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ABSTRACT 

The emerging trend in retail busine m r nt ar is the shopping malls. Many retailers 

prefer operation of their busin i Sf it the xistence of other retail outlets. It 

becomes interesting to d t 11nin ht \\ th 1 t;l' dvc these malls. This study was in 

response to thi nc d. 

T uchi ·v · th · ·tt~l d t)l j 'ti\ c. a de criptive study was conducted on the retailers in 

Nairobi's tlu · • ·h ppin m:Jil . The population of interest in this study comprised of 

retailer· in Nair bi · three hoppmg malls, namely Yaya Center, Sarit Center and Village 

Mark 'l). ccording to the numbers as provided by the respective management offices of 

the mall a at September 2006, there were 357 (Yaya Center, 97; Sarit Center, 123; and 

Village Market, 137). Stratified sampling was used to sample the respondents from each 

of the three malls. From the defined strata, random selection was done to identify the 

respondents to be used for the study. Primary data was collected using a semi-structured 

questionnaire administered personally by the researcher. Frequencies, percentages, means 

and standard deviations were used to analyze data. 

The findings were that most retailers perceived proximity of the shopping malls to the 

city center to be of little significance when deciding where to establish their business. 

Shopping malls are highly perceived on the security that retailers are guaranteed with 

their wares. This implies that retailers would prefer to operate in a shopping mall that 

provided a safe, con enient and attractive place for shopping than its location, number of 

servic s provtded in the mall or the number of customers patronizing the mall . o a 

rnodcr tc tent, shopping mall are bound to be perceived on the strength of th ir 

numb r of crvice provided. lt at o emerged that the r tailer p rceiv d th 

b in p troniz b hopp r ofh u hold g d . 

In r: r t tumo r r th lin • in h u hold l n d 

p rt r m r I in n th •i itin th m II 1 rim ril r 

m 

II 



Despite the findings, the study had om limit ti n . ome of the targeted respondents 

had a negative attitude toward th tuj '· A a n.: ult, it was not possible to get the 

targeted figure owing to th C t th: l ll 1 n d difficult to convince a good number of 

them to participate rn th t 

It wa suggcstl'd thut thi tu y approached the issue of perception of shopping malls 

fr 111 th ' point 0 (' Vl \\' f l tailer . Another study Ought to be done from the point of view 

of u ·tonur who patronize the different shopping malls so as to ascertain their 

perception of the arne. 

Ill 



1.1 Background 

CHAPTER ONE 

INTROD TTON 

Organizations depend on th mit nm nt a a s urcc of inputs in the form of resources 
and as an outlet fot th ·it llltput . in • th organization initially has to interact with its 
environment, it 111\1 ·t th t tabli h a match between itself and its environment of 

peralion ( P~:ur ·~: and R n. 1999). In the 21st century, the growing population of 
higher inc me dem graphi groups and the growing consumer desire for live-work-play 
envir nmcnt are c ntributing to the growth in mixed-use developments. While valuing 
cfficienc , con urners are also driving the demand for more experience-based leisure 
activities such as entertainment and dining out and more social activities such as 
interacting with each other and feeling part of a community. In terms of a geographic 
shift, the population in metropolitan areas is increasing faster than in non-metropolitan 
areas. These demographic, lifestyle, and geographic factors support the need to develop 
successful mixed-use developments (Springer et al., 2005). 

Kotler (2000) noted that as a result of major societal forces such as technological 
advances, globalization, regionalization and deregulation, the market place is radically 
changing o er time. The environment is constantly changing and so it makes it 
imperative for organizations to constantly adopt their activities in order to succeed 
(Ansoff, 19 7). Forces of demand and supply are being defined on the basis of variety 
other factors at play. The fast-changing global business environment has led to more 
competition, increa ed ch01ce for consumers, lo\ver prices and lower margins. 

In th current liberalized economy, arious companies have been faced with a 1 t of 
com1 titi n nd thi h called for them to come up \'-'ith trateg1e to defend their market 

' II their cu tomer ati fie . a rc ult, the ha t up in-hou 

m1 titiv 

.K ll_' 1\ 

h liz tl n ' min i I 



some companies are focusing on their marketing mix clements such as the price, place, 

promotion and product. Consideration tht: 'pia c" clement of the marketing mix has 

led to the establishment of shoppmg mall t th r pcctive traders. 

Retailing, the m rchundisin • 1 ·1 t ( C marketing, includes all activities required to sell 

directly to consuu1 ·1 · I'H th i1 1 r nal non-business use. Retailing can take many forms: 

g ods or s~.,;rvtt · ma ' · ld in per on, by mail, telephone, television or computer or 

even through vcndin, ma hine . These products can be so ld on the streets, in a store or in 

the c n ·umcr · h me . However businesses that are classified as retailers secure the vast 

majorit of their ales volumes from store-based retailing (Britannica, 2000). 

Retailers are at the end of the supply chain. However, a new phase in shopping mall 

development has ensued - construction of shopping centers in the form of large 

warehouses (Outlets), characterized by huge outlet stores and abundant free parking. As 

noted by Pashigian and Gould (1998), retailers appear weary of shopping malls, all of 

which resemble each other, and which include the same well-known chains. The malls 

lack the uniqueness that enhances the shopping and entertainment experience. While 

some people may think the mall is a public facility, it is not. It is a private business 

property designed for one purpose: To provide a convenient, safe and attractive place for 

shopping and carrying out business with retailers who lease space within the mall. It is 

not designed for general socializing or recreation and cannot function as a place. It is 

these attributes, benefits and limitations of the shopping malls that fonn the ba is of 

retailer ' perception for the same. 

1.1.1 'I h one pt of P rception 

mb rgu that p ople do not behave ace rding to th them. 

th y th m clvc 

into th 

him li pti tor m u n in' 

rn 11 . 

ntl rum b , hi h pi 



receive, interpret and remember information conung form the world around them. That is 

the process by which people attribute m nin to in oming stimuli received through our 

five senses. 

According to , chi ffman u1d K nuk I c 7), perception is the process by which an 

individual ck ·t~. )f • tni z timuli into a meaningful and coherent picture 

of the world. crvcd, perception is a process made up of several 

intcrr ·luted uctiviti ·. '' lu h result in the individual giving meaning to the environment 

from c peri nee and varie from one individual to another since different individuals see 

the amc thing from different perspectives. 

Many firms are concerned with perception because of various reasons. First it is of great 

importance to the firms as it involves the constitution of the users' feelings about 

particular stimuli and helps in the development of strategies towards meeting that which 

the users perceive as important (Njoroge, 2003). As Ngau (2003) argued, knowledge of 

the perceptual process is important since the manner in which users of a product or 

service interpret the information is affected by the cognitive understandings that they 

have established in their n1inds. According to Schiffman and Kanuk (1997), companies 

must be very keen on how consumers and stakeholders perceive their products and 

company as a whole. 

1.1.2 hopping [all in airobi 

Mall can refer to a shopping mall, which is a place where a collection of hops all 

adjoin aped trian area, or an c. elusively p destrian street, that allo'> shopp rs to \\'alk 

without inter crcn e from vehicle traffic . A hopping mall or imply mall), hopping 

center, r hoppin r de; i a building or ct o building that contain tore; , nd ha 

int tin vi itor to ily walk fr m tore; to tor . [ h 

nclo ed I { rtwi 

th 

tnt 

2 

th 

m nt tml unit 



may also contain restaurants, banks, theaters, professional offices, service stations etc. In 

the British Isle and Australia, the e tru tur ar known as "shopping centers" or 

"shopping arcades" and are n t n m1 11 r ft IT d t as "shopping malls". In North 

America, the term "shopping m.1ll" 1 "mull" (! r hort) is usually applied to enclosed 

retail structures, whtl • "·hoppin• nt 1" 1 f rs to open-air retail complexes (Dennis, 

2004). 

ln shoppin • lllUII ·• pwdu ·t · arc a ailable for men and women, boys and girls. As a result, 

trader un.: likel t et~ • more sales from a variety of goods in their stores. Whether 

buying perfum s. a car audio system, a computer or lingerie, a shopping mall usually has 

it all. The product list is endless, and buying in quantities usually means savings on 

shipping as \ ell (http: \vww.shoppingcentral49.com). Moreover, shopping mall can be 

described as "the new stage of hyper reality". Reality always has its detrimental aspects 

like crime, homeless people, and dirt. In a situation like a shopping mall, everything is 

reduced to a set of agreed-upon themes, so people feel more comfortable here than in a 

real situation. The accurate urban reality is replaced by the falsehood of the shopping 

mall." 

When shopping malls first began in Kenya, they were isolated, and catered exclusively to 

car owners, because of their location on the outskirts of towns. Now, however, in order to 

achie e commercial success, a mall must have the support of office towers above it. 

Retailers appear weary of shopping malls, all of which resemble each other, and which 

include the same well-known chains. The malls in Kenya namely, Yaya enter (YA YA}, 

the arit enter and the tllage Market lack the uniquene s that enhance shopping and 

ntertainment e. p rience. In the c malls, Ia\ s imp cd by the owners or manipulat d b 

t dclin ate public discour e. odes of c nduct, often cnforc d b 

curity qu d re put into pi ce without public input. a r ult, th 

c mm r i I int r t r pi the publi int rc t. 



1.2 Statement of the Problem 

In recent years, the retail indu tr ha b n undergoing major shifts. The successful emergence of retail format h tgnili ntl altered the market share of exsisting retail formats and inten iii d th · mJ tit n in th~; retail environment. These changes have been prompted by the ·hilt 1n un nt consumers' socio-economic conditions and hopping pall •tns. rh · han in pattern of the consumer population and a higher proportion r duul-in, me familie are causing a rise in the diversity of purchase priori tie · in rduil u.nd ·ervices. 

omp tition in U1e retail industry has become even more intensified through the e panding market share of convenience-emphasizing nonstore retailing provided by mail, telephone, tele ision, or more recently, the internet. All these trends explain efforts by today's consumers to reduce shopping costs-time, money and energy. An increasing number of consumers view shopping as an important source of entertaiment. Capitalizing on this consumer trends, even relatively small shopping malls today offer fast-foods courts, restaurants, art exhibits, video arcades, movie theaters, hair salons and dental offices (Bloch, Ridgway and Dawson, 1994). 

Pacelle ( 1997) observed that there has been a trend of lower consumer patronage at retail centers. He noted that sales growth in the mall industry did not match the rate of inflation for various reasons. Among them are that many malls look identical; stores often offer much the same merchandise; time-pressed consumers do not have time to og to the mall; and finally, fewer consumers state that they go to the mall because they enjoy the hopping e. perience. In an effort to predict future retailing trends, several marketing practitioner have p culated that retailing through stores will lose its share to paper or el ctr nic c ta\ogs ruen, \99-; unnink, \993 ). 

Th ret i1 tor ha e pclienccd a gr at re elution o cr some years ago, " ith the 
m 1l in the country. r very eager to join one of th 

'"' v r, n w ph e in hoppin m 11 d e\ pm nt hu n tru ti n m c nt r ch ct riz b hu out\ t 
un \ nt p r in Hili 



When shopping malls first began inK n 1 
• th \ re isolated, and catered exclusively to 

car owners, because of their location n th uL kiti of towns. Now, however, in order to 

achieve commercial succ null mu t ha the support of office towers above it. 

Retailers appear wear f :h PI in malls, all or which resemble each other, and which 

include the sam w ·11-kn "n h in . The malls in Kenya namely YAY A, the Sarit 

enter und th · Vtll •c l.trket lack the uniqueness that enhances shopping and 

cntcrtuinmcnlt' · p nt!n . In these malls, laws imposed by the owners or manipulated by 

conunercial intere t delineate public discourse. Codes of conduct, often enforced by 

private secmit quads are put into place without public input. As a result, the 

conm1ercial interest replaces the public interest. Because of these, retailers operating 

from these shopping malls are bound to lose some revenue in terms of departed 

customers due to established laws by owners or commercial interests. Despite these, 

retailers doing all kinds of business in the malls still strive to have a shop, store or stall in 

these shopping malls. 

Shopping malls have vanous attributes that enhance their attractiveness m the retail 

industry as well as benefits and limitations to traders. It is these attributes, benefits and 

limitations of the shopping malls that form the basis of retailers' perception for the same. 

In Kenya, there have been studies done on perception. For instance, those done by 

Kandie (2002), Mwandakwa (2003), Sossion (2003), Ngahu (2003), Musembi (2003) and 

Chemayiek (2005), focused on service industries such as banking, telecommunicatios, 

airline transport as \\'ell as fortified products . However, the abo e studie were done in 

different indu tries and their findings may not be generalized to fairly repre ent the 

retailing indu tr ·.To date, no studies cxi t that have examin d retailer • pcrceptton of 

hopping mall . Recognizing the need to establish the p rcepti n of retail r on hoppin, 

m, II ou rht to fill thi gap b th following rc arch qu tion: 

n o r t ilc on the hoppin n II m air hi? 



1.3 Objective of the Study 

The objective of the study was to d termin th r toil r ' perception of shopping malls in 

Nairobi. 

1.4 I mportancc of th · Study 

The r suits r this stu iy IIIJ\' I ' u ·c to: 

1. Lund dcv ·I pt.r. urban planners and architects of the shopping malls in meeting 

th, n ·cd · und e. pcctations of retailers trading the various stores. 

11. Lund developer . urban planners, architects and governments in meeting the needs 

and expectations of retailers trading the various shopping malls. 

Ill. Future scholars and researchers as they may use the results as a source of 

reference. 

7 



2.1 Retailing 

CHAPTER TWO 

LIT RAT RE REVIEW 

Retailing consists f th · sak ( C ' ds/mcrchandise for personal or household 
consumption ithcr ti H\1 II d l . at10n uch as a departmental store or kiosk, or away 
from a tixed lo ·uti 1n und 1 ·latcd subordinated services. In commerce, a retailer buys 
goods or produ ·t m large quantities from manufacturers or importers, either directly or 
through a whol ·aler. and then sells individual items or small quantities to the general 
public rend u er consumer, usually in a shop, also called store. Retailers are at the end 
of the suppl chain. However, a new phase in shopping mall development has ensued ­
construction of shopping centers in the form of large warehouses (Outlets), characterized 
by huge outlet stores and abundant free parking. 

For many products, consumers frequently have numerous choices as to where they are 
going to actually obtain the product. Although we are used to thinking of buying 
automobiles only from dealerships, for example, it is today possible to buy them through 
brokers or fleet sales organizations that may both offer a lower price and/or provide the 
help of a neutral third party which does not have a vested interest in the sales of one make 
over the other. 

ln general, the evolution of diversity in the retail scene has provided consumers with 
more choice. In the old days, most consumers had access only to "general" stores for 
most products. Gradually, in urban environments, specialty and discount stores evolved. 
'I oday, a con umer may generally choose to buy most products either at a relatively high 
price, frequently with a significant amount of service, in a specialty store, or with lo\ er 

ic in a discount tore. A pecial ca e of the discount store i the category killer--a 
p cialize in omc limited area (e.g., electronic , lackmg the breadth 

re ol n undercutting the traditi nal Lcount tore on pn c 
r ainin po\\er that r ult tom hi )h bu ·m, · lun n rrow m r han rom th manut tur r). P Ita nin 

nti I. ln l, th t · l n 



dimension seem to perform better. It is healthier if different firms have different strategies, so that everyone will not be omp ting intensely on the same variables. Stores which fall somewhere in bctw n \! II ince they get "stuck in the middle" and have to compete against b th l' 1 u:l , th rc is a limit to how strongly you can move toward one extrcm (H twkin 'l ,\L, I 9( ). 

2.1.1 Dim~nsion · r R'laitin 
\•or <;Cnluric ·. m ·t merchandise was sold in marketplaces or by peddlers. In many ountric , hawk.er ttll sell their wares while traveling from one village to another to the ne · t. Marketplace are still the primary form of retail selling in these villages (Britannica, 2000). As 1usembi (2003) noted, there are different types of store retailers that participate in the retail merchandising. These include specialty stores, department stores, supermarkets, convenience stores and superstores. 

A specialty store carries a deep assortment within a narrow line of goods (Kotler, 2000). Such stores include furniture stores, florists, sporting-goods stores and bookstores. A departmental store carries wider variety of merchandise than most stores but offer these items in separate departments within a store. These departments usually include home furnishings and household goods, as well as clothing, which may be divided into departments according to gender and age (Britannica, 2000). Departments within each store are usually operated as separate entities, each with its own specialist buyers or merchandisers, promotions, and service personnel (Kotler, 2000). 

A supcm1arket may be defined as a relatively large, low-cost, low-margin, high-volume, elf- ervicc op ration designed to serve total needs for food, laundry and household maintenance produ t . up rmarkcts cam an operating profit of only about one percent n 1 n \ th n t n p rcent on net worth (Kotler, 2 upermarkcts arc charactenz d 
quare meter with m re than 12 , items, 10\v profit, 

uch r 
' Ul 



organized according to product departments and operate on a self-service basis 

(Britannica, 2000). 

Located primarily near r td nti tl , rl as nv ni nee stores are relatively small outlets 

that arc open long hoUJ an I tn • u limit d lin~.: of high turnover convenience products at 

high pri s (Kotl ·r, 000). \lth u h many of this type of stores have added food 

service', c n ·tun ·r · u · th ·m mainly for "fill-in" purchases, such as bread, milk, or 

mi ccllancou · g d · {Britannica 2000). 

uper tores, hypern1arkets and combination stores are unique retail merchandises. With 

facilities a eraging 35,000 square feet, superstores meet many of the consumers' needs 

for food and non-food items by housing a full-service grocery store as well as such 

services as dry cleaning, laundry, shoe repair and cafeterias. Combination stores typically 

combine a grocery store and a drug store in one facility, utilizing approximately 55,000 

square feet of selling space. Hypermarkets combine supermarkets, discount and 

warehousing retailing principles by going beyond routinely purchased goods to include 

furniture, clothing, appliances, and other items. Ranging in size from 80,000 to 220,000 

square feet, hypermarkets display products in bulk quantities that require minimum 

handling by store personnel (Britannica, 2000). 

2.1.2 trategies for Effective Retailing 

A successful retail store is nothing than a series of well connected and though out plans, 

ideas and processes. As retail moves fof\.vard, good planning and analysis is more 

important than ever before a a result of increased competition changing con umer 

e p ctations and hifting economies that make the standard of maintaining th tatu qu 

n inevit bl ki s of death. 

I h r t il n r' • tpl c h· f: t b ome th dom in o tho who kn w h w t u cor 

to omin te. r t il on ur J nm r • r 

on m n , u mu t 



dominate your marketplace using one of these strategies supported by the trader's retail 

concept. 

For any businessman to domin t 1ht: mark tplu c based on product selection, he or she 

merchandL e thai is s ) uui 1u 

Ill I ' 1 k ' l <.:lt:ction of a product category imaginable or 

r th u ·tomcr to sec the business out. The reality is that 

every few r ·tuil TS h ,. th 1 s urccs to dominate the marketplace on a vast product 

as ortmcnt. lt requir , a tremendous amount of retail space, and even more financial 

rc our s. s well, the market continues to sub-divide and become more specialized. 

What once were mere departments within a Big store are now Big stores on their own. If 

the majority of consumers think of a retailer' s store first when they are interested in his or 

her product category, then the retailer is the dominant player based on product selection. 

In terms of convenience, many retailers establish their position in the market based 

primarily on their convenience achieved predominantly through location, hours and mass 

assortment. There are some customers who still determine where to shop primarily by 

location, especially if other store options for the desired merchandise are inconveniently 

located. These consumers may perceive a higher level of satisfaction by reducing the 

number of time, stress and money involved in making a purchase ("The Personality of 

Value" 1995). However, empirical evidence indicates that consumers often travel 

beyond the nearest retailer, even for inexpensive goods (Levin, 1994). These customers 

may be pnmarily influenced by prices, either as a result of limited funds or because they 

enjoy playing the game of shopping, to find the maximum output for the lowest price 

(May. 19 9). 

not her ret il trategy i the enhancement of the hopping . p ricncc. O\ n ( 1 1) h 

h 1 the iz th t retail change i dictated by con urn r ' o t r the valu per iv d b . 
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atmosphere, high-volume outlets, large free parking areas, and staying open m the 

evenings and on weekends. 

In retailing, a variable pri ing tt,u 1 I t th' retailer match prices on competitively 

shopped item and huv • t ltr •~: 1 mar lin n items that are less commonly shopped. As 

Bloch, Ridgway und I " · -+ noted, it is pretty enough to aachieve dominance in 

this area, but b ·in 1 the p11 • leader is still a valid strategy. They argued that all retailers 

have a philo, ph ab ut how to price their products. However, what is important is that 

they create and tick to a pricing strategy that conveys a clear message to the consumer. 

As noted by them, some examples of value-pricing strategies include frequent shopper 

programs that offer future discounts to entice shoppers into becoming repeat customers. 

Others are regular pricing, frequency "on sale"; added values; value lines; everyday low 

price and price guarantees. 

The regular pricing, frequently "on sale" pricing strategy is the most popular strategy in 

today's market as it creates a perception of terrific value. However, this can cause a 

problem for rertailers when consumers buy only during off-price promotions as they have 

now been trained to wait for these sales. For the added values, regular pricing is used but 

a gift is included with the purchase (e.g buy one, get one free). The everyday low price 

strategy predominantly features discounted prices on all basic items as these products are 

no longer on sale and they are always available for sale at this low price. The price 

quarantees retail pricing strategy is used to arouse a sense of confidence in consumers as 

1t gives them confidence that the price paid will be the lowest a ailable (Bloch, Rid~ ay 

and Dawson, 1994). 

Levin, 4) 1 o identified the p r onnel retailing trategy. He not d that retail i a 

bu ine that i · built on the skill , commitment and dr am of p ople and that getting the 

b t r r om1 n 

int out th t trainin 

dition, h 
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either a positive or negative way. He ass rted that the wrong pay system will de-motivate 

staff because of its lack of incenti , or it ' ill drive up wage costs because of its poor 
design. He further argued that pr p rl d i 1 d pay and incentive scheme will drive 

the retailers' sales upward nd w1ll ll \J th n:tailcr to control wage costs, thus ensuring 

profitability for him 1 h 1. II '' v 1 a whole range of issues must be explored such as 

staff auth rity Ulld I· ·1·i n 111:1 in p wcr, hiring procedures, orientation of new staff, 

per~ nnan · appr ti · l· an internal communication. 

2.2 hopping Mall 

For centurie , most merchandise was sold in marketplaces or by peddlers. [n many 

countries ha\J kers still sell their wares while traveling from one village to another to the 

next. Marketplaces are still the primary form of retail selling in these villages (Britannica, 

2000). As Musembi (2003) noted, shopping malls, a late 201
h century development in 

retail practices, were created to provide for a consumer's every need in a single, self­

contained shopping area. Although they were ftrst created for the convenience of 

suburban populations, they can now also be found on main city thoroughfares (Dennis, 

2004). 

A Mall can refer to a shopping mall, which is a place where a collection of shops all 

adjoin a pedestrian area, or an exclusively pedestrian street, that allows shoppers to walk 

without interference from vehicle traffic. A shopping mall (or simply mall), shopping 

center, or shopping arcade is a building or set of buildings that contain stores, and has 

interconnecting walkways enabling visitors to easily walk from store to store. The 

walkways may or may not be enclosed Hartwick and Jeffrey, 2004). A shopping center, 

shopping mall, or shopping plaza, IS the modem adaptation of the hi torical marketplac . 

The mall i collection of independent retail stores, ser\ tees, and a parking area, which 1 

cone ived, con tructcd and m intained by a eparatc rn nagcm nt fim1 a a unit. Th ' 
m I o contain r taurant , b nk thcate • pro r\'icc ~ ~ ti n ct 
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Shopping malls, like other sacred spaces, use a common formula to produce their 
enchanting effects among pilgrims. An isit to any mall is a feast for the senses, if it is 
not an assault on them. Them ll' , r hit tur makes possible, in the briefest expanse of 
interior space, expcri nc f ",l( r li lht, trees, words, food, music, and bodies that 
combine to mak 011' f I ntt.\1\ d, da1.cd, disoriented, and, finally, lacking something. 
Thu vulnerabl ·, th II 1t elf to the nearest, if not always the lowest, bidder. To 
feel lo t i~ th · ·u:t mar . mdced intended, feeling. Fully forty-percent of visitors to the 
mull d n t intend t purchase anything. Only ten percent get out without lighter purses 
or wallet (lru, 19 6 . y ater for instance, is used in almost every mall to prepare one to 
"go with the flo\ "ofhopping. Water dissolves boundaries, and is a widespread religious 
symbol. 

Among the symbolic connotations of water, of course, is purification: malls use 
fountains, waterfalls, and reflecting pools symbolically to cleanse shoppers of any 
filthiness all the lucre involved in the place might suggest. As Ira points out, at many 
malls you might bathe symbolically in a fountain, be refreshed by the sound of a mock 
waterfall, or even be baptized symbolically beside mini-flowers of water. In short, water 
initiates the visitor into an experience that is designed to be "more" than a shopping trip. 

Just as malls use water to appear to be something "more" than an ordinary place, so too 
do malls abound with light, yet another vital religious symbol. Light of many kinds is 
featured in shopping malls, but each light is strategically placed to draw the senses in and 
toward one attraction or another. eon light is used to beckon with its peculiar glow, 
especially in the signs abo e the entries to mall attractions, casting an aura that entices 
with it oft yet ibrant colors. atural light is also a prominent feature of m st mall 
de i1:,rn . 

h ppin m II have vanou attribute th t enhanc th ir attra tiv m th r tail 
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customer traffic not only to their own store, but also to other stores. Meanwhile, many 

stores primarily benefit from the in id nt I mall traffic generated by other stores. 

Therefore, to varying degree , th 

the effort of other stores (P 

f c h store depends upon the presence and 

uld, 199 ). 

To create u nt()f pi unt a p aran c m public spaces of shopping malls, vanous 

uttribut s ar · iuhL·r ·nt I 11 h(l e everal of these attributes. These are possession of 

wide vuri ·t r ·tabh lunents such as food, clothing, and shoe stores, and provide 

alt mativ within each type to accommodate varying tastes and appetites. Furthermore, 

shopping malls create spaces that do not feel empty when few shoppers are present, but 

also have adequate circulation for when the mall is busy. In addition, shopping malls 

reserve at least part of the shopping area for pedestrian-only traffic and include areas for 

landscaping throughout the mall. Furthermore, shopping malls create easy-to-maintain 

spaces through mall layout and material selection, create attractive window display areas 

and provide space for public activities and events (http/: 

WWW.metro.corn/upper/metro/11.07.02). 

Despite the mentioned benefits and attributes of these shopping malls, they also have 

some weaknesses. As noted by Pashigian and Gould ( 1998), retailers appear weary of 

shopping malls, all of which resemble each other, and which include the same well­

known chains. The malls lack the uniqueness that enhances the shopping and 

entertainment experience. While some people may think the mall is a public facility, it is 

not. It is a private business property designed for one purpose: To provide a convenient, 

afe and attractive place for shopping and carrying out business with retailers who lea e 

space within the mall. It ts not designed for general socializing or recreation and cannot 

function a a place. It is the e attributes, benefits and limitations of the hopping mall 

that fom1 the h is of retailer ' perception for the same. 

2.3 R I o pti n 

m to K nuk 1 97 p r pti n i th p1 b · whi h · n 

m nm ul n l coh 1 nt i tut 
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interrelated activities, which results in the individual giving meaning to the environment 

from experience and varies from one individual to another since different individuals see 

the same thing from different p r p tiv . 

As Kotler (1997) ob. ·rv i. 1 r 1 tt n i the cognitive impression that is formed of 

"reality" which in tutu tn11u ·n · the individual's actions and behaviour toward that 

object. Kib ·ru wd \\ ,uuingi 199 ) noted that perception is the process by which we 

uttribut' meunin~ t inc ming stimuli received through our five senses. He argued that it 

is an appro:imation of reality. Perception involves the process of exposure, attention and 

interpretation of information or stimuli. What an individual perceives depends on their 

characteristics, the size and intensity of the stimuli and their exposure to the stimuli. 

Attention is a fundamental component of perception that is often used to differentiate 

high-order cognitive processes from those that are purely sensory. Individual differences 

in abilities and cognitive styles are also important in perception (Hawkins, 1989). 

The perception process connotes a complex process and indicates that consumer 

perceptions of services or products are not easily determined (Loudon, 1979). He argues 

that in spite of its complexity, there are some techniques such as the perceptual mapping 

and semantic differential profile, which are used to explore consumers' perception. He 

further argues that since products and services can be perceived on many dimensions, 

perceptual mapping is fundamental in nature as it allows for the influence of more than 

one stimulus characteristic on service and product perceptions. As he noted, according to 

thts technique, users are required to fill out measuring scales to indicate their perceptions 

of the charactenstics of products and services after v.hich computer program are the 

u ed to anal}'Ze the re ulting data to determine those characteristic that are most 

imp rtant to con umer . The re ults can then e plotted in terms of perceptual map , 

which di play ho \" c rceive brand and their difference n a c ordinat 

tIll. 
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changing over time. As a result of the technological developments, consumers are in a 
state of information overload as the ar xpo cd to far more information than they are 
able or willing to process. Bi 1 gt ll , th brain's capacity to process information is 
limited making consum r dcctivc as to which stimuli to recognize and 
organize sub cons tou 1 't\ m unin to such a stimuli. Subjectively, this is in 

1 i •n c and expectations (Solomon, 2002). 

leer · ( 19 ' l) argue· that as a mental process, perception is used to select, organize and 
evaluate stimuli from the external environment to mold them into meaningful 
experience , influence behaviour and form attitudes about a given object. Gibson et al 
( 1994) asserts that the way an individual views a situation often has much greater 
meaning for understanding behaviour than does the situation itself. Perceptual processes 
are relevant for marketers as these enable them to understand the market environment and 
make decisions concerning issues such as marketing communication, segmentation 
promotion and product positioning in organizations (Hersey et al., 1996). 

Individuals act and react to a given stimuli on the basis of their perceptions and not on the 
basis of the objective reality. As a result as Schiffman and Kanuk (1997) argued, to the 
marketer, consumers' perceptions are much more important than their knowledge of the 
objective reality. This is because it is not what actually is, but consumers think is so that 
affects their actions, buying habits and their habit. And because individuals make 
dectsions and take actions based on what they perceive to be reality, it is important that 
marketers understand the whole notion of perception and its related concepts in order for 
them to be in position to readily determine what factor influence consumers to make 
their purchase decisions. 

1 ny finn re concerned with p rccption bccau c of variou rca on . I·ir t it i f grate 
ftnns it involve the c n titution of th u r , fc lings ab ut 
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service interpret the information is affected by the cognitive understandings that they 
have established in their minds. c ordin t chiffman and Kanuk (1997), companies 
must be very keen on how on um r nd tak holders perceive their products and 

company as a whole. 

{n mark ting, p '!" •pt1 1n 1 · r at importance as it defines the customers; overall view 

of u pr du t or · ·rv1 · . F r e ice marketers, customer perception of the service on offer 
plays a great r le, a tl t ~ hat determines the ultimate success of the organization (Rust 

et al., 199 ). 1 he · emphasize the significance of perception in the service industry by 
arguing that in the service sector, quality is the main thing as perceived by the customer. 
As a result, if the customer perceives that the quality of the service is bad, then it matters 
little that "objective" quality may be good. In essence, marketing managers need to 
recognize the efficiency of targeting their products to the perceived needs of consumers 
(Schiffman and Kanuk, 1997). In this way, they help to ensure that their products will be 

well perceived by potential prospects. 

2.4 Factors Influencing Perception 

Our perception is an approximation of reality. Our brain attempts to make sense out of 
the stimuli to which we are exposed. Several sequential factors influence our perception. 
Exposure involves the extent to which we encounter a stimulus. For example, we are 
exposed to numerous commercial messages while driving on the freeway: bill boards, 
radio advertisements, bumper-stickers on cars, and signs and banners placed at shopping 
malls that we pass. Most of this exposure is random- we don't plan to seek it out 
Hawkins et a\., 199 ). Exposure is not enough to significantly tmpact the indi idual. In 

order for stimuli to be con c10usly processed, attentton is needed. AttentiOn is actually a 
matt r of degree. ur attentiOn may be quite h1gh when ' e read dir ctlon for gettmg an 
mcom t · rc und but low when commercial come on during a tel i ion program. 

ot even wh n ttcntion low, it ma · b in tantl · calatcd. 
lnt 111 kin out of th timulu . I· or c mple, when" r~:d 
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Consumers' ability to detect changes in stimulus intensity appears to be strongly related 
to the intensity of that stimulus to begin with . That is, if you hold an object weighing one 
pound in your hand, you are lik I ' t n ti it when that weight is doubled to two 
pounds. However, if you lft: h I hn ' tv nty p unds, you are unlikely to detect the 
addition of one pound 1 ·h ut ' !hat u easily detected when the initial weight was one 
pound. Scvcrul r td )J • udlu ·n the extent to which stimuli will be noticed. One obvious 
is, uc is rclev llll' '. ' n ·umcr v hen they have a choice, are also more likely to attend to 
plcu ·unt ·timuli (but vhen the consumer can' t escape, very unpleasant stimuli are also 
likely to get attention. urpris ing stimuli are likely to get more attention, as survival 
instinct requires us to gi e more attention to something unknown that may require action. 
A greater contrast (difference between the stimulus and its surroundings) as well as 
greater prominence (e.g. , greater size, center placement) also tends to increase likelihood 
of processing (Hawkins et al. , 1998). 

The individual is also subject to a number of influences that tend to distort perception. 
These are either internal or external factors . These factors cause individuals to see the 
same perceived object differently. According to Chung (1981 ), both types of factors 
affect all phases of perception. However, internal factors tend to have more influence on 
the selection phase, while external factors have more influence on the interpretive phase. 
Several scholars highlight different factors that influence perception. These are as 
discussed below: 

2.4.1 Internal actor Influencing Perception 

Internal factors in perccptton are the characteristics of the perceiver as he or he has a 
tendency to use htm or her elf as a basis for percei ing others. ome of the mo t 
import nt internal factor influencing perception are e pcctattons, mott cs and need , 
P t c p ricn c, elf- onccpt and 1 er anality. :pcctation affect the \ a m nc will 
P rc " n object or event. P oplc u u ll · c what they c. p t to , and what th 
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Motives and needs also do influence consumer perc ption. A motive is a need sufficiently 

stimulated in an individual such that th individual is moved to seek satisfaction. As 

argued by Stanton (1991), a moth i , n r u d n ed, which in turn activates behaviour 

intended to satisfy this n n lttm th t bd1aviour takes is collecting and processing 

information from th n tr )Jill I n1. 111 th' process of perception. Moreover, people tend to 

perceive thing tlwllh · 11 • ·J 1 \ ant and the stronger the need, the greater the tendency 

to ign rc tmrcl1l ·d tunuli in the environment. In general, there is a heightened 

f timuli that are relevant to one's needs and interests, and a decreased 

awareness of stimuli that are irrelevant to those needs. 

According to Kotler (1995), an individual's perceptual process simply attunes itself more 

closely to those elements of the external environment that are important to that person. 

Retailers recognize the efficiency of targeting their products to perceived needs of 

consumers. Schiffman and Kanuk (1997) identified a number of applications of perceived 

consumer needs. The retailer can segment the market according to consumer's attributes 

of the product category. The retailer can also develop different marketing strategies for 

each segment depending on perceived needs of each segment. 

The retailer can also vary the product advertising to specific market segments so that 

consumers in each market segment perceive the product as meeting their own specific 

needs, wants and interests. The process of learning from past experience inOucnces 

perception by creating a readiness to perceive an object or person in a certain way. If a 

consumer has a god experience using a particular product, this affects how he will 

perceive that product even if it changes slightly. Self-concept is the way we perceive 

our elves. It forms the basic frame of reference we use in pcrcei ing things and pe pic 

around us. The perce1 ed " orld is organized around the percetved self (Lea itt, 1 72). 

Per on lity i another internal factor that inOucncc perccptton as it affe t the "a 

P optc p rccive oth r . As r ported b ' hung 19 l ), indi idual wh p rc l\'c 

thern lv re li tic lly can function without b in dcfen ivc of their hortcoming . 



2.4.2 External Factors Influencing Perception 

External factors are the characteri ti f th p r eivcd objector person. The knowledge 

of these characteristics has om impli ti n for understanding and influencing human 

behaviour. Some of th m 1 r I ant ct<.:mal characteristics include appearance, 

stereotype,, c ntru t. int n ' tl_' and nature f stimuli. Ngahu (2003) noted that appearance 

n · wh 't pc plc tend to attribute the qualities they associate with 

ccrtuin pc pl , th r '' ho may resemble them whether or not they consciously 

rcc gnize the imilarit · and this applies to products too. As Chung (1981) indicated, the 

appearance of the perceived concept influences perceptual judgment. 

According to Chung ( 1981 ), stereotyping is the tendency to judge a product based on the 

characteristics (real or imagined) of groups to which they belong. Individuals tend to 

carry pictures in their minds, of meanings of various kinds of stimuli. These stereotypes 

serve as expectations of what specific situations or people or events will be like and are 

important determinant of how much stimuli are subsequently perceived. Contrast is 

where a generalized impression that may be favourable or unfavourable is extended to the 

interpretation of non-relevant stimuli. This effect tends to be more pronounced when the 

perceiver is interpreting stimuli with which he has little experience. Marketer take 

advantage of hallo effects when they extend a brand name associated with one line of 

products to another (Schiffman and Kanuk, 1997). 

onsumers tend to give added perceptual weight to advice coming from sources they 

respect. When required to form a difficult perceptual judgment, consumers often respond 

to irrelevant stimuli . First impressions tend to be lasting: yet in forming such imprc sions, 

the perceiver does not yet kno\ ' hich stimuli are rele ant, Important, or pr dicti e of 

later behaviour. Many people jump to conclusions before e amining all th rele ant 

iu nee. Hence con umcr ma · percct e the b gging of n a erti emcnt and JUmp t 

e nclu ions about th me a' . 1arkctcr hould en ure th y a the b t thing ri ,ht 
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The nature of the stimulus can also affect hm consumers perceive a product. Marketing 

stimuli include an enormous number of ariabl , all of which affect the consumers' 

perception such as the nature of th pr du t, it physical attributes, the package design, 

the brand name and oth r . ln • n r·tl, ntra t is one of the most attention-compelling 

attributes of a timulu. rilk and he<.: man, 1987). Retailers often use extreme 

attenti n-g ttin' d ·vt · · a ht<.: c maximum contrast and thus the consumers' 

perceptual s ·r · ·n. \\ tlh r pe t to packaging, astute retailers usually try to differentiate 

their pr du t pu ·kuging ufficiently to ensure rapid consumer perception. Packages with 

low recognition core ob iously do not provide sufficient sensory input to the consumer 

to be readily percei ed and remembered. 

2.5 General Determinants of Store Choice 

Consumers choose retail outlets depending on the type of product being purchased, the 

general type of store involved, and certain characteristics of the consumer. In general, the 

determinants are: location; depth and breath of assortment; price; advertising and word of 

mouth communication; sales promotion; store personnel; services; physical attributes and 

store clientele (Engel et al., 1993). 

The location effect on store choice is conceptually simple. Consumers further away are 

less likely to purchase than consumers who are closer to the store because as distance 

from a store increases, so does the number of intervening alternatives (Olson, 1965). In 

addition to location, both merchandise variety and assortment have been found to 

influence stores preferences. According to Alderson and essions ( 1962), laboratory 

experiments and surveys have revealed that stores offering either a deep assortment or a 

\Vide range of product ltnes are preferred o er stores ha ing a medium depth or breathe of 

a ortmcnt. 

I he imr rt nee of price a a detcnninant of t rc patr nag !so n y typ of 
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to inform consumers of sales, deals, ne\ products and so on. However, the effect of 

advertising on store patronage is diffi ult t n ss and seems depending on the type of 

purchase and store (Kelly, 1967 . 

The role of sales promott n w I . 1\ 1 on tore patronage also varies widely across both 

consum r und produ ·ts Wtth r ·p t to the sales personnel, many studies document the 

importance or ·tor p ·r· nne I in the consumers' choice of a store. According to Lalonde 

and ll miter ( 1 { 70 . 'Jn u characteristics of the sales personnel including politeness, 

courteousn and product knowledge are often used as criteria in evaluating stores. 

Phy ical attributes of a store affect consumers' perceptions of other stores. The materials 

used on the exterior and interior, the kind of floors and the type of displays affect a stores 

image. ln terms of the clientele, the type of people shopping in store influences store 

choice. This is because customers associate themselves with a social group, shop where 

that group shops, and attributes the store characteristics to the group (Olson, 1965). 

2.6 Summary of the Literature Review 

From the available literature, a number of issues stand clear. It is clear that retailers are at 

the end of the supply chain and that shopping malls were created to provide for a 

consumer's every need in a single, self-contained shopping area. However, from the 

literature, a new phase in shopping mall development has ensued construction of 

shopping centers in the form of large warehouses (Outlets), characterized by huge outlet 

stores and abundant free parking (Musembi, 2003). 

It is also clear that retailers are at the end of the supply chain. However, a new phase in 

shopping mall development has ensued construction of shoppmg centers in the fom1 of 

large warchou es Outlets), characterized by huge outlet tore and abundant free 

parking. ·r m the literature, it is al o clear th t hopping mall ha ari u attribut 

th t nh n e their uractivene ' S in the retail indu try a well a benefit and lia iliti 

to th trad r: , which form the ba i 111 

I ro ld rv d, p r ption i up o l vcr I int rrcl t 1 

ti iti • •hi h ul in th 1\'111 rn nin ' th m ir nm Ill 1 m 



experience and varies from one individual to another since different individuals see the 

same thing from different perspecti e . 

Despite the fact that retail r ' p r t:pti n f th(;sc hopping malls will never affect the 

performance of land d v ·l )p 1,, urhan planners and architects, it is necessary to 

understand the per· •pll )II r th 1 ·tatlcrs on the malls so as assist them in meeting the 

need and e p · ·tult u · r l tatler trading the various stores. 



CHAPTER THREE 

RESEAR H l\fETHODOLOGY 

3.1 Research Design 

This was a descriptive tud um I at I t rmining retailers' perception of shopping malls 

in Nairobi . Ac rdin ' t hindlcr (2003), a study concerned with finding 

out descriptions r ph ·n 111 •na r characteristics associated with a specific population 

(who, whul, whi h and h ' of a phenomenon), is a descriptive study. This study was 

built on imilar gr Wld . Iaina (200 1 ), Ngahu (2003), Session (2003), and Odhaimbo 

(200 ) u d descripti e designs in related studies. 

3.2 Population of Study 

The population of interest in this study comprised of retailers in Nairobi's three Shopping 

Malls, namely; (YAY A, Sarit Center and Village Market). According to the numbers as 

provided by the respective management offices of the malls as at September 2006, there 

were 357 (YA YA, 97; Sarit Center, 123; and Village Market, 137). Nairobi has been 

chosen as it is considered to be where the major shopping malls in Kenya are located. 

Furthermore, most retailers within Nairobi are considered to be more exposed to the 

single, self-contained shopping areas than in other parts of the COW1try. 

3.3 Sample and Sample Design 

A total sample of 150 retailers was included in the study. Stratified sampling was used to 

sample the respondents from each of the three malls as follows so as to arrive at the 

desired sample of 150. This was as shown in the table below. 

abl 1: Population and amp! 

tr t umb r 

123 

I 7 

27 

IS 



From the defmed strata, random selection was done to identify the respondents to be used 

for the study. 

3.4 Data Collection M thod 

Primary data wa 

admini tcrcd th · qu ·sti 

a cmi-structured questionnaire. The researcher 

nally, as she was able to make clarifications to the 

rcsp ndcnt · wher · n ·, ar c. The questionnaire was divided into two sections. Section 

Aha qu, ti n on the general information on the respondents while section B contained 

Likert cule type questions to determine retailers' perception on shopping malls in 

Nairobi. 

3.5 Operational Dimensions of Perception 

In order to operationalize perception of shopping malls, the respective variables were 

defined as shown in appendix 4. In order to determine the retailers' perception of the 

shopping malls, the questionnaire used 5-point Likert scale questions. 

3.6 Data Analysis 

Descriptive statistics were used to analyze data. In part A of the questionnaire, data was 

analyzed using frequency distribution and percentages to give the respondents' bio data. 

Data in part B was analyzed using mean scores and standard deviation. Mean Scores 

were used to determine the retailers' perception on shopping malls. Standard deviations 

were used to determine the varying degrees of the difference in perception of the retailers 

on the shopping mall. The analyzed data was presented using tables and charts. 



CHAPTER FOUR 

DATA I AND FINDINGS 

4.1 Introduction 

This section presents the an tl'~•- .ln I fin ling ' f the primary data that was gathered from 

the respondent . It i div1 I • I 11\l t~ main sections in relation to the study objective. 

The first s • ti n p1 • · ttl an anal sts of the respondents' bio-data. The second part 

pr ents an un tl ·i · fth re p ndents' perception of the shopping malls. 

The re pon rate was 71.3 %. The respondents were retailers in Nairobi's three 

Shopping Malls (Y Y A, Sarit Center and Village Market). This study used primary data, 

which was collected by the researcher using a semi-structured questionnaire. Descriptive 

statistics were used to analyze data. In part A of the questionnaire, data was analyzed 

using frequency distribution and percentages. Data in part B was analyzed using mean 

scores and standard deviation. 

Mean Scores were used to determine the retailers' perception of shopping malls in 

Nairobi on a five point Likert scale ranging from "great extent" (5) to "not at all" (1) 

questions. Standard deviations were used to determine the varying degrees of the 

retailers' perception of the shopping malls in relation to the respective variables defining 

the shopping malls. 

4.2 Demographic Profile of Respondents 

This section looks into the respondents' bio-data such as the mall of business operation, 

number of years of operation in the respecti e mall as well the type of business. 

4.2.1 Typ of Bu in 

., he tudy ou 1ht to c tabli h the typ of bu in ng gcd tn by th re p ctivc 

re r nd nt n th findin ' rc ummariz bel w. 
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Table 2: Type of Business 

Type of Business Fr quency Percentage 

Photography 1 .9 

Boutique and fashion 17 15.9 

Food 10 9.3 
r-

• ntcrtainm nt 7 6.5 

Jewelry und gill· 3 2.7 
r-. 

Furni hing 3 2.7 

Essentials and courier 2 1.9 

Arts and Crafts 2 1.9 
f-. 

Banking and financial services 8 7.4 

Services 22 20.6 

Tyre Dealers l .9 

Traveling Agents 1 .9 
f-. 

Beauty Products 2 1.9 
1-

Health Care Services 9 8.4 
f-. 

,.-

Meat and Meat Products 2 1.9 

Supermarket trading 2 1.9 

Exhibition l .9 
~ 

Grocery 3 2.7 
f-.-

Computer Services and Accessories l .9 
1---

Books and Bookshops . 2 1.9 
~ 
Toys 2 1.9 

-
hoes and sportswear 6 5.7 

l Total 107 100. 

Sou rcc. Re earch data 

r t ilin bu ine in th of var ·ing t 'P . 1 h rc carch findin, 

h t mo t of th ret ilin in th hoppin m 11 \\ cr rvi c 

u in hi n 

lin in ~ con titut hil nt rt inm nt 



8.4% of the responding retailers traded in Health care services while those in banking and 

financial services constituted 7.4%. Th 1 n t r tailing businesses in the shopping malls 

as per the responses operated in ph t gr ph b utique, essentials, couriers, tyre dealers, 

sports wear, traveling ag nt , p. inL 'Ia. , exhibitions, computer services and 

accessories, and toy with I · · than %. The findings show that in the shopping malls, 

service bu in s · u· th ' mo ttl\'. 

4.2.2 Years of operation in the hopping Mall 

Respondents , ere required to indicate the number of years that they have operated in the 

shopping malls and the results are summarized in the following table. 

Table 3: Years of operation in the Shopping Mall 

Years of operation in the Shopping Mall Frequency Percentage 

Below l year 11 10.3 

Between l-5 years 63 58.9 

Between 5-l 0 years 27 25.2 
1-

Above 1 0 years 6 5.6 

Total 107 100.0 

Source: Research data 

From the above analysis, it clear that the majority of the retailers had operated in the 

shopping malls for a period of between 1-5 years constituting 58.9%. 25.2% of the 

responding retailers had operated in the shopping malls for a period of between 5-l 0 

years while 10.3% of them had been in the shopping malls for a period less than 1 year. 

5.6% had done their retailing businesses in the shopping malls for over 10 years. 

4. R tail r P rc ption of h ppin 

P rc ption j u cd t cle t, organize nd evalu t timuli fr m th c. t m nvir nmcnt 

m I th m into rn anin ul c:p ricn , intlu n c b h viour nd fonn 

IV n t nt to whi h th • 1 Il: iv d 



various aspects of their shopping malls on a 5-point Likert scale with 5 being "Great 

Extent" and 1 being "Not at all". 

The scores "Not at all" nd " l ittl IL'nt " r pn.:scnted attributes of the shopping malls 

regarded to a small a " mall I· t nt " b.) by the retailers, equivalent to 1 to 2.5 on the 

I·'· . . The scores of "Some Extent" represented attributes 

of the shopping mull · t 'atded t a "Moderate Extent" (ME). This was equivalent to 2.6 

to 3. on th, Likert · ale 2 .6~. <3.5). The score of "Great Extent" and "Large Extent" 

reprcs nt d attribute of the shopping malls regarded to a "Large Extent" (LE). This was 

equival nt to .6 to 5.0 on the Likert scale (3.6~LE<5.0). The research findings are 

presented as folio~ s: 

4.3.1 Location of Shopping Malls 

Respondents were presented with 5-point Likert scale questions and asked to indicate the 

extent to which they perceived the different aspects of the shopping malls of their 

operation with respect to its location. The findings from the responses are summarized in 

the table below. 

Table 4: Location of Shopping Malls 

Aspects of the Shopping Mall's Location Mean Std. Deviation 

Closer to the City 3.7 .97 

Closer to trading areas 3.5 1.7 

Location provides space for public activities 3.5 1.2 
--

ource: Research data 

sing the rc ult in Table 4 a ovc, it is evident that mo t of the respondents had a [! ling 

that t 1 rgc e ·tent the hopping mall ar clo er to the it · \ ith a m an cor .7. 

\ ith rd d viation of. 7 th finding how th t there i no ignificant , . ri tion 

th r n nt in th p rc I tion th ir r p ti ' h ppin , m 11 h in, lo r 

t lh it . 



The research fmdings indicate that to a moderate extent, the retailers perceive the 

shopping malls as being closer to other trading nr as and that their location provides 

space for pubic activities scoring m an 

standard deviations of more that 1 1d l 

.. 5 a h. However, it is also clear from the 

. 1.0) that there is significant variation in the 

retai lers' perception of th · h )ppin 1 mall ' a ' being closer to other trading areas and the 

location's ability to prt>vid · ·pu · • f r public activities. 

4.3.2 hopping Mall ·· Ambience 

Ambience ha been widel believed to be a strong influencer of store choice by 

conswners. As being influential in store patronage by consumers, the responding retailers 

were asked to indicate the extent to which they rated the various attributes of the 

shopping malls that defined their ambience on a 5-point Likert scale. The findings are 

presented in the table below. 

Table 5: Shopping Malls' Ambience 

Aspects of the Shopping Mall's Ambience Mean Std. Deviation 

Space allows for dealing in variety of merchandise 

and assortment 
4.7 .52 

Indicative of product prices 4.1 1.2 

The mall is associative of upper social class group 4.2 1.1 

The mall is for given buyer characteristics 4.0 1.3 

r- -
Stores portray an image of thriftiness in shopping 3.5 1.2 

--

lores portray an image of luxury in shopping 4.0 1.0 
. 

tores portray an image of tradition in shopping 2.6 1.1 

portray an image of innovation in shopping 4.1 tore .90 

Retailer run advertising and promotion clement of 

their ch icc 
4. . 3 

~ 

l'h rnll ere te p ce that do not feel empt ' when 
4.2 .9 

h p r r nOlJr nt .__ 
Sour :R rch dat 



From the findings presented in Table 5 above, to a large extent, the retailers perceived the 

shopping malls as having space that allows for dealing in variety of merchandise and 

assortment, are indicative of produ t pri , rc o so iative of upper social class group, 

are for given buyer charact ri 11 ,·, p nra an imag of luxury in shopping, allow retailers 

run adverti sing and promott 11 (I 1\\ nt. f th~;ir choice, and that the malls create spaces 

that do n l ~ •I 111pl wh ·n h pp T arc not present, scoring a mean of over 3.6 

equivalent to J.6 l ~ 0 n th Li ert scale (3.6~LE<5.0) . The results indicate that to a 

moderate c · tent, the hopping malls portray images of thriftiness and tradition in 

shopping with mean scores of 3.5 and 2.6 respectively, equivalent to 2.6 to 3.5 on the 

Likert scale (2.6~ME<3.5). 

Research findings show that there is significant variation in the retailers ' perception of 

the various aspects of the malls' ambience in terms of the feeling that the malls are 

indicative of product prices, are associative of the upper social class group, are for given 

buyer characteristics, portray images of thriftiness, luxury and tradition in shopping as 

they scored standard deviations of more than one (Std. Dev, > 1.0). 

However, the malls ' ability to provide space that allows for dealing in variety of 

merchandise and assortment, portraying images of innovation in shopping, allowing 

retailers run advertising and promotion elements of their choice, and the ability to create 

spaces that do not feel empty when shoppers are not present scored standard deviations of 

less than one (Std. Dev.<l.O). This shows that there is no significant variation in the 

retailers' perception about these aspects defining the malls' ambience. 

4.3.3 curit , in the hopping 1all 

ccurity i a key element defining the comfort of shopp r , which in tum affect the 

turn v r or the re p tive ret ilcr . In rclati n to thi , th rc p nding ret tier \ ere 

th e ·tent to whi h the hoppin rn ll provided on cni nt, a an J 

tt r h PI ing nd th fin lin 



Table 6: Security in the Shopping Malls 

Aspects of the Shopping Mall's Security Mean Std. Deviation 
-

Provides a convenient, safe and attr ti \ 
4.6 .64 

place for shopping 

Source: Research data 

ln refer nee t th · ···mit • a pc t of the shopping malls, the findings as presented in 

Table 6 indi utcd that to a large extent, the retailers perceived the shopping malls as 

providing a c nvenient, safe and attractive place for shopping, with a mean of 4.6. 

Furthermore, the findings indicated that there is no significant variation in the retailers' 

perception of the security attribute of the shopping malls as it had a standard deviation of 

less than one (Std. Dev.< l.O). 

4.3.4 Number of Customers patronizing Shopping Malls 

Customers patronizing a given store are of essential benefit to others as the success of 

each store depends on the presence and efforts of other stores. Respondents were asked to 

indicate the extent to which they felt that most of the patrons visiting the respective 

shopping malls were buyers of household goods and the findings are summarized in the 

table below. 

hopping Malls 

Mean td. D iation 

3.5 1.3 

inding in tic ted that to a mod rat c ·tent , the ret il r p rc i d th shopping mall a 

b in ' p tr ruz b hopr r o hou chold •o l . How \'cr with a 

n ofm r nt vari ti n in th 

r t il ption th l t thi , ri bl . 



4.3.5 Exterior and Interior building materials 

The exterior and interior aspects as well th r novation exercises on the building housing 

the shopping malls are bound to ha\' nc t n th h pping experiences in the respective 

malls . The research south to d t m1in 1h 1 r 'I tion of the retailers in the relation to the 

attributes that the exterior tn I int 'I il 1 I ulktn t materials affect the shopping experience, 

the mall s arc rcgulurl 1 ·n n Jl d. ·nablc · isitors to easily walk from store to store and 

provide u wid· v•ui ·t r ··ta It hments and the findings were as follows. 

Tab le 8: Exterior and Interior building materials 

Aspects of the hopping Mall's Building Mean Std. Deviation 

Exterior building materials affects buyer 

perceptions 

3.9 .78 

Lnterior building materials affect buyer 
3.9 .84 

perceptions 

The building is regularly renovated 3.8 .76 

The building allows visitors to easily walk 

from store to store 

4.5 .64 

Possess a wide variety of establislunents 4.4 .90 

Source: Research data 

From the research findings presented, with mean scores of more than 3.6, (equivalent to 

3.6 to 5.0 on the Likert scale (3.6;5;LE<5.0), it is evident that to a large extent, the retailers 

hold feelings that their malls' exterior and mterior building materials affect buyer 

perceptions, the buildings are regularly renovated and allow visitors to easily walk from 

tore to store and pos es a \\·ide aricty of e tablishmcnts. 

However !here i 

v ri bl linin 

ofm r 

no ignificant variation in the retailer ' p rccption of the r live 

lhe buildin hou ing th h 1 pin mall the 11 h d tand r J 

th n 011 ( td . r ev.> 1.0 . 



4.3.6 Number of Services provided 

The study sought to find out the retailer ' p r ption of the servtces offered by the 

different stores operating in the shopping m IL . R p nses were required to indicate the 

extent to which they felt that th nvcnicnt for time-pressed customers, 

whether they allow con urn rs t) 11.: Itt : h pping costs, and if the shopping malls lack 

the uniquenes that ·nh 111 • ·s lh · ·h ppmg and entertainment experience. The findings 

arc summarized in the r II wtn • ta lc. 

Table 9: Number of en·ice provided 

Aspects of the bopping Mall's Number of Services Std. 

Mean Deviation 

Convenient for time-pressed consumers 4.0 .88 

Allows consumers to reduce shopping costs (time, 
4.4 .87 

money and energy) 

Provides shoppers with sources of entertainment in their 

shopping 

4.0 1.1 

Full service mall where the customer is pampered 3.9 1.1 

Most stores are completely self service 3.1 1.4 

Mall lacks the uniqueness that enhances the shopping 

and entertainment experience 
1.9 1.1 

Business dependent on other stores 3. 1 .93 

Source: Research data 

Findings indicated that to a large extent, retailers have a feeling that the numbers of 

services offered by the shopping malls are convenient for time-pressed conswners, allow 

consumer to reduce hopping costs (time, money and energy), pro\ ide shopper , ith 

ource 0 cntertainm nt in th ir hopping, and that the malls are full cr 1ce where th 

cu t m r i p r 1p red. 'I hi i rct1e ted by the ,. riabl coring m an f m re than 3.6 

quiv I nt to . t . on th Lik rt c I 



It is also evident that to a moderate extent, the retailers feel that most stores are 

completely self-service and business in the shopping malls is dependent on other stores 

scoring means of 3.1 each. Results show that t m tent, retailers feel that shopping 

malls lack the uniqueness that nh n th .·h pping and entertainment experience 

scoring a mean of 1.9. 

The re earch findings indi l ·d that there is no significant variation in the retailers' 

perception thut tlu.: h ppmg mall are convenient for time-pressed consumers, allow 

consumers to reduc hopping costs (time, money and energy) and the view that business 

in the shopping malls i dependent on other stores as reflected in the standard deviations 

of less than one (Std. Dev.<l.O). 

However, from the standard deviations of more than one (Std. Dev.> 1.0), it is evident 

from the findings that there is significant variation in the retailers' feeling that the 

shopping malls provide shoppers with sources of entertainment in their shopping, are full 

service mall where the customer is pampered, most stores are completely self service and 

that the malls lack the uniqueness that enhances the shopping and entertainment 

experience. 

4.4 General Retailers' Perception of Shopping Malls 

From the analysis, the various attributes of shopping malls are perceived by the retailers 

to varying degrees. The summary of the analysis is presented in the table below. 

Table 10: General Retailer ' Perception of hopping Mall 

Mean 

3.6 

4.0 

.2 

.12 

.5 

0 

0 

. 2 

1.2 



It is clear from the findings presented in Tab! 10 that shopping malls are highly 

perceived on the security that retailer r gunrnnt d with their wares by scoring the 

highest mean of 4.6. This shows th t r I ukr!'i w uld prefer to operate in a shopping mall 

that provided a safe, conv ni ·nr Ill I .lltrJ ' ll c place for shopping than its location, 

number of services provtd ·I in th' mall r the number of customers patronizing the 

malls. The finding· indt · l · th l t a moderate extent, shopping malls are bound to be 

perceived on the ·trenglh f their number of services provided as it scored the least mean 

of 3.2. Nevcrthele , findings indicate that there exists a significant variation in 

perception on this aspect among the retailers as it has a standard deviation of more than 

one. 
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CHAPTER FIVE 

DISCUSSION, CONCLU 10 ND RE OMMENDATIONS 

5.1 Introduction 

This chapter presents the tindin I t th tud Ill rclati n to the research objectives. The 

study sought to d tcrmtn · th · 1 ·t<~il • 1 r cpti n of shopping malls in Nairobi. This 

chapter presents thc sun11nat Y r th findings as well as the study's conclusions as 

derived fr m th · datu unaly ·i in the preceding chapter. In addition, the chapter also 

presents discu ·sion f the re earch findings as well as the recommendations for the 

study. The r suits have been interpreted in comparison with the literature review that was 

done in chapter t\: o. 

5.2 Discussion 

The findings of the study are in relation to the research objectives. From the study, it was 

established there is a variation in the retailers' perception of the various variables 

defining the shopping malls. 

In relation to the location of shopping malls, findings indicated that that most of the 

respondents had a feeling that to a large extent, the shopping malls are closer to the city 

with no significant ariation in the perception among the respondents. This confirms the 

argument by Dennis (2004) that although shopping malls were first created for the 

convenience of suburban populations, they can now also be found on main city 

thoroughfares. 

Research finding have indicated that to a large e. tent the retailers percei ed the 

hopping mall as h ving pace that allo\VS for dealing in ariety of rncrchandt e and 

ortm nt, re indic ti\'e of produ t price I arc upp r o ial cia group, 

o lu:ur 'in hoppin '• II w rctailct 

nm 

n 

'hi i in lin 

n um r/m tr 11.07. 2 th t 

p 

·ith th 

m m II 



spaces that do not feel empty when few shoppers are present, but also have adequate 

circulation for when the mall is busy. 

The findings as presented in Tabl d that to a large extent, the retailers 

perceived the shopping mall. 1 prt)\ 1 ltn ' a n ~.;nicnt, safe and attractive place for 

shopping, a confinnatiou >I' P l.'lti •iun and ould ( 1998) argument that shopping malls 

arc private busin '· · pwp 'llt • · J ·i m ·d fi r one purpose: To provide a convenient, safe 

and attractive plu ·c for ·h 1 pmg and carrying out business with retailers who lease space 

within the mull. 

It is evident that to a large extent, the retailers hold feelings that their malls' exterior and 

inte1ior building materials affect buyer perceptions, the buildings are regularly renovated 

and allow visitors to easily walk from store to store and possess a wide variety of 

establishments. As Hartwick and Jeffrey (2004) argued, a shopping mall (or simply mall), 

shopping center, or shopping arcade is a building or set of buildings that contain stores, 

and has interconnecting walkways enabling visitors to easily walk from store to store. 

Findings indicated that to a large extent, retailers have a feeling that the numbers of 

services offered by the shopping malls are convenient for time-pressed consumers, allow 

consumers to reduce shopping costs (time, money and energy), provide shoppers with 

sources of entertainment in their shopping, and that the malls are full service where the 

customer is pampered. 

It is also evident that to a moderate extent, the retailers feel that most store are 

completely self-service and business in the shopping malls is dependent on other tares. 

This is in line with the ob ervation of Downs (I I) that the retail trends ince World 

War II could be viewed a a method of increa ing the hopping efficiency of the av rage 

buy r. mon th mpl of thi are the continued trend ward elf- ervic . 

nd ould 

m mil 

) ob erve 1 th t man ' tor prim ril ben fit from th 

t d by oth 

up nth pr 

rc, to v r 'tn' 

n 

th 



5.3 Conclusion 

In recent years, the retail industry has been und r ing major shifts. The successful 

emergence of retail formats has signifi anti It r d th market share of existing retail 

formats and intensified the comp Itt n in 1h~ t tail ~;nvironment. The retail sector has 

experienced a great revolution >Vl'f 

malls in the country. Sh )Jl nvu T · at 

at a 10, with the introduction of shopping 

·agcr to join one of the existing malls. 

Shopping mull, huv · van u attributes that enhance their attractiveness in the retail 

industry as well a benefit and limitations to traders. It is these attributes, benefits and 

limitations of the shopping malls that form the basis of retailers' perception for the same. 

This study established that most of the respondents had a feeling that to a large extent, the 

shopping malls are closer to the city with no significant variation in the perception among 

the respondents. It was established that the retailers perceived the shopping malls as 

having space that allows for dealing in variety of merchandise and assortment, are 

indicative of product prices, are associative of upper social class group, are for given 

buyer characteristics, portray an image of luxury in shopping, allow retailers run 

advertising and promotion elements of their choice, and that the malls create spaces that 

do not feel empty when shoppers are not present. 

In addition, retailers in the shopping malls perceived the shopping malls as providing a 

convenient, safe and attractive place for shopping, the retailers hold feelings that their 

malls' exterior and interior building materials affect buyer perceptions, the buildings are 

regularly renovated and allow isitors to easily walk from store to store and possess a 

wide variety of establishments. , 

Furthcrmor . retail r had a fe ling that the number of services offered by the hopping 

mall arc c nvcnicnt or tim ·pre sc con umcr , allow con urn r to r du e hopping 

c t (tim hopper with ource ent rtainm nt in th ir 

rvi vh r th cu tom r i 

II -
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5.4 Recommendations 

From the findings, it emerged that the retailer per ivcd the shopping malls as being 

patronized by shoppers of household good Tn rdcr to increase turnover for those 

retailers not dealing in hou ehold ' ds, th th.: d to develop proper advertising and 

promotion tools that will app al to m H ·u. l m r to patronize their stores apart from 

relying on those vi iting th · rn Ill · 11 imuti l for household shopping. 

LIMITATION OF Til T Y 

The study had targeted a ample of 150 respondents. However, some of the targeted 

respondents, mostly of the sian origin had a negative attitude towards the study. As a 

result, it was not possible to get the targeted figure owing to the fact that it proved 

difficult to convince a good number of them to participate in the research. 

SUGGESTIONS FOR FURTHER RESEARCH 

The study approached the issue of perception of shopping malls from the point of view of 

retailers. Another study ought to be done from the point of view of customers who 

patronize the different shopping malls so as to ascertain their perception of the same. 
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Dear Respondent, 

APPENDIX 1 

INTRODU TORY L TTER 

RE: COLLECTION OF SURVEY DATA 

Hellen Samarin Lesirima 

School of Business, 

University of Nairobi, 

P.O Box 30197, 

NAIROBI. 

August 2006 

' 

1 am a postgraduate student at the University of Nairobi, School of Business. In order to 

fulfill the degree requirements, I am undertaking a management research project on the 

retailers' perception of shopping malls in Nairobi. You have been selected to form part of 

this study. This is kindly to request you to assist me collect the data by filling out the 

accompanying questionnaire, which I will collect from your premises. 

The information you provide will be used exclusively for academic purposes. My 

supervisor and I assure you that the information you give will be treated with strict 

confidence. At no time will you or your organization's name appear in my report. A copy 

of the final paper will be availed to you upon request. 

Your co-operation" ill be highly appreciated and thank you in advance. 

Yours faithfully, 

H 11 11 amarin L irima 
18..\ tud nt 

tni\ r it · f 'airobi 

largar t 
L tur r/ up ni r 
Univ r it) f airobi 



APPENDIX2 

RESEARCHQ 

pART A: General Information 

Please answer the following qucstl 

TTONNAIRE 

f rovidcd. 

1. Your name .............................................................. ... .. . ..... .... ... ..... . 

2. Name of your con1puny ........................................... ....... ... ... ..... ........ .. 

3. Type of business ................................................ . .. . . .... ... . . ....... . ....... . 

4. Number of y~.:uc ut the h ppmg !all 

pART B: Perception of Retailers on the Shopping Mall 

5. What made you decide to trade at the Mall at not any other? .... .... .................... .. . 

········ ···· ····· ··· ··························· ··········· ······ ·· ··· ····· ···· ····· ····· ·· ·············· ... . 

6. On a scale of 1-5 (where l =Not at all, 2= To a little extent, 3=To some extent, 4= To 

a large extent, and 5= To a great extent) indicate the extent to which you consider the 

shopping mall to be appropriate on the following attributes. 

No. Issue (5) (4) (3) (2) (1) 

To a To a To some To a little Not at all 

great large extent extent 
extent extent 

l. Closer to the 

city 

II. Closer to 

trading areas 

... Provide space Ill. 

for public 
activities 

iv. Space allows 

for dealing m 

v riety of 

m r h ndi 

nd onm nt 

I lndi ti or 
th u t 

7 



pnces 

vi. The mall is 

associative with 

the upper class 

social group 
-

vii. ft is for giv ·u 

buyer 

characlcri ·ti · · 

1- ... 
Vlll. tares p rtra 

an image of 

thriftiness in 

shopping 

lX. Stores portray 

an image of 

luxury in 

shopping 

X. Stores portray 

an image of 

tradition in 

shopping 

XI. Stores portray 

an image of 

innovation in 
. 

shopping 

·u. Retailer run 

adverti ing nd 

p motion 

lern nt o 

th ir ch i 

Ill . Crent ~JIIl"''\N 

th t n t I 

en 1pty when 



few shoppers 

are present 

XlV. Provides a 

convenient, 

safe and 

attractive place 

for sh pping 
-

XV. Most patron · 

arc buyer· r 
hou ehold 

goods 

XVI. Exterior 

building 

materials affect 

buyer 

perceptions 

XVll. Interior 

building 

materials affect 

buyer 

perceptions 

... The mall is VIII. 

regularly . 

renovated 

XlX. Enables visitors 
. 

to easily walk 

from tore to 

tort;. 

. . p e a \rid 

vari t · 
estnblislunents 

·i. Com ni nt fi r 

tim -pr 

n um 
'--



xxii. Allows 

consumers to 

reduce 

shopping costs­

time, money 

and energy 
~xiii. Provide · ------t-----j-----+- ---+-----

consum 'r · with 

source of 

ent rtuimcnt in 

their shopping 

kxiv. It is a full 

service mall 

where the 

customer is 

pampered 

xxv. Most stores are 

completely 

self-service 

stores where 

the customers 

are left to fend 

for themselves 

~x· 1. Lack the 

uniquene s that 

nhan the 

h Pl ing and 

nt rt inmcnt 

ri 11 • 



APPENDIX3 

List of Retailers at Yaya, Sarit Center and Villag Market Shopping Malls as at 

pt mb r 2006 

A: THE VILLAGE MARKET 

Women's and Men's ha:hhm 

1. Athens 
2. Authentic 
3. The Bug hop 
4. Bellisimo 
5. Khazana 
6. Levent lnstabul 
7. Made In Africa 
8. No Limit Sports 
9. One Way 
10. Tap Tap-
11. Total Sports 
12. Treasure Trove 
13. Woolworths 
14. zetu Collections 

ARTS AND CRAFTS 

1. Artz Gallery 
2. Blue Rhino 
3. The Craft Shop 
4. Gallery Unik 
5. Jg Designs 
6. Jit Crafts 
7. Kalabash 
8. Kashmir Arts 
9. Kazuri 2 0 

7. Lotus 
8. One-Der Box 
9. Spinn 
10. Toy World 
11. Unique 

ESSENTIALS 

1. A vacado-Green Grocer 
2. Bakers Den-Bakery 
3. Chintu Electronics 
4. Florist 
5. Morning Glory-Stationery 
6. Nairobi Diplomatic Duty Free 
7. Nairobi Sport House 
8. Nakumatt Supermarket 
9. Niks Video 
10. Prime Cuts-Butchery 
11. Tintoria-Drycleaners 

SERVICES 

l. Alexander Forbes Insurance o 
2. All Times-News Stand 
3. 
4. 
5. 
6. 
7. 

ouncr 



17. Village Photo Shop 

18. Wynton House Of Music 

HEAL Til & BEAUTY 

1. Aromatic Perfume BUJ 

2. Beauty Work. 

3. Bclladonu PIHIItll(l<:y 

4. Divas-! lair Produ ·t 

5. 
6. 
7. 
8. 
9. 

Dreams Nail · 

rassroot ·-I lair ul n 

Jaffs Optical- yecare 

Salon Malibu 

Village Dental Clinic 

FOOD 

1. Ar1ecchino Ice Cream Parlour 

2. Baker Den 

3. Care Latino 

4. The Cork Wine Bar 

5. Debona irs 

6. Dormans Coffee House 

7. German Point 

8. Pomodoro Pizzeria 

9. Prime Cuts Deli 

I 0. Ro-Ro Chinese Restaurant 

11. Seaworld-Seafood 

12. Slush 

13. Sofra Turkish Cuisine 

14. teers 

15. Sugar Candy 

16. Taste Of Africa 

17. Thai Cuisine 

I . Tokyo Re taurant 

.1 TER1 AI IE T 

I. 
2. 

7. Pitstop Car Rides 

Putt-0-Mania Mini Golf 

ikiliza Night Club 

I 0. upcrbowl 

I I . Tin Man Pool Hall 

LEATHER & FOOTWEAR 

I . Athens 

2. Authentic 

3. The Bag Shop 

4. Barton Mode 

5. Bata 

6. City Walk 

7. Leather Variations 

8. Nairobi Sport House 

9. Woolworths 

CHILDREN'S FASIDON 

l. Athens 

2. Authentic 

3. Nairobi Sports House 

4. No Limit Sports 

5. One Way 

6. Simply Cuddly 

7. Total Sports 

8. Woolworths 

FURNISHINGS 

1. Barkat Furnishings 

2. Bellisimo 

3. Home Collection 

4. Jg Designs 

5. akumatt upennarket 

6. Woolworths 

J \V LER 

1. Diamond Watch 0 . 

2. Jit ,em 

4. 
tion 



FINANCIAL SERVICES 

1. Barclays Bank 

2. Charterhouse Bank 

3. Chase Bank 

4. Commercial Bank Of Africa 

5. Kenya Commercial Bank 

6. Standard hartcrcd ATM 

7. Veritas 
8. Village Market hH · Hut au 



B: THE SARIT CENTRE 

1. 4U 2 
2. Aa Health Centre 

3. Adelphi 
4. Africolour Labs 

5. Afrilog 
6. Anicarc 
7. Arena llcalth lub 

8. Arrow nc W·t 
9. Audi Point 
lO.Avo ado 
11 . Banana Bo: flice 

12. Bank f Baroda 

13. Barc1ays Pre tige Banking 

14. Basil's 
15. Bata 
16. Beauty Quest 

1 7. Beyond [nteriors 

18. Bhullar & Co.Advocates 

19. C.E.T. 
20. Ce1tel 
21. Cfc Bank Atm 

22. Chicago Pizzas 

23. Chinese Comer 

24. Chintu Engineering 

25. Clean Point 
26. Concorde Car Hire & Safaris 

27. Copy Cat 
28. Cycle Land 

29. Ohl 
30. Dormans Coffee Shop 

3 I . Or. (Mrs) Abda Khan 

32. Dr. (Mrs) Mira Joshi 

33. Or. Oogra 
34. Or. A.J. 1eyerhold 

35. Or. B.H.Pandit 

36. Dr. F. .Kh n 
w 



46. Haria Uniforms 

47. Healthy U 
48. Hidden Agenda 

49. Hotpoint 

50. Iat 
51. I & M Bank 
52. Infinity Interiors 

53. Intersat Africa Ltd 

54. ftalian Mcnswctu 

55. Jaff's pticul 

56. Jcwclurt 

57. Juice lt Up 
58. K.P.& L. o. 
59. K.P.& T. . 
60. Kaslunir Arts 

61. Kcb Card Centre 

62. Kcb Atm 
63. Kenya Commercial Bank 

64. Kibic 

65. Lipstix 
66. Mamma Mia 
67. Manix Clothing Store 

68. Marshalls (Ea) 

69. Men's Secret 

70. Micro City 
71. Many's Wines & Spirits 

72. Multi-Timber Hardware 

73. Naturally Yours 

74. New Day Gift Shop 

75. Nic Bank Atm 

76. Nokia Shop 
77. oor Lampshades 

78. Pfp Financial Consulting 

79. Posta Com Bureau 



92. Security Office 

93. Shah Chemist 

94. Slurpy 
95. Sole-Mates 

96. Southern Fried Chicken 

97. Standard Chartered ATM 

98. Strategic 'onsultants 

99. TB 
100. 
101. 
102. 
103. 
104. 
105. 
106. 
107. 
108. 
109. 
ll 0. 
1 11. 
112. 
ll3. 
114. 
115. 
116. 
117. 
118. 
119. 
120. 
121. 
122. 
123. 

Sports & llohbt ·s 

Tcchnicull•n 'Ill· ·tin' 

Tclccmc 
Tc ·ch m 
T ·xt B ok. entre 

The ratl Banda 

The arden entre 

The Healthcare lart 

The Woman hop 

Trisons Insurance 

Truworths 
Twiga Car Hire & Tours 

Uchurni 
Unik Glass 
Union Forex Bureau 

United Colours of Benetton 

Vane1a House Of Coffees 

Wella Care 

Wimpy (Off) 

Wonder World 

Woolworths 
Woolworths Homestore 

Woolworths Kids 

Wwicsafrica 
Zelma Boutique 



C: YAYACENTRE 

1. DHL Worldwide Express 

2. Bare lays Bank of Kenya 

3. Yaya Phonelink 

4. Rainbow Orchards 

5. Kenya Airways 

6. Auto & Electro Care Ltd 

7. Standard C'hmterecl Bunk 

8. Ilomccurc & llurdwur · Ltd 

9. Tazamu Afi·icu 

10. Homccarc & l Lard ware Lld 

l l . handarana upermarket Ltd 

12. Gourmet Meat Products 

13. The omer hop 

14. French Baker Septaria 

15. Yaya Chemists Limited 

16. New Day Ltd 

17. Anicare Limited 

18. City Optics & Contact Lens 

Centre 
19. Video One Limited 

20. Deacons Kenya Ltd/Woolworths 

21. Rupa's Jewellers & Engravers 

22. Mayo Investments Ltd 

23. Ruff Kids 
24. Card Centre (Yaya) Limited 

25. Top Mode Limited 

26. Modem Footwear I Bata 

27. The Friendship Co. (Tune Inn) 

28. The Copy Cat Limited 

29. PC World 
30. amish Photolab Limited 

31. X-treme Outdoors 

32. Healthy 20 0 Ltd 

33. eaway Kenya Limited 

34. Ital Dn'clcaner 
35. 'I ouch -of I ~ I Iairdrc crs Lld 

. Imp ri 1 ir crvic Ltd 

7. Po 1 1 ... orpor ti no K ny 

. L . y' oil 

R 
ldi Ill 

. 0 

Jy.llr 
n Limit 

1. h t I I th r Pn 

7 

4-. Karina Emporium Limited 

-l. . a uals Limited 

44. he Bronx Ltd (One Way) 

4 . Tcrkcmen & Persian Limited 

46. unny Daze 

47. Adelphi, The Leather Shop 

48. xtremc Outdoors 

49. Saffron 

50. Saffron Indian Restaurant 

51. Fashion Unlimited 

52. EASY SURF 

53. ALL ABOUT KJDS 

54. Aristocuts Limited 

55. Kashmir Arts Limited 

56. Right Gifts Limited 

57. Fu-Yang Restaurant 

58. Sugar & Spice Limited 

59. Basilica Ltd 

60. Cafe Cream 

61. Lines Limited 

62. The Beauty Shop (Robeston Co. 

63. Yaya Centre Forex Exchange 

Bureau 

64. Standard Chartered Bank 

65. Montana (La Elegant) 

66. Bookstop Limited 

67. Facelift Inspirations (Eve's 

Bayou) 

68. La Elegant (Leather Wear) 

69. Buttons & Bows Limited 

70. affron 

71. Legacy Books 

72. Montana 'A' 

73. Rone Munyanja Ltd 

(Impression ) 

74. airobi oys Hou e (ToY\ orld) 

7 . airobt port Hou e 

76. Ic ubc Ltmit d 

77. Dr. 1. t ind Prof. h. . 

L 



81. Chandarana S uperrnarket 

Office 

82. ANIMET 
83. Animet Limited 

84. Prof. W. R. Lcsan 

85. Dr. Omondi (Gynaecologist 

86. Dr. S.S . Andraw s/lk (M1s. ' 

Andrawc 

87. Rono Limited 

88. Nash & A ·sociu t~: · 

89. Dr. Anucw Muluvu 

(Paedctriciun 

90. PC World 

91. ity Optics & Contact Lens 

cntTc 
tudio lie Ltd 

< •• MaiTyat & Scott (K) Ltd 

4. Pete Aviation & Electronics 

. Karimbux Effendy & Co. 

Advocates 

96. Concord Insurance Company Ltd 

97. Kenya Flourspar Company Ltd 



APPENDIX4 

Operational Dimensions of Perception of hopping Malls 

l, ... ri~i·~~~~~1~ .. ~f' .............. l,_ ........................................... ·· ... .. ...................................................... r ............. it~'i~~~~1 .............. l 
~ ~ 
: : 

~ Retailer Perception ! Variabl I ti n 1uirL I ' Questions ' 

1 ........... ......................................... j.......... • 'llS ., l > th l[ ........................................... ! .................... ;:;;;;···· ...... ..j 
' L t'on • 'I ) · 't l tradmg areas i oca 1 

l 
I 
l 

• Pr nde ·pace for public activities 

i .. ~bi·~~·~~ .............................. l ............ ~ ....... s.r~~~ .. ~·ii~;~ .. r~·~ .. ct~·~1i·~g .. ~ .. ~~i~·t;; ........ l ................................................... l 

I i : ::::~:i::::::::i::::~~e ; tv-xm \ 
upper class social group 

• It is for given buyer characteristics 

• Stores portray an image of 

thriftiness in shopping 

• Stores portray an image of luxury in 

shopping 

• Stores portray an image of tradition 

in shopping 

j I • tares portray an imag~ of j I 
I l innovation in shopping I ! 
I I • Retailer run advertising and \ ~ 
i : pr motion elements of their choice I ! 

i I, • r at p c s that do not fe l mpty I !I! 

when few 

-----ir--- ------------.. -·--- ---
-~ .. Tt • Pr vid ! 

Hr cti · pl • IV 



!NllinbffOf ! ~ M;;;;p~t;o;;;~;~b~y~;;or r ~~ 1 

1 customers l household g d i i 

I J ....................... ____ ........... ... J . , J 
! Building ! • E t rior buillin, mat~rial affect ! xvu-xx ~ 

bu r1 

• uilding materials affect 

bu ' I r CrCeptlOnS 

• 'I he mall is regularly renovated 

I i ~ ~~~~;~i~~;;sv~ri:~:i: walk from 1 

I··N~~~b~~-~is·~~-i~~~······l············~·······c~·~-~~-ci~~t·-r~·~··ti~~-~·r;·~~-~~~d······ .. ········· .. ·····l···············~~i~~~~T··· .. ·········~ 

i ' • =~::::sMumers to rOOuce I j 

• It is a full service mall where the 

customer is pampered 

• Most stores are completely self­

service stores where the customers 

I ! 1 [I I : 

I ! are e t to fend for themselves ! ! 

I l • Lack the uniqueness that enhances l1 j 

' l ~':c~:::~~~nd ::t rtainmc~~ ....... _____ _] 


