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ABSTRACT

The intensity of rivalry in the retail market isghi and demands a need to manage shopping malls
appropriately and understand the general consueteaviior during visits at a shopping mall in terrhsheir main reasons for
visiting the mall and attitude in order to attrattopping mall visitors to visit these malls. Thergmse of the study
aimed to determine consumers’ main reasons fotingsithe shopping mall and their frequency of weisét the mall.
The study was conducted in three malls in Udaipty. & sample of 90 customers (30 from each mal§sveelected for
the present study. Questionnaire and interviewrtiggles were used for data collection. Frequencypandentage were used
for analysis of data. The findings of the studye@ed that the consumers visit the shopping mal wértain reasons in mind
and the frequencies of visits of these consumerg. ViEhe majority of the respondents were femalés55%), in the age
group 20-30 years (46.66%), had an annual famitprime 2-5 lakhs, engaged in private job, graduatespmst-graduates
equally, single (unmarried) and belonged to nucfearily (70%) Majority of the respondents visitdgetmall once a month
(31.11%) or once a fortnight (24.44%) to watch avimq60%), for shopping (51.11%) or visit an eaté49%). Mostly the
respondents visited the mall on weekends (55.55p@nt 3-4 hours in the mall (53.33%), preferred(44r44%) or 2-wheeler
(28.88%) for a visit and were accompanied by freerid2%) or family (28.88%). This study contributesthe current
literature and provides valuable information toailets and shopping mall managers, with regard tarketing

communications and marketing strategies that aimd@ase the frequency of visits of consumerkashopping mall.
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