition te @, Various sales promotion aclivities are
implemented to attract the customers who needs his purchase
in a single spot. The business tarmover in this Mall is
progressively increasing. The varicus facilities from parking,
food court, fun zone and el¢ are created to improve the
shapper’s satisfaction.

I, STATEMENT OF THE PROBLEM

The scope of marketing practices of Mall Management has
been wider than  other kinds  of retailing  formas,
Differentiating themselves fram the competition is a sure way
of emerging a winmer, and this positioning is ensured through
effective marketing practices of mall menagement. The
problems with respect of retailers in Marketing Practices af
Mall Mansgenent  are concerned with  differentiating a mall
from the rest, maximization of customers, converling
custormers needs 10 purchase and keeping the customers for a
long period and lenants business survival and satisfaction of
both customers and retailers. 1t strives to provide an entire
consumer spend basket to make the mall a happening
destination besides alse creating and maintaining the adequate
infrastructure. Right from the tenant mix, cnsuring the crestion
of right ambience, and cleanliness that creates customer
salisfaction 10 managing various income streams for the
developer, the role of mall management s comples and
dynamic marketing practices. In this connection customer
buying behaviour are also changed and their preference and

hudget are subjected fo be cvaluated. So s study has been
undertaken toanalysis the

I OBIECTIVES OF THE STUDY

1. To analysis demographic profile of customers of
Ylalls in Madurai City.

2. To assess the nature and pattern of Marketing

practices of Malls in Madurai Ciry,

To evaluate [mipact of  Marketing practices of the on

Custemers Buying bebaviour  in Madurai City,

4. To suggests the suitable  and  implementable
recommendation o upgrade Marketing practices of
Malls in Madurai City

tad

IV. RESEARCH METHODOLOGY

It is a descriptive cum analytical study. The five Malls
such as Reliance, Visal mart, Big Bazaars, Moere and Kannan
Departmentz] stores have been selected for this study. The
simple random Sampling technique 15 1o select  the sample
respondents to this study, 50 Custemers of the above selecled
Malls were selected by using lotlery method, Both the primary
data Sccondary Data sources are used. By using pretested
Interview schedule, Primary data is collected by from the
sample respondents through interview with the same, The
Collected data is properly coded, tabulzted and Analyzed by
using Statistical Tools such as Percentage, Average methods
and “t* ~Test and interpreted.

Demagraphic Frafile of Sample Respondenis

Table 2: Demographic Profile of Sample Shopper of Malls in
Madurai City

[TSLna | Profike Nu's of the sample Pereenruge
Hesponidents
| Feinale | Male | Tatal
I Agr
Below <18 vears + [£h 02 H
15 years to 30 years 3 [ 1 0
A0 years o 45 years 12 i) 2l L
A years to b0 vears LK o7 12 [
A &l yoars Q3 2 0% [ 1o
Tutal 24 15 Sl Lok
I Ed uuliou!! Crualification
Uneducated (M (1] az &
Fripnary Fevel ] ] 12 P
Secundary level [ ] i3 3
Hijther Sccum.'._eﬂ'_ 02 0z H [
Talbualion hid Abave (i in I 36
Taploinn aihers [ 0 o [z
| Tatul 25 15 [T
L e T T :
Bipsaness Manpeif tll‘lj!l:."l_l‘-il:]_ _f.lZl_'___ E'?__ [ : 153
Enipluned ‘54l mizd a? 11 1 £l
Azmoubiuial [ ] [ iz
- Artisans and labours ] ] [+ I
Hiwuge wives 15 7] 15 R
| Tutal 23 | 25 s | fon
v harital Siatis
[ Maricd 19 [ 12 i il
| Unenarsied ] 1 Is |32
| Drvorecd fwadow - [IF] o2 )
| Tatal [ 35 15 |50 100
e Incume e maoath Iy sl average
HBeluw R SHEL- | il |03 K1
R SHN - G Hosc L0 ] iH 4 M
Ko EOHD |2 e B 20000 I m 10 i3 2h
“Abave Ha 20K I T T 37
F¥ol . |28 I 11l

{Sanrces: Complied from prissary Data)
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The demographic profiles denote that the sample
respondents from Malls both Employer and Workers belonged
to rural category with low level edueation. They were far away
fram this technical and informative era( Table no:2)

Perspectives of Marketing Practices of Malls in Madueai iy
! ] B I

Table 3: Perspectives of Marketing Practices of Malls in Madurai City 1

SENo, | Frosperis Iﬂlll:‘ IN=50) Female {MN=50) 1" Value | Level
Mean | 5wl Mesn .‘Elzl. | n,r
2 Deviation | _ Drewiatian Significance
. X e X 'S ]
| Availability of Geods and Serviees i single spet [ 37093 | 1117 L 30000 | 1,330 a0 [T
2 Produces 33509 | L.o72 J1BSE | L2210 06 (1%
-3 Price | 34200 ] 1as%a 32232 | 0974 i 58 0354
| 4 Advertizement d pramotion | 34035 | 957 13036 | 06l -1 T
5 Mall Enviconment and 1 suppartive services 17835 | 1113 11 | aTa 2187 noss
& Lualty of services and CRM 15614 [ 1145 TR 1013 -047 .36
7 Chuzlity of goods and Setvices 34737 ) L2048 | 35556 | 135) 14 {1 T
s | Cashless Purchose practices 29123 393 | 25185 [ 1397 |2 a19s
g | tnnovative Markening practices 135088 ] 1328 | 3185 | reme <1l | ng974

It was found that, considering the mean scores of the
variables, both male and female sample  respondents have
given high mean sceres to the variable, “Mall Envirenment
and its  supportive services " (3.7895, 4.1111). The male
respondents have favoured the factor, “Availability of Goods
and Services in single spot™ (3.7193) and the female favoured,
“Quality of services and CRM” (3.7778) by giving high mean
scores, The variable ' Availability of Goods and Services™ was
Impact of the Marketing Practices of Malls in Madhrai Cip

found to be statistically significant at 5 percent level, since its
‘" value was 2.60, which is higher than the tabled ‘' value,
Therefare, it was concluded that, there was sigmificam
difference of perception between the male and fomale
respondents with regard to the above variable

Table 4: Impact of the Marketing Practices of Malls in Madurai C ity

[&rte | Prospeas Wlalg (541 Fortale [N=50 Tovalee | Level of s feae
Mean Sid Dewiatien | Mean | 51 Devigtion
g g
| Hieh cost of peods and setvices JEATL | LITs JASTR | 1294 {147 0210
2z Bash in Seasonal Tine and Parking problom 13707 | L0719 3107 | 1,184 1.0y 0281
E Dependerd of Smghe M ell 3415 | 1366 F252% 1454 57 Ay
4 Smple tiire purchase due va Avielabiliey of &1 goods and seraces n Mall | 34517 | 0954 T30 | nage [EE] [(X3T]
[ {ztlslll:g. of pooids and Services IUTR3 087 15358 | [oo1 LRT 4 063
b Produac differentiabnn 34345 [E(E]] AT | 1459 61 anr
7 Fun mal other EnEnEnl JETEE | 0153 | 51420 | 1465 [ 0145
& | Tone and cost consuming [-22153 | 148 207% | 150w (o] 455 ==
9| Hiew products ané New Useee ] [ 38357 | 10k IG5 | 1438 23| naav

tSource: Compiled from Primary Data)

It was observed from Table 4 that according to the mean
scores of Male Respondents have perceived highly the
variables, “High cost of goods and services™ (3.8375),
“Caality  of peods  and  Services™ (39733, “Product
differentiation™ (3.6345), and “New products and New Lsage”
(3,5357) have considered other variables moderate to low,
By all respondents The “t" values of the following variables
were, “Cash less traction™ (1.87), “Door delivery™ (2.68) and
“New products and New Usage™ (2.21), These °t" values were
found to be statistically significant, since greater than the
tabled *t" walue, Hence it was concluded that, there was
significant difference of perception between the two groups of
shopper with regard to the above three variables.

V. CoMcLusion

The concept of mall management, which is still in its
infancy in India, has the potential ta change the fortunes of the
refail sector. Properly practiced mall management will provide
existing and finure players a definite edge in the sector.

REFERENCES

[1]  Government of India. Manuals af direetorte of Starisnes, Mew Delh,
NG

(2] United Manons, Recommendatien and Convertions on Corperate Socral
Respansibility, UN Publications, LISA, 2009

[}] PO Deeppa Ban, Marketing problems and issues, Dieep ond Desp, New
Delhi, 1930,

[4] B Ketlerand G Armistrong, Principles of marsetng, Pearsen education,
min

5} Shingh, Mall Manogeren! | East Publicanion, Mew Delhio 2013

| R Sharna, “Problems and Prospects af small seale Industrinl Unis A

Case Study al Exporieg and Non-Txportieg Units in Harvana), Asia

Pacific Jourmal of Morkeling & Manapement Beview, Yol 1, Ko.Z,

Pp 19[-210, 2012

[T] CH. Kathari, Besearch Methodology and Techmaues, New Age
Internahianal Publication, Wew Delis, 2008

[55M 2230-1096 | € 2018 Banfring



