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Abstract 
This study is two pronged; at one level it explores the role of various 

mall promotion schemes towards building the image of shoppers. 

Secondly, it attempts to explain whether this type of promotion can 

influence the mall patronage. The study is conducted in Lakeside 

shopping Centre being one of the biggest regional Shopping Centers in 

the UK with a retail area of more than 1430000 square feet. This study 

uses the mall intercept technique to collect the data using a 

questionnaire. The study finds that Mall attitude and mall patronage is 

influenced by three major factors; mall atmosphere, mall sales 

promotion and mall assortment. It was also found in the study that, 

price based promotion is important, however mall management cannot 

ignore non-price based promotion. Particularly, for developing a 

positive attitude towards mall, atmospherics and mall assortment is 

more important than price based promotion. 

 

Keywords: Sale Promotion, Shopping Malls, Shopping Environment, Merchandising  

 

I. Introduction 
Retailing is an important sector in the UK economy. It employs over 3.1 million 

people, which is equal to 11% of the total UK workforce and contributing over 70 billion 

GBP annually (Anagboso & McLaren, 2009). Retail sector of the UK generates 

approximately 8% of GDP of the country (“Ethnic Minorities and retail sector”, 2010). 

According to the U.K. Center of Retail Research, (2013) though consumer spending in 

high street retails has shown a growth of 12% since 2006 however it was outstripped by 

operating costs of the retail stores. This has triggered the use of better promotional 

strategies at retail level.  
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Shopping has become more than an economic transaction, where consumers seek 

more than just purchase of the merchandise. These shopping malls serve economic as 

well as social needs of their shoppers, where they not only shop but spend time with their 

friends and family as well.  

 

In recent years, due to rise of e-commerce, the business in the high street shopping 

is badly affected (Rigby, 2011). The However an appropriate business strategy may help 

surviving these malls. This paper suggests that to attract more traffic in malls, the mall 

management should not rely solely on the promotional strategies at the retailer level, 

rather they should take an initiative to design promotional program for the mall. Price 

reductions and price discounts can be a help to gain consumer confidence, however it is 

difficult to deal with economic pressures only with the help of price reduction (Parsons, 

2003). LeHew and Fairhurst (2000) emphasized creating differentiation for malls through 

promotion at mall level, which may stimulate merchandize sales. 

 

In addition to price promotion there are some other sales promotion techniques that can 

increase spending and visit to malls. Seth and Randall (2008) suggest that the current 

recession would not persist for good; therefore retailers should look for factors other than 

price too. Image related activities may also be important to encourage consumer visits 

and spending to malls (Rajagopal, 2008 and Goldsmith & Amir, 2010). 

 

Research studies at mall level reveal that good image and customer patronage are 

important factors to increase sales (Chebat, et al., 2010; Reynolds et al., 1999). To 

develop better image and customer patronage, factors like retail assortment (Bhatnagar & 

Syam, 2014), Mall atmospherics (Massicotte,et al. 2011; Gilboa & Vilnai-Yavetz, 2013), 

and price promotion (Khare,et al., 2014) are vital.  

 

II. Literature Review 
Definitions of shopping malls are discussed by different researchers in retail 

marketing. Kotler and Armstrong (2006, pp. 407) defined shopping mall as: “a group of 

retail business planned, developed, owned, and managed as a unit” whereas Warnaby 

and Yip (2005) said: “planned retail developments comprising various retail outlets 

which are under one freehold ownership and managed and marketed as a unit”.. Various 

facilities are available in shopping malls like On-site parking. They are in different sizes 

and styles, characteristics of the market help to decide the trade area which is served by 

the Centre (Miller, 2010). 

 

Regardless of their sizes, they are not only shopping malls but also leisure Centers 

for customers. Visitors spend time with their friends and family to enjoy various activities 

in shopping malls, while, some buyers come to malls for passive search for some future 

buying (Kamarulzaman & Lih, 2010). In fact, general shopping malls are the places, 

where shoppers come for the experience (Haytko & Baker, 2004) and the side shopping 

malls are visited by the customers for their most desired retailers (Dholakia, 1999). As a 

result of this, selection of shopping malls has remained a popular topic of study for retail 

and marketing researchers (Warnaby and Yip, 2005). 

 

A. Sales Promotion at Shopping Mall 

Shopping malls operate in a highly competitive environment in which malls are 

experiencing declining customers and over capacity. Sales promotional efforts help malls 
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to differentiate their image in the eyes of customer leading to increased mall traffic and 

more product buying (LeHew and Fairhurst, 2000). In addition to this, the changing 

customers base is stimulating management of shopping malls to understand needs and 

wants of various segments in heterogeneous customers market in a better way (Levy and 

Weitz, 2001; Dunne et al., 2002) making the use of sales promotions efforts more 

uncertain in achieving desired goals. 

 

A vast majority of shopping malls offer similar product and store mix to their 

shoppers. Therefore, competition amongst various malls is increasing as compared to 

other retailing types (Kirkup and Rafiq, 1999), so there is an increasing need for the 

management of malls to market their mall effectively. It has also been found that 

shoppers visit malls for utilitarian benefits and value expressive reasons which help 

create differentiating opportunities for malls with the help of promotional activities  

(Roy, 1994). 

 

Store patronage increases with sales promotions or special sales support created 

by marketing efforts of organizations (Bagozzi et al., 1998). Scholarship in sales 

promotion has found that shoppers consider malls more than a shopping place, as many 

view it as a source of entertainment and experience (Chebat et al., 2010). The literature 

also exhibits that consumers typically buy products for utilitarian or hedonic reasons by 

creating a market where sales promotional activities help to differentiate the malls and to 

attract repeat visits of the customers (Reynolds et al., 1999). 

 

Shoppers with more focus on non-utilitarian benefits also get inspiration from 

priced promotional activities, similar to those customers who are more inclined to buy 

based upon instrumental values, and therefore it is important for the management of 

shopping malls to attract all type of visitors (Parsons, 2003). 

 

Therefore, in addition to sales and mall promotion, they should also look for 

alternative approaches to attract shoppers for example; store atmospheres, cross category 

assortment and within category assortment (Clement, 2007; Wirt et al., 2007). In the 

section below, various promotional activities are discussed that can attract shopper to a 

mall.  

 

B. Price Promotion at Shopping Mall  

Mall-wide sales offers are one of the price based sales promotion efforts at 

shopping mall level, offering discounts, free gifts or gift vouchers to the shoppers when 

they  shop  in the malls, . Such events are promoted by the management of shopping mall 

and the store(s) in the malls.  It helps provide opportunity to build relationship with 

shoppers. In shopping malls a popular source of attraction are lotteries and winning 

competitions, however these are considered as non-price promotions (Peattie, 1998), but 

in case of mall shopping, the winning gifts are same as price benefit, therefore they can 

also be treated as price promotions (Chebat et al, 2006). 

 

Scant literature is found to measure efficiency of price based sales promotion in 

the malls, on the other hand normal retail studies point that such promotional activities 

influence the frequency of mall visits (Parsons, 2003; Chebat at al., 2010), consequently 

as number of visits increases, sales would also increase. 

C. Store Atmosphere as Promotion Tool   



1170      Pakistan Journal of Social Sciences Vol. 35, No. 2 

Atmospherics is a term commonly referred to as aesthetics (Frasquet et al., 2001) 

which is created by the environment and ambiance of the outlet which is a key 

determinant of consumer patronage (Newman and Patel, 2004). It was found that in 

apparel stores the atmospherics can persuade shopper orientation to visit which leading to 

more patronizing behavior (Scarpi, 2006). 

 

Moye and Giddings (2002) express that components of store atmospherics are 

likely to create an impact on the shopping behaviors of consumers directly. Store 

atmospherics for shopping malls include five items: decoration, ambience, music, color, 

and layout (Kamarulzaman & Lih, 2010). The architectural design of malls generates 

high level of shoppers’ excitement towards mall, whilst interior décor strongly influences 

duration of stay of shoppers in the malls. 

 

Paulins and Geistfeld (2003) found that to remain competitive, retailers of women 

apparel should bring changes to atmospherics. They further argued that reliance on 

merchandizing and display of fixture is not sufficient to attract shoppers, rather they 

should also pay attention to other components of store design, like flooring, walls, music, 

aromas and temperature, etc. Diamond and Diamond (1996) pointed out that a few 

fashion retailers adopt some conceptual designs such as a minimalistic theme, a 

residential concept, or some other thematic approach. Retailers and management of mall 

can use these environmental factors as component of their strategy. It is also mentioned 

that the store environment, backdrop, or atmospherics can serve as a tool to influence 

shoppers’ behavior and their liking towards stores (Solomon and Rabolt, 2009). 

 

D. Product Assortment   

 Merchandising is another factor that can influence shoppers to pay visit to 

shopping malls. Merchandising is selection, quality or assortment of products, fashion 

and styling of merchandise (Lindquist, 1974; Kamarulzaman & Lih, 2010). 

Merchandising also helps a mall to attract shoppers revisit their mall in comparison to 

other competitors (Beatty et al., 1996). So it can be inferred that malls with wider 

merchandise have power over narrower merchandising. In the same way malls having 

more variety of stores would attract shoppers more than the malls having fewer 

assortments of stores (Chebat et al.,  2010). 

 

 Buyers while planning visits to a mall always consider ease and convenience for 

shopping. Shoppers also consider cross-category store assortment in their decision 

criteria (Chebat et al., 2010). In addition shoppers favor those malls having more within-

category assortment as compared to those malls with low within-category assortment. 

Within category assortment means that how many a certain type of stores are (i.e., 

clothing stores, electronic stores and jewelry stores etc.) in a particular mall. 

Additionally, sufficient evidence has been found that within-category and cross 

assortment in the shopping malls influence shoppers behavior (Nicholls et al., 2002; 

Yavas, 2001). 
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III. Conceptual Framework  
 

Figure 1:  Strategies of Mall Promotio 

                                                 

 

a)  Research Objectives 

 

 Based upon the discussion above, following broad question were framed for this 

research study. 

 

 Point of sales promotional activities can influence image of malls in the eyes of 

staff working in various stores of Lakeside shopping Centre. The most of regional 

shopping malls offer similar store and product mix to their customers (Burns and Warren, 

1995; Wakefield and Baker, 1998).  So the study focuses; 

 

A. To explore the influence of point-of-sales promotion on perceived image of 

Lakeside shopping mall 

 Sales promotion can take different forms; in some cases sales promotion offers 

some saving or economic benefits, for the consumers. In some other cases, sales 

promotions targets emotional motives and these motives can be more relevant to value 

expressive benefits or consumer aesthetics. Therefore, shopping malls use various 

promotion tools like entertainment and leisure events at the mall level (e.g. Kim, et al., 

2004; Parsons, 2003) to attract shoppers. So it is worth inquiring to find out relationship 

between non-price based promotions with perceived image of shopping mall. 
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B. To explore role of non-price related promotion on perceived image of Lakeside 

shopping mall 

 Beatty et al. (1996) and Chibat et al. (2010) are of the view that product assortment 

and product variety can also contribute towards perceived image of a shopping mall. 

Therefore present study also looks to: 

 

C. Explore impact of product assortment and merchandising on perceived image of 

Lakeside shopping mall in present economic downturn. 

 Mall atmospherics can also influence store traffic, atmospherics include physical 

environment of shopping malls. There are five major atmospheric items: decoration , 

ambience, color, lay out and, music (Kamarulzaman & Lih, 2010). So the study also 

focuses on Exploring impact of mall atmospherics on perceived image of Lakeside 

shopping mall in present economic downturn. 

 

IV. Research Methodology 
 The study on hand focuses on measuring influence of promotional activities at 

mall level on store patronage. In this research study, quantitative research technique 

"survey through questionnaire" was used to comprehend more objective and impersonal 

results. According to Dillman (2000) survey method is the best way of obtaining valid 

responses to questions. So, this survey questionnaire method measured the responses on 

four variables (Sale promotion, price promotion, store atmosphere, product assortment) 

affecting toward shopping mall.  

 

 This study also focuses on influence of mall atmospherics, price promotion and 

product assortment on attitude of customers towards mall, in this case Lakeside shopping 

mall, and mall patronage. Mall atmospherics, price promotion and product assortment are 

explanatory or independent variables and mall attitude and mall patronage are response or 

dependent variables. 

 

A. Mall Atmosphere 

 Mall atmospherics are measured by 4 items measured on 7 points semantic 

differential scale. Mall atmospherics are measured in terms of extent to which 

atmosphere of mall is considered as stimulating, entertaining, cheerful or colorful by the 

consumer. On negative side, boring, dull, depressing and drab were used, as discussed by 

Chebat et al. (2010). 

 

B. Price/Promotion  

 Price promotion was measured by 6 items, on a differential scale of seven points. 

The promotional efforts were measured on value of money, having good promotional 

offers, offering discounts, entertainment for shoppers, free gifts and free merchandise 

(Laroche et al., 2003; LeHew and Fairhurst, 2000; Dunne et al., 2002). 

 

C. Cross Category Assortment: 

 Cross category assortment was measured by 6 items, on a differential scale of 

seven points. These factors were measured with the help of limited or wide assortment, 

good or poorly stocked stores, and variety of stores, outdated or newly styled products, 

high or low quality of products and mall having good or average brand names 

(Kamarulzaman & Lih, 2010; Nicholls et al., 2002; Yavas, 2001). 
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D. Mall Attitude and mall Patronage  

 Mall attitude and mall patronage was measured by 4 items, 2 items for each 

variable, on a differential scale of seven points. Mall attitude was measured on liking or 

disliking of mall. Two questions were asked to ensure reliability. Mall patronage was 

focused on frequency of mall visits, as described by (Chebat et al., 2010) 
 

V. The Model 
 With the help of above discussion, following models can be developed for the 

study. 
 

Mall Patronage = α + β1 Mall sales promotions + β2 mall atmospherics + β3 Store 

assortment in mall 
 

Mall Attitude = α + β1 Mall sales promotions + β2 mall atmospherics + β3 Store 

assortment in mall 
 

 The above explained models, actually attempt to measure the influence of mall 

promotions, mall atmosphere and mall assortment in terms of stores on mall patronage 

and attitude towards malls. Mall patronage is more related to visiting the store, high mall 

patronage is visiting the mall more frequently and vice versa (Ogle et al., 2004; Kim et 

al., 2010), while mall attitude is more relevant to  overall feeling of shoppers about the 

mall in terms of liking or disliking (Kuruvilla and Joshi, 2010; Shim and Eastlick, 1998). 
 

VI. Data Collection Method  
 For the current study, survey technique was used to measure attitude of 

respondents towards mall with reference to sales promotion. Survey technique is useful to 

collect qualitative data that can be analyzed quantitatively (Saunders et al., 2007). The 

selection of this technique was also made in the light of other researches published for 

example, Chebat at al., 2010; Laroche et al., 2003, and Parsons, 2003.  
 

 Data was collected in April 2012 with the help of close-ended questionnaire, 

measuring the constructs given above. The data was collected from shoppers visiting 

Lakeside shopping Centre, UK. For this study, convenience sampling has been used. In 

the absence of population frame, convenience sampling can be a useful approach for 

sampling (Bryman and Bell, 2007).  Mall intercept technique was used to collect data. 

Total 225 questionnaires were given to the shoppers visiting Lakeside Shopping Centre. 

177 questionnaires were returned by the respondents. Out of these 177 questionnaires, 

136 questionnaires were complete and were in a position to be used for further 

processing. 
 

VII. Data Analysis 
 Out of 136, 73 respondents were females and 63 were males, which make 53.7% 

and 46.3% respectively. Age of respondents was distributed in 5 different groups. 52 

respondents were less than 20, 37 respondents belong to age group 21-28. Only 8 

respondents were of age group between 29-35, 19 respondents were between 36 to 47 

years. 20 respondents were of age between 48 to 60 years. The largest proportion of 

respondents were from first 2 groups i.e. less than 20 and between 21 to 28, which make 

89 out of 136, and in percentage terms, these two groups contribute 65.4% of the total 

sample. 
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 52 respondents expressed that they were single, 77 out total 136 were married or 

living with partner, 07 were divorced or widowed at the time of data collection. Married 

or living with partner was the largest group with 56.6% representation in the total sample. 

Respondents with single status were 38.2%, and 5.1% were divorced or widowed. 11.8% 

had income 21,000 to 30,000, while income group 31,000 to 45,000 GBP contributed 

21.3%, and income group of Above 45,000 GBP contributes 22.8% of the total sample. 

 

 In the appendix1, mean values of all items measuring consumer response about 

mall atmospherics, sales promotions at mall level, mall assortment, shoppers’ attitude 

towards mall and mall patronage are presented. Mean value of four items measuring mall 

atmospherics is 4.94. Mean value of four items measuring mall sales promotions 4.98. 

Mean value of four items measuring mall assortment of stores is 4.97. Now coefficient 

Alpha's values should be collected for internal consistency or reliability estimates of the 

data. According to Nunnaly (1978) it is important to have alpha value more than 0.7. 

Cronbach's Alpha in this case was measured as, .97 for these 16 items, which exceeds the 

.70, so we can infer that there is sufficient evidence of internal consistency of the data. 

 

 In the first part of study, two models were presented; one model is to measure 

influence of 3 promotional components: store atmospherics, sales promotion and 

assortment at mall level on mall attitude. The other model was to measure influence of 

these predictive variables on mall patronage. In the following section, these models are 

tested using linear regression. Model summery, ANOVA, t-test and co linearity statistics 

are presented. Model has three predictive variables, regressed using backward method. 
 

Table 1:  Model Summary of influence of promotional efforts on mall attitude at 

Lakeside Shopping Mall 
Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .965
a
 .931 .929 .50837 

2 .965
b
 .931 .930 .50653 

a. Predictors: (Constant), overall mall assortment, Overall mall atmosphere, overall sales promotion at mall level 
b. Predictors: (Constant), overall mall assortment, Overall mall atmosphere 

 

 In the Table 1, model summary of mall attitude is presented. Backward method of 

regression firstly included 3 predictive variables; R square of first model is .93. The 

second model included 2 variables and excluded one variable. R square of second 

proposed model is .93. With this value of R Square, it can be inferred that 93% variation 

in the model is explained by these 2 predictive variables. 
 

Table 2:  ANOVA of influence of mall promotions on mall attitude (Backward 

Method) 

Model 
Sum of 

Squares 
Df Mean Square F Sig. 

1 

Regression 459.651 3 153.217 592.864 .000
a
 

Residual 34.113 132 .258   

Total 493.765 135    

2 

Regression 459.640 2 229.820 895.718 .000
b
 

Residual 34.125 133 .257   

Total 493.765 135    
a. Predictors: (Constant), overall mall assortment, Overall mall atmosphere, overall sales promotion at mall level 
b. Predictors: (Constant), overall mall assortment, Overall mall atmosphere 
c. Dependent Variable: attitude towards mall 
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 After calculating R square it is important to run f-test to see, if predictive variables 

are significant in determining the model. In the table 2, analysis of variance (ANOVA) is 

presented. F value of first model is 592.864 with significance level 0%. So it can be 

inferred that, all or at least one variable in the model is significant. The second model 

also provides similar results, as the model has F-value 895.718 with significance level 

0%. 

 

 In the table 3, linear regression of influence of three predictive variables on mall 

attitude is presented using backward method. First model included all three variables.  

Mall atmosphere and mall assortment are significant, with 0% level of significance. Beta 

coefficients of these two variables are .829 and .56 respectively. Sales promotion at mall 

level is insignificant. Second proposed model, however have only 2 predictive variables, 

i.e. Mall atmosphere and mall assortment, making this model more significant. 

 

Table 3: Linear regression model of influence of mall promotions on mall attitude 

(Backward Method) 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B 
Std. 
Error 

Beta Tolerance VIF 

1 

(Constant) -1.748 .232  -7.53 .00   

Overall mall 
atmosphere 

.829 .114 .479 7.24 .00 .120 8.36 

Overall sales 
promotion at mall level 

.040 .192 .028 .20 .83 .030 33.73 

Overall mall 
assortment 

.560 .125 .482 4.48 .00 .045 22.07 

2 

(Constant) -1.736 .224  -7.75 .00   

Overall mall 
atmosphere 

.844 .091 .488 9.28 .00 .188 5.30 

Overall mall 
assortment 

.583 .061 .502 9.56 .00 .188 5.30 

a. Dependent Variable: attitude towards mall 

 

 The other issue in the model is co linearity, first proposed model shows, high level 

of co linearity, as VIF for overall sales promotion is more than 33. Simple way of dealing 

with co linearity issue is excluding the variables, as proposed model 2 automatically 

excluded this variable from the model. So, co linearity issue is resolved in the second 

proposed model, and both variables have VIF 5.3, which is less than 10 (Allison, 1999). 

 

Table 4:  Excluded variable in the model predicating influence of promotional 

factors on mall attitude 

Model 
Beta 

In 
T Sig. 

Partial 
Correlation 

Collinearity Statistics 

Tolerance VIF 
Minimum 
Tolerance 

2 
Overall sales 
promotion at mall 
level 

.028
a
 .208 .836 .018 .030 33.735 .030 

a. Predictors in the Model: (Constant), overall mall assortment, Overall mall atmosphere 
b. Dependent Variable: attitude towards mall 
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 In the Table 4, data about excluded variable in model 2 is presented. Overall sales 

promotion was excluded from the variable, being insignificant, and VIF more than 33, 

which is quite higher than 10. 

 

 With the help of data, we can develop this model: 

 

Mall Attitude = - 1.7 + .84 Mall atmospherics + .58Store assortment in mall 

SE:   (.224)  (.091)   (.061) 

R- Square: .93 

 

 The patronage was explained with the help of mall atmospherics, mall assortment 

and price promotion. The model summary and other statistics are presented in the section 

below.  

 

Table 5:  Model Summary of influence of promotional efforts on mall patronage at 

Lakeside Shopping Mall 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .960
a
 .921 .920 .51996 

a. Predictors: (Constant), overall mall assortment, Overall mall atmosphere, overall sales promotion at mall 

level 

 

 In the table 5, model summary of mall patronage is presented. Backward method 

of regression firstly included 3 predictive variables. R square of proposed model is .92. 

With this value of R Square, it can be inferred that 92% variation in the model is 

explained by these 2 predictive variables. This model was regressed on all three 

predictive variables, which represents that all three variables are significant. 

 

Table 6: ANOVA of influence of mall promotions on mall patronage (Backward 

Method) 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 417.953 3 139.318 515.310 .000
a
 

Residual 35.687 132 .270   

Total 453.640 135    
a. Predictors: (Constant), overall mall assortment, Overall mall atmosphere, overall sales promotion at mall 
level 

b. Dependent Variable: mall patronage1 by customers 

 

 After calculating R square it is important to run f-test to see, if predictive variables 

are significant in determining the model. In the table 8, analysis of variance (ANOVA) is 

presented. F value of model is 139.318 with significance level 0%. So it can be inferred 

that, all or at least one variable in the model is significant. 

 

 In the table 7, linear regression of influence of three predictive variables on mall 

attitude is presented using backward method. Model included all three variables i.e. mall 

atmosphere, Sales promotion at mall level and mall assortment, and all three variables are 

significant, with 0% level of significance. Beta coefficients of these three variables are 

.56, -.68 and 1.25 respectively. 
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Table 7:  Linear regression model of influence of mall promotions on mall 

patronage (Backward Method) 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

Collinearity 
Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) -.479 .237  -2.019 .046   

Overall mall 
atmosphere 

.567 .117 .342 4.841 .000 .120 8.367 

Overall sales 
promotion at 
mall level 

-.683 .197 -.492 -3.472 .001 .030 33.735 

Overall mall 
assortment 

1.252 .128 1.125 9.810 .000 .045 22.071 

a. Dependent Variable: mall patronage1 by customers 

 

Table 8:  Linear regression model of influence of mall promotions on mall 

patronage (Excluding Sales promotion) 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

Collinearity 
Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) -.685 .239  -2.867 .005   

Overall mall 
atmosphere 

.321 .097 .194 3.307 .001 .168 5.306 

Overall mall 
assortment 

.866 .065 .778 13.296 .000 .178 5.306 

a. Dependent Variable: mall patronage1 by customers 

 

 Sales promotion at mall level is significant; however, it is plagued with co 

linearity. So another model is run excluding sales promotion. With the help of this data it 

can be inferred that, there is no more co linearity issue in the data after excluding sales 

promotion therefore, we can propose following model. 

 

Mall Patronage = - .47 + .32 Mall atmospherics - .68 Sales Promotion + .86 Store 

assortment 

SE:   (.23) (.11)        (.19)    (.12) 

R- Square: .91 

 

VIII. Discussion and Conclusion  
 Mall attitude and mall patronage is influenced by three major factors, as studied in 

this research. These explanatory variables are mall atmosphere, mall sales promotion and 

mall assortment. Mall management has two choices, they can offer price based 

promotions or/and non-price based promotions (Kim, et al., 2004; and Parsons, 2003). 

Non-price based promotion includes different factors, such as atmospherics 

(Kamarulzaman & Lih, 2010) and mall assortment (Beatty et al., 1996; Chibat, et al. 

2010). The study tells us that, price based promotion is important but non-price based 

promotion can’t be ignored as well. Particularly, for developing a positive attitude 

towards mall, atmospherics and mall assortment is more important than price based 

promotion. Results showed that, atmospherics and assortment are significant at 5% level 

of significance, with positive beta coefficients i.e. 0.84 and 0.58 respectively, while mall 

sales promotions are not significant at 5% level of significance. The model has R-square 

more than .9, that means these two variable explain more than 90% variation in 
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developing mall attitude. On the other hand, similar results were found for mall patronage 

too. Mall patronage is also influenced by mall atmosphere and mall assortment, with 

positive beta coefficients, i.e. .68 and .32 respectively. Both these variables are 

significant at 5% level. While, sales promotion was insignificant. 

 

 In the earlier section of this study, it was explained that, UK is passing through a 

bad economic situation, and it was also assumed that perhaps due to economic situation, 

shoppers may be more concerned about poor economy, and they may give more weight 

to price-based promotions. However, statistical data exhibited opposite results. Similar 

glimpses were also found in the recent market news, where various market reports 

showed gains in the retail market particularly after Christmas. Guardian, (January 10, 

2012) daily Telegraph on (January 10, 2012) observed positive trends in retail market, 

however they are also of the view that this situation will not persists, as this positive 

change in the market is result of seasonal variations and market may fall in coming 

months. 

 

 Price based promotions are important but not sufficient to deal with the economic 

slowdown (Parsons, 2003). Evidence has been found in this study that, price reduction is 

not significant factor in determining mall attitude and mall patronage.  Rajagopal (2008) 

and Goldsmith and Amir (2010) mentioned that, management of retail market should also 

get involved into image related activities for better image and patronage. Seth and 

Randall (2008) are of the view that, current recession is not an enduring phenomenon, so 

retailers should not just focus on price. Mall atmospherics and mall assortments were 

found important in determining shopper behavior towards mall in this study. 

 

 The mall patronage and mall attitude were also measured for different sets of 

sample, as males give more importance to price based promotions as compared to 

females, in developing mall image. Price based sales promotion is the only significant 

determinant towards developing mall image for married respondents, while for single 

respondents, other three factors were found significant in determining mall patronage. 

Some variation was also observed in the sample groups of respondents with or without 

having kids. Those who have no kid, mall atmosphere, sales promotion and assortment 

were significant to determine mall patronage, while those having kids only mall 

assortment is significant in determining mall patronage. 

 

 IX. Future Research   
 No research is complete and perfect. Every researcher comes across various issues 

during the study, and this study was no exception. This study focused on getting opinion 

of shoppers visiting Lakeside Shopping Centre, UK. This provides one point of view, as 

management of various stores operating in the mall is also a stakeholder in this issue. 

Another study can be conducted to measure opinion of retailers and retail workers in the 

mall about mall attitude and mall patronage. 

 

 This study used a predetermined scale to measure response of shoppers about 

promotion activities. Though internal consistency of scale is high, however researchers 

believe that a qualitative study might be conducted to develop a scale to measure store 

patronage and store attitude. For this purpose in-depth interviewing or focus group can be 

conducted to develop a valid and reliable scale to measure mall patronage and mall 

attitude. 
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Appendix 1:  Mean values of items measuring mall atmosphere, mall promotions 

and mall assortment 
No. Item Mean 

1 The atmosphere of this mall is stimulating 4.94 

2 The atmosphere of this mall is entertaining 5.18 

3 The atmosphere of this mall is cheerful 5.15 

4 The atmosphere of this mall is colourful 4.93 

5 Most of the products in this mall have a great deal of value for the money 4.43 

6 Most of the stores in this mall have good promotional offers 4.54 

7 Stores offer discounts in the mall 4.99 

8 The mall offers entertainment opportunities for customers 5.21 

9 Stores in the mall offer gifts for their customers 5.19 

10 I got free merchandise from the stores in mall 4.99 

11 This mall has a wide assortment of products and services 4.66 

12 This mall has well stocked stores 4.65 

13 This mall does not lack variety in specialty stores 5.32 

14 Most of the products are fashionable in this mall 4.97 

15 The quality of the products available in this mall is high 4.65 

16 This mall has good brand names 5.54 

17 I am very fond of Lakeside shopping mall 2.22 

18 I don’t like it a lot 5.32 

19 I visit shopping mall a lot 5.2 

20 I visit shopping mall  very infrequently 2.84 
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