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Abstract

Rapid economic growth, encouraged by Multinational companies by investing in India
in the past years has changed the lifestyle of the Indian consumer and specially those who live in
Metro cities. Shopping mall have a great development in India. India is one the developing
markets in the worldwide economy. since advancement, the nation has seen development at
uncommon rate with changes in every one of the divisions, the nation has been development in
foundation, capital, showcase protection and so forth. This paper also aims a Study on
Customers’  Perception about the Purchases at Malls in  Chennai city.
The major objective of this paper is to study consumers buying tactic, shopping priority during
shopping at mall in Chennai city. The specific objectives of the study are:-To analyse different
attributes of layouts, accessibility and availability of services in malls in Chennai City. To
examine the attributes offered by the shopping malls which influence the customers in Chennai
city .The study of consumer behaviour which attributes offered by the shopping mall which
influence the customers .In the is paper the survey take as whether demonstration effect create
change in consumer behaviour. The demonetisation effect includes the attractiveness, amenitie,

atmosphere ,personnel , shopping ease and convenience .It is seen from the study , with the
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change in the living style of the general population of Chennai shoppers like to purchase from a
place where the openness is higher and where they can purchase everything under one rooftop.
Thus the study of consumer in shopping malls, the people interest and preferences in shopping
malls is consume commodities in medium prices addition ,attractiveness of the mall prefer to go

and buy in shopping malls

Introduction:

Shopping mall have a great development in India. India is one the developing markets in
the worldwide economy.since advancement, the nation has seen development at uncommon rate
with changes in every one of the divisions, the nation has been development in foundation,
capital, showcase protection and so forth. This headway has offered ascend to another division in
the nation in the types of retail industry (Sulaiman 2015) with development of industry, the
work levels have awed and that has prompted the expansion of discretionary cashflow of the
normal buyer(R S and Vinitha 2017).Purchaser conduct is the investigation of human reaction to
items and services.lIt is imperative to comprehend "why" and "how" of purchasers act so makers
can complete a superior occupation of creating nature of item, charging sensible cost. (Khanna
and Seth 2018)

Over past decade, there has been an extraordinary change in the retailing area in India.
The quantity of shopping centers in India has expanded only 50 in the year 2005 to 470 the in
year 2013 and is additionally anticipated that would increment to 720 by the year 2016 .The
shopping center culture has skilled individuals with a place where they can shop, eat, meet
companions, watch films and have some good times. Visit to shopping malls has really turned
into a kind of relaxation action. (D. Anuradha and Anuradha 2011)

The worthiness of shopping malls as a shopping spot can be credited to different components
including comfort, expanding slant of Indian customers towards way of life shopping, expanded
item assortment and interest for enhanced administration quality et cetera. (Anselmsson 2006)
Clients think about shopping malls as a place for diversion, delight and unwinding. They feel
that shopping malls satisfy their essential shopping needs, as well as give them greatest cost,
time and place utility (Khare, 2011). In an examination by Trivedi, and Puri, (2013) over half of
the respondents thought of shopping malls as their most loved shopping goal. The accessibility

of different item classes under one rooftop, accommodation, accessibility of stimulation offices
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and the aerated and cooled condition of the shopping malls rouse customers to incline toward
shopping malls for shopping rather than different organizations (Wang and Le 2016)

The major objective of this paper is to study consumers buying tactic, shopping priority during
shopping at mall in Chennai city. The specific objectives of the study are to analyse different
attributes of layouts, accessibility and availability of services in malls in Chennai City and to
examine the attributes offered by the shopping malls which influence the customers in Chennai

city .

Hypothesis:
Null hypothesis:
There is no significant change in consumer behaviour due to demonstrated effect of
shopping malls.
Alternative hypothesis:
There is significant change in consumer behaviour due to demonstrated effect of

shopping malls.

Materials and methods:

This study used primary data using questionnaire and interview methods. The primary
data has been randomly collected from the 306 respondents those are regular customers of
Express Avenue, Citi Centre, Spencer Plaza, Abirami Mega Mall, Skywalk, and Phoenix Market
City in Chennai city. The information are like gender, income, distance to shopping mall, time of
shopping, price of product, quality of the product and preference of consumer etc. were collected

through questionnaire.

Results :

The study of consumer behaviour which attributes offered by the shopping mall which
influence the customers .The demonetisation effect includes the attractiveness, amenitie,
atmosphere ,personnel , shopping ease and convenience . In the is paper the survey take as
whether demonstration effect create change in consumer behaviour.Among 603 respondents 62.4
percent are male and 36.3 percent are female .About 14.4 percent of the customer fall in below
2500,54 percent of the consumer fall in 25000 to 50000, 26 percent percent of consumer fall in
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50000 to 75000 income group respectively. About 51 percent of customer distance from house
to shopping malls.51 percent of customer distance from house to shopping malls is around 10 to
20 km, 32.5 percent customer distance from house to shopping malls is around 25 to 45 km ,15.1
percent customer distance from house to shopping malls around 3 to 5 km respectively. About
61.3 percent the price of commaodities in shopping mall is at medium price , 27.5 percent the
price of commodities in shopping mall is at highly prize , 10.8 percent the price of commodities
in shopping mall is at low price respectively.About 11.8 percent prefer to go shopping malls in
weekdays ,48 percent prefer to go shopping malls in weekends ,35.6 percent prefer to go
shopping malls in holiday, 5 percent prefer to go shopping malls in occasionally respectively .
About 56.9 percent normally spend in shopping malls in single shop between 500 to 1000 ,21.6
percent normally spend in shopping malls in single shop between 1000 to 2000 ,20.6 percent
normally spend in shopping malls in single shop above 5000 respectively .About 61.4 percent a
advertisement as source of information regarding shopping malls is yes,38.6 percent a
advertisement as source of information regarding shopping malls is No respectively. About 60.7
percent feel difference between shopping mall and general stores is yes ,39.3 percent feel
difference between shopping mall and general stores is No respectively . About 70.5 percent
purchase daily use products shopping malls only is yes 29.5 percent purchase daily use products
shopping malls only is No respectively .About 43.5 percent agree that products of new style and
designs are available at shopping malls, 28.8 percent neither agree nor disagree that products of
new style and designs are available at shopping malls, 20.3 percent strongly agree that products
of new style and designs are available at shopping malls percent strongly agree , 11.4 percent
disagree that products of new style and designs are available at shopping malls respectively .
About 40.5 percent agree highly priced and superior quality product are available at shopping
malls ,29.4 percent neither agree nor disagree highly priced and superior quality product are
available at shopping malls,12.4 percent strongly agree highly priced and superior quality
product are available at shopping malls,10 percent disagree highly priced and superior quality
product are available at shopping malls, 5percent strongly disagree highly priced and superior
quality product are available at shopping malls respectively .About 47.2 percent is purchasing
product from shopping malls at the offer time is No ,52.8 percent purchasing product from
shopping malls at the offer time is yes . About 33.7 percent 3 rates of product quality in shopping

malls out of 5,32.4 percent 2 rates of product quality in shopping malls out of 5,16.7 percent
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rates 4 of product quality in shopping malls out of 5, 10.8 percent 1 rates of product quality in
shopping malls out of 5. About 61.8 percent said retail stores are like to purchasing or buying at
the shopping malls , 38.2 percent like to purchasing or buying at the shopping malls .The
branded products provides more value than unbranded products.About 70 percent customers
feels the branded products provides more value than unbranded products ,29.2 percent customer

feels the No branded products provides more value than unbranded products

Discussion:

Understanding customer conduct has never been a simple assignment, be it on account of
conventional sloppy market or the present composed market. with the commencement of
shopping malls , this scene additionally has turned out to be more intricate. In spite of the fact
that shopping malls pull in footfalls, they are not ready to produce the incomes at standard with
the expanding footfalls. Along these lines, there is a need to comprehend that factors that
influence footfalls and the variables that influence the last purchasing choice may not be the
same e.g. accessibility of amusement offices may pull in clients to visit shopping malls however
can't ensure expanded deals. It might be the item quality, visual show, moderate costs, and so
on., which may help in advancing the deals. The current writing does not have this kind of
refinement. Accordingly, there exists a requirement for some hypothesis advancement for the
same. For this, three classes of factors might be framed: factors influencing footfalls, factors
influencing deals, and factors influencing the two footfalls and additionally deals. It has been
additionally watched that there is a requirement for an unmistakable conceptualization of specific
components. Analysts have conceptualized taken situational factors in an unexpected way. Some
have taken them as every one of the elements that exist at the season of going by and shopping
from shopping malls including the physical components, the design, work force conduct, time
accessible and so forth., though, others have taken physical elements and different shopping
malls traits independently and have considered situational factors as just containing factors, for
example, time accessible, cash accessible, predecessor state and so forth. Hence, there should be
a solitary measure for characterizing such kind of factors.

Overall, the study finds that there are no predominant differences between men and
women in their shopping experiences, choices and purchasing decisions. This is a healthy sign

for the enhanced role of women. However, there is a slight variation in opinions in case of
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purpose of visit, when men agreed they visit malls often for entertainment, but women agreed
they visit for entertainment occasionally. The research also proves that shopping malls are best
locations for socialization, especially for younger generation to hangout, spend quality time with
family, dine out other than shopping. The percentage of women job holders indicates that it is a
positive note for any growth and proliferation of shopping malls. Working women plays a key
role in purchasing decisions and enhancing the living standards. The study also proved the
strengthened spending capacities of middle and upper middle class families. Also the double
income in families is a good indication for survival of shopping malls.This investigation is a
survey based examination and the perceptions depend on the discoveries of different analysts and
not based on any essential information. In future, some observational research can be taken up to
find with reference to what degree a blend of these variables impacts the shopping conduct. The
reference examination has moreover found the importance of research papers in the field of

shopping centers interest and shopping conduct.

Conclusion:

It is seen from the study , with the change in the living style of the general population of
Chennai shoppers like to purchase from a place where the openness is higher and where they can
purchase everything under one rooftop. This has brought the hypothesis of Malls. Additionally
with the opening of the markets and hypermarkets in Malls shoppers get assortment of item at
aggressive costs. Customers not just regard Malls as a place to shop yet they regard it as a
cookout put where can appreciate utilizing the relaxation offices like multiplexes, gaming zones
and can even go for Window Shopping. Offices like Spa, Gyms, eating Joints are altogether
found in the Malls. This includes to the shopping background. All this adds on to the shopping
experience. Thus the study of consumer in shopping malls, the people interest and preferences in
shopping malls is consume commodities in medium prices addition ,attractiveness of the mall

prefer to go and buy in shopping malls
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