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The Impact of ‘Ambience’ and Variety on
Consumer Delight: A Study on Consumer
Behaviour in Ahmedabad
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** D 503 Dev Sangam Apartments, Koteshwar Gam, PO Sabarmati, Ahmedabad

PURPOSE: The liberalization policy pursued by Indian government in retail sector has fueled the growth of malls in various
regions of the country. Shopping malls have become a part of a contemporary consumer shopping culture. Malls are attractive
locations which facilitate social interactions and entertainment. The fascination towards malls is driven by convenience,
entertainment, and assortment as they address the diverse shopping behavioral needs of the consumer. With the increase
in competition, one of mall managers’ primary goals is to retain current shoppers. The key factor in gaining market share and
developing sustainable competitive advantage is by making the shoppers loyal. This paper is an attempt to understand whether
the ambience and variety of a mall are factors which can lead to a positive consumer behavior translating from consumer
delight and ultimately increasing customer loyalty.

Methodology: We would be using a Structured Schedule to survey a sample size of 150 respondents, through convenience
sampling 50 from each of the three corporate malls of Ahmedabad namely Iscon Mall (S.G. Highway), Himalaya Mall (Gurukul),
Alpha One (Vastrapur).

Research Limitations: The research would be conducted only in the city of Ahmedabad.

Practical Implications: Shopping malls- appear to be in a mature phase of the retail life cycle where market shares and sales
may be leveling off. The challenges that face developers within this context are to become more consumer oriented. This paper
would be an attempt to study the impact of Ambience and Variety on the success or failure of a mall. Can better creativity in
the mall ambience and variety increase customer loyalty by ultimately delighting the consumer and giving them more than what
they perceived — is what this paper is attempting to explore.

Keywords : Consumer Behaviour, Malls, Ambience

INTRODUCTION

Retailing in India is one of the pillars of its economy and was
estimated to be at US$ 450 billion (Rs 22500 billion) in 2007,
(Mckinsey, 2007) to grow up to US$ 833 billion (Rs 41650 bil-
lion) by the year 2013 and reach US$ 1.3 trillion (Rs 65 trillion)
by the year 2019, at a compound annual growth rate (CAGR)
of 10% (Northbridge Capita, 2010). India has been ranked
fourth in a Global Retail Development Index of 30 developing
countries, and as one of the most attractive emerging retail
markets of the world (AT Kearney, 2011). As for India, retailing
contributes about 15% to its GDP and 8 % of the employment
(Mckinsey, 2005).

Organized retail is best represented by the malls, and they
are expected to grow at a frantic pace in metros, mini-metros
and spread to not just cities but also to semi urban and ru-
ral areas (Mitra, 2006). With the western retail markets being
saturated giants such as Wal-Mart, Carrefour and Tesco, and
single brand majors such as IKEA, Nike, and Apple are also
poised to enter India, one of the fastest growing retail market
of 1.2 billion people. (The Economist, 2008).

All this is leading to a shopping revolution in India, Currently,
India has a population of over 1 billion, and 60 % of her peo-
ple are under 30 years of age; 54 % of the population are
under 25 years of age, while 80 % are not yet 45 years old.
India has around 192 million households, about 6million of
which are ‘affluent,’ i.e., have household incomes in excess
of INR 215,000 (US $ 5,000) per annum. Another 75 million
households are in the category of ‘well off,” earning between
INR 45,000 (US $ 1,000) and INR 215,000 (US $ 5,000) per
annum. This means the majority of the population is young
and employed and has high purchasing power. The low medi-

an age of the population means a higher current consumption
rate, which augurs well for the retail sector. Consumer spend-
ing in India has grown at over 12 % since the mid-1990s, and
64 % of India’s GDP is accounted for by private consumption
(Marketing Whitebook, 2006, p. 109).

Over the last decade, average Indian spending has gone up
from INR 5,745 (US $ 130) in 1992-93 to INR 16,457 (US $
400) in 2003-04, and it is expected to grow around its trend
rate of 12 %. This is a sizable consumption base offering an
excellent opportunity for organized retailers.

All this is leading to a shopping revolution in India; the retail
industry is bound to be on an upswing. The number of malls
in the country are likely to swell to 280 in 2011-12 from 190 in
2010-11, and around 5 million sq ft of retail space was added
in 2010 and approximately 15 million sq ft of space is lined up
to get operational in 2011-2012 (TOI, 2010).

LITERATURE REVIEW

Intensive efforts have been made to find the relevant stud-
ies carried out on customer shopping experience in shopping
malls with entertainment centers. Only a limited study is avail-
able in this field especially in India. Asummary of the literature
reviewed is reported here.

Malls play a major role in consumers’ lifestyle (Terblanche,
1999). They have become not only a centre for shopping but
also a community centre for social and recreational activities
(Ng, 2003). Stores, food courts, restaurants, cinemas, chil-
dren’s play areas, interactive entertainment, social use areas,
relaxation spaces and promotional areas are now major com-
ponents of any mall (Terblanche, 1999).
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With the increase in competition, one of mall managers’ pri-
mary goals is to retain current shoppers (Babin and Attaway,
2000). The key factor in gaining market share and developing
sustainable competitive advantage is by making the shop-
per’s loyal (Jacoby and Chestnut, 1978; Wright and Sparks,
1999). No wonder that over the last decade mall loyalty has
become a topic of extensive research in retail marketing
(Pan and Zinkhan, 2006). Over the past few years research-
ers have examined mall ambience, store factors, and facili-
ties that contribute to mall patronage and attractions (Howell
and Rogers, 1980; Finn and Louviere, 1990; Finn and Lou-
viere, 1996; Swait and Sweeney, 2000; Darian et al., 2001;
Yavas, 2003; De Juan, 2004). To attract consumers, malls
combine traditional selling activity with other value-added
services which make them entertainment complexes (Csabe
and Askegaard, 1999). Malls are appreciated due to their the-
atrical and pretentious character (Belk and Bryce, 1993; El
Sayed et al., 2004).

For clearer understanding of the consumer behaviour to-
wards malls we require variable attributes of malls which in-
fluence the consumer behaviour of consumers towards these
malls. There are seven major mall attributes that influence
consumer behaviour (Bloch et al., 1994). They are catego-
rized as follows: Aesthetics, Escape, Flow, Exploration, Role
Enactment, and Social Convenience

Besides this some other relevant work in the field of retail
management are by Reimers and Clulow (2004) did a survey
to understand the importance of spatial convenience in shop-
ping strips and shopping centres .The findings yielded three
important insights (1) The shopping centre was found to offer
consumers’ greater spatial convenience (2) the findings also
said that if a shopping mall was unable to satisfy the needs of
a convenience-oriented society it lead to its gradual demise
(3) while the shopping strip may be at a competitive disadvan-
tage in terms of spatial convenience, market mechanisms.
Michon et al. (2005) explored the role of mall atmospherics
and its interaction effects of the mall environment on shop-
ping behavior. The results of the study indicate that ambient
odors positively influence shoppers’ perceptions only under
the medium retail density condition. Also that mood has lit-
tle direct effect on the perception of product quality. Wesley
et al. (2006) explored consumer decision-making styles and
mall shopping behavior using exploratory data analysis and
the comparative method. The results reveal that gender is
a prime antecedents associating with consumer decision-
making styles. Michon et al. (2008) identified the influence
of mall environment on female fashion shoppers’ value and
behaviour. The results indicate that mall atmospherics has no
or little effect on the utilitarian value of low- or high-fashion
oriented shoppers. Rajagopal (2009) has focused on the im-
pact of growing congestion of shopping mall in urban areas
on shopping conveniences and shopping behavior. The find-
ings reveal that the perspectives of shopping mall ambience
and shopping satisfaction effectively become a measure of
retailing performance, customer attraction and propensity to
shop for urban shoppers.

This review was gives us an understanding that a lot of sys-
tematic attempts has been made across the world on the vari-
ous factors which influence shopping behaviour, but research
has been performed keeping the Indian consumer and the
kind of Indian malls in mind

RESEARCH PROBLEM IDENTIFIED

The purpose of this paper is to understand whether the ambi-
ence of the mall has an impact on the selection of malls with
entertainment centre’s in Ahmedabad. This research also
aims to explore the difference in preferences on the basis of
gender, and also on the impact of external and internal vari-
ables on the choice of mall.

OBJECTIVES
The study has the following objectives:
1. To study the impact of Aesthetics on the selection of a mall

2. To determine the relative importance of criteria which in-
fluence the overall attractiveness of mall

3. To study the impact of gender on the external and internal
variables of the mall

4. The most popular mall in Ahmedabad.

METHODOLOGY

Most of the previous research on malls with entertainment
centers, focused only on one mall, this study has attempted
to conduct research across 4 different malls in Ahmedabad.
The data collection was conducted in the four major malls
of Ahmedabad Iscon Mall, Himalaya Mall, Acropolis Mall, Al-
pha One Mall all these malls, attract the urban middle income
consumers and they also fit commonly in terms of varieties
of entertainment offered such as size, shopping outlets, en-
tertainment outlets, theatres, rides for children, parking , ac-
cessibility etc.

The survey instrument used is structured personal interview
guestionnaire. Interview was conducted from a random sam-
ple of mall shoppers from each of these malls. The data col-
lection was done at major exits of the mall to complete the
questionnaire:

The questions focus on the following areas: average number
of visit, whether prominence was given to ambience, type of
shop, or parking; detail features of ambience; type of shops
and the overall rating of the mall

In all the malls the data was collected in the month of Febru-
ary 2012. The questionnaire was filled by some 213 shop-
pers of which only 200 were considered. The collected data
was analyzed using likert Scaling technique, simple ranking
method, percentage, chi square test, was used wherever nec-
essary.

RESULT AND ANALYSIS
Of the 200 sample size considered the male female break up
was as shown in Table: 1.

GENDER TOTAL
MALE 118
FEMALE 82
TOTAL 200
Table: 1

Frequency of Visit to Malls: Table: 2
FREQUENCY OF VISIT %
WEEKLY 56 28
MONTHLY 64 32
QUATERLY 08 4
UNPLANNED VISIT 72 36
TOTAL 200

Table: 2

Of the 200 people who were interviewed it was found that go-
ing to a mall was usually an unplanned affair, with the mood,
time and day and company playing a major role.

Prominence given to: before selecting a mall

PROMINENCE GIVENTO |MALE (% |FEMALE |%
AMBIENCE 32 27 |16 20
TYPE OF SHOPS 62 53 |60 73
PARKING 24 20 |6 7
TOTAL 118 82

Table: 3

Here in Table 3, it was found that both male and female’s gave
preference to the variety of shops in the malls as compared to
ambience, and another notable feature was that males also

198 = INDIAN JOURNAL OF APPLIED RESEARCH
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considered ambience and parking as a very important factor
in their decision.

Features of ambience which are considered attractive

FEATURES OF AMBIENCE |MALE |% |FEMALE |%
ELEVATION 10 8 |16 20
LANDSCAPING 22 19 |2 2
WINDOW DRESSING 20 17 |20 24
LIGHTING 66 56 |44 54
TOTAL 118 82

Table: 4

Both Male and females considered the Use of lighting/ Color
play/ comfortable sitting in the central area (lounge) as one of
the most important factor, but the other factors varied in both
the genders as shown in Table: 4. Males gave the second
preference to external landscaping outside the mall which
was the least important for females. Males felt that the eleva-
tion, size of the mall was of least importance, but this factor
was particularly important to females. Females also consid-
ered the kind of Window shopping as a very important factor
in aesthetics

To further understand the preference in ambience with re-
spect to gender we performed chi test

Importance of Parking

PARKING MALE % FEMALE %
YES 84 71 74 90
NO 34 29 08 10
118 82
Table: 8

In this analysis it was found that females consider the avail-
ability of parking as more important as compared to males
shown here in Table 8.

Ranking of the mall

RANK 1 |RANK2 |RANK3 [RANK4
ISCON MALL |24 30 34 16
HIMALAYA 31 27 36 7
ACROPOLIS |10 12 1" 62
ALPHA ONE 35 32 18 17

Table 9

On the basis of the simple ranking method Table 10 shows
the ranking of Malls in Ahmedabad:

ALPHA ONE 1ST RANK
Where Ho = The features of ambience are independent of
d HIMALAYA 2ND RANK
gender
A B C D ISCON MALL 3RD RANK
MALE 4 2 8 16 30 ACROPOLIS 4TH RANK
FEMALE 0 0 8 8 16 Table 10
4 2 16 2 46 able
Table: 5 CONCLUSION, LIMITATIONS AND DIRECTIONS FOR

The P value = 0.182685

This P value is higher that 5% of significance so Ho is
accepted

Type of shops which are considered

KIND OF SHOPS MALE |[% |FEMALE %
SHOPPING 46 39 |66 81
MOVIEPLEX 28 24 |6 7
EATERIES 28 24 |4 5
GAMING ZONES 16 13 |6 7
TOTAL 118 82
Table: 6

It was found that both Male and females preferred the options
available in shopping, i.e brands, variety, etc as a major factor
for selection of a mall, Males also gave importance to the type
of movieplex, and eateries. Whereas for females only the kind
of shops were important. Shown in Table: 6.

To further understand the preference in shops with respect to
gender we performed chi test

Where Ho = The type of shops selected are independent of
gender

Table: 7 A B C D

MALE 26 10 22 14 72

FEMALE 50 2 0 8 60
76 12 22 22 132

The P value = 8.44422E-08

This P value is lower than 5% of significance so Ho is rejected

FUTURE STUDY

Shoppers visit malls for shopping purpose and consider the
kind of shop, variety of brands available as a major source for
decision of the mall. Besides this they spend additional time
at food court, multiplexes ,stores in the mall The analysis con-
cludes that the type of shops in the malls were a major reason
for attraction among females, but for men the emphasis was
also on entertainment facilities, as well as food joints. But in
all the ambience and look of the mall doesn’t have much of an
appeal on the selection. The findings will help the owners of
shopping malls to meet the needs of the visitors of shopping
malls. It also serves as an encouragement to the store own-
ers in shopping malls to cater for the needs of the shoppers.

The study has the following limitations in terms of one loca-
tion considered for the study was only Ahmedabad, and that
the sample size was limited to 200.Therefore, generalization
of the findings requires enough caution. The researcher rec-
ommends that the study may be extended in the following
lines: by including large number of samples; covering all the
major cities in India; The comparative number of malls may
be increased. Besides this one can also include factors such
effect of age, average time spent, and average amount spent
etc, average distance traveled, activities within the mall etc.

INDIAN JOURNAL OF APPLIED RESEARCH = 199
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