s

IJSREM
éﬁ International Journal of Scientific Research in Engineering and Management (IJSREM)
?ﬂ Volume: 09 Issue: 03 | March - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

Consumer Perception and Satisfaction in Shopping Malls: A Study on

Infrastructure, Design, and Marketing Strategies in Kozhikode

"Mr. Jithin Scaria, >Mr. Abdul Basith E, Mr. Adil Muhammed Ali M K, *Mr. Muhammed N K

!Assistant Professor, Department of Commerce — Finance, Nilgiri College of Arts and Science, Thaloor.

2Student, Department of B. Com — Finance, Nilgiri College of Arts and Science, Thaloor.
Abstract

This article explores the factors influencing consumer perception and satisfaction in shopping malls in
Kozhikode, focusing on infrastructure, design, and marketing strategies. The study aims to understand how
these elements impact the shopping experience and consumer behavior. Using a mixed-methods approach, the
research combines quantitative surveys and qualitative interviews to analyze consumer preferences and
satisfaction levels. The findings reveal that mall infrastructure, design, and marketing strategies significantly
influence consumer satisfaction, with recommendations provided for mall developers and retailers to enhance

the shopping experience.
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1. Introduction

Shopping malls have become integral to urban life, offering a blend of retail, entertainment, and social
experiences. In Kozhikode, the rise of shopping malls reflects the city's rapid urbanization and changing
consumer behavior. This study focuses on understanding how mall infrastructure, design, and marketing
strategies influence consumer perception and satisfaction. The research aims to provide insights that can help

mall developers and retailers improve the shopping experience and meet consumer expectations.
2. Literature Review

The literature review examines previous studies on consumer behavior, mall infrastructure, and marketing

strategies. Key findings include:
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. Mall Infrastructure: Studies by Laghari (2009) and Grewal et al. (2003) highlight the
importance of physical environment, cleanliness, and accessibility in shaping consumer satisfaction.

. Design and Ambiance: Turley and Milliman (2000) emphasize the role of lighting, music, and
layout in creating a positive shopping experience.

. Marketing Strategies: Chaudhary & Reddy (2015) discuss the impact of branding and
promotions on consumer behavior, while Kim & Ko (2012) explore the role of social media in enhancing

customer engagement.

3. Research Methodology

The study employs a mixed-methods approach, combining quantitative surveys with qualitative interviews. A
sample of 100 respondents from Kozhikode was selected using convenience sampling. Data was collected
through structured questionnaires and analyzed using SPSS software. Descriptive statistics, frequency

distribution, and inferential analysis were used to interpret the data.

4. Data Analysis and Findings

The analysis focuses on three key objectives:

4.1. Impact of Mall Infrastructure on Consumer Satisfaction

. Cleanliness and Hygiene: 40% of respondents strongly agreed that cleanliness met their
expectations, while 42% remained neutral. This suggests room for improvement in maintaining hygiene
standards.

. Parking Facilities: 54% of respondents agreed that parking availability influenced their
decision to visit malls. Inadequate parking spaces were identified as a major issue.

. Seating and Rest Areas: 84% of respondents strongly agreed that malls provided adequate

seating, indicating satisfaction with this aspect of infrastructure.

4.2. Role of Mall Design in Enhancing Shopping Experience

. Layout and Navigation: 51% of respondents found mall navigation user-friendly, but 32%
remained neutral, suggesting the need for better signage and accessibility.
. Aesthetic Appeal: 55% of respondents agreed that the interior design and aesthetic appeal of

malls contributed to a positive shopping experience.
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. Security Measures: 72% of respondents strongly agreed that security measures in malls made

them feel safe, highlighting the importance of safety in consumer satisfaction.

4.3. Influence of Marketing Strategies on Consumer Behavior

. Loyalty Programs: 57% of respondents strongly agreed that loyalty programs encouraged them
to shop more frequently, indicating the effectiveness of such programs.

. Social Media Engagement: 80% of respondents followed malls on social media for updates on
deals and events, emphasizing the role of digital marketing in attracting customers.

. Events and Activities: 75% of respondents strongly agreed that events hosted by malls made
their shopping visits more engaging, suggesting that experiential marketing is a key driver of consumer

satisfaction.

5. Discussion

The findings reveal that mall infrastructure, design, and marketing strategies play a crucial role in shaping
consumer perception and satisfaction. While respondents were generally satisfied with seating areas and
security measures, there is room for improvement in cleanliness, parking facilities, and navigation. Marketing
strategies, particularly loyalty programs and social media engagement, were found to be highly effective in

attracting and retaining customers.

6. ConclusionThe study concludes that mall developers and retailers in Kozhikode should focus on improving
infrastructure, enhancing design elements, and leveraging effective marketing strategies to boost consumer
satisfaction. Recommendations include upgrading cleanliness standards, introducing smart parking systems,

and organizing more events to engage customers.
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