
 

 
 
 
 
ASSOCIATION FOR CONSUMER RESEARCH 

 
Labovitz School of Business & Economics, University of Minnesota Duluth, 11 E. Superior Street, Suite 210, Duluth, MN 55802 
 
 
Consumers’ Motivations to Shop in Shopping Malls: a Study of Indian Shoppers

Vipul  Patel, Faculty in the area of Marketing, V.M.Patel Institute of Management, Ganpat University, Gujarat, India 
Mahendra  Sharma, Faculty in the area of Marketing, V.M.Patel Institute of Management, Ganpat University, Gujarat, India 

 
The growth of India organized retail industry has changed the shopping behavior of the India consumers. Shopping today is much

more than just buying- it is an experience itself. Consumers have various motivations to visit the shopping malls. In this study, an

attempt was made to study the motivations that people go shopping in mall. A mall intercept survey was conducted to study the

shopping motivation of India shoppers. This study identified three utilitarian (i.e., convenient shopping, economic shopping and

achievement shopping) and six hedonic shopping motivations (i.e. shopping enjoyment, gratification shopping, idea shopping,

shopping for aesthetic ambiance, roll shopping, and social shopping).

 
 
[to cite]:

Vipul Patel and Mahendra Sharma (2009) ,"Consumers’ Motivations to Shop in Shopping Malls: a Study of Indian

Shoppers", in AP - Asia-Pacific Advances in Consumer Research Volume 8, eds. Sridhar Samu, Rajiv Vaidyanathan, and

Dipankar Chakravarti, Duluth, MN : Association for Consumer Research, Pages: 285-290.

 
[url]:

http://www.acrwebsite.org/volumes/14915/volumes/ap08/AP-08

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/14915/volumes/ap08/AP-08
http://www.copyright.com/


Advances in Consumer Research (Volume VIII) / 285

The growth of India organized retail industry has changed
the shopping behavior of the India consumers. Shopping today is
much more than just buying- it is an experience itself. Consumers
have various motivations to visit the shopping malls. In this study,
an attempt was made to study the motivations that people go
shopping in mall. A mall intercept survey was conducted to study
the shopping motivation of India shoppers. This study identified
three utilitarian (i.e., convenient shopping, economic shopping
and achievement shopping) and six hedonic shopping motivations
(i.e. shopping enjoyment, gratification shopping, idea shopping,
shopping for aesthetic ambiance, roll shopping, and social
shopping).

.
 ABSTRACT

The retailing sector in India has undergone significant
transformation in the past 10 years. The organized retail industry
in India is expected to grow 25-30 per cent annually and would
triple in size from Rs. 35,000 crore in 2004-05 to Rs.109,000
crore ($24 billion) by 2010. Retailing is gradually inching its way
towards becoming the next boom industry. Organized retailing is
changing the whole concept of shopping in terms of consumer
buying behavior. Shopping today is much more than just buying-
it is an experience itself. The objectives of this study were to
investigate the shopping motivations Indian shoppers go for
shopping in Mall.

Mall intercept survey was conducted to examine the
shopping motivations of Indian Shoppers. The sample included
162 active mall shoppers. The shopping motivations of the
consumers were identified by 47 items and captured in nine factors
by conducting factor analysis. Confirmatory factor analyses
successfully validated the items used to measure these three
utilitarian and six hedonic shopping motivations. Utilitarian
shopping motivations identified were convenient shopping,
economic shopping and achievement shopping while hedonic
shopping motivations were shopping enjoyment, gratification
shopping, idea shopping, shopping for aesthetic ambiance, roll
shopping, and social shopping.

This study will help the managers of shopping malls to
understand the shopping motivations consumers go shopping and
help them to craft their marketing strategies.

Key Words: Retail, Shopping Motivations, Hedonic
shopping, Utilitarian Shopping, Factor Analysis, Confirmatory
Factor Analysis.

Consumers’ Motivations to shop in Shopping Malls: A Study
of Indian Shoppers

Over the last few years, retail has become one of the fastest
growing sectors in the Indian economy. Traditionally, Indian retail
sector has been characterized by the presence of large number of
small-unorganized retailers. However, over the last half decade,
the Indian consumer market has seen a significant growth of
various retail formats such as supermarkets, department stores,
discount stores, hyper markets, etc. Though the organized retailing
accounts for only two percent of the retailing industry in India,
the organized retail industry is expected to grow 25-30 per cent
annually and is projected to attain USD 23 billion by 2010 (FCCI,
2005). Retailing is gradually inching its way towards becoming
the next boom industry.

Consumers' Motivations to shop in Shopping Malls: A Study of Indian Shoppers
Vipul Patel, V.M.Patel Institute of Management, India

Mahendra Sharma, V.M.Patel Institute of Management, India

Consumers are the major beneficiaries of the retail boom.
The Indian consumer is changing rapidly. They now have a choice
of wide range of products, quality and prices. Organized retailing
is changing the whole concept of shopping in terms of consumer
buying behavior. Shopping today is much more than just buying-
it is an experience itself. Shopping has become a pleasurable
experience itself. Consumers now value convenience and choice
on a par with getting value for their hard-earned money. Consumers
are now showing preferences for shopping malls, which enable
them to shop a variety of products under one roof and offer
shopping experience in terms of ambience and entertainment.
However, in the Indian context, no research has been carried out
to investigate various motivations that people go shopping in
malls. Therefore, there is clearly a need for research on this issue
in India. In this study, an attempt was made to study the motivations
that people go shopping in mall.

This research paper is divided into three major sections. First,
we discuss the theoretical background and previous research that
has been conducted in this area. Although there has been a dearth
of shopping motivation related studies in the Indian context,
theoretical exploration can be based on international studies
carried out in other countries. Second, we present the research
methodology adopted to investigate motivations people go
shopping in malls. Finally, we provide a general discussion of the
findings, as well as limitations of the study and directions for
future research.

LITERATURE REVIEW
One of the crucial questions that shopping involves is that

why do people shop. One way to give an answer to this question
is to examine consumers’ shopping motives. Motivation refers to
the drive, urge, wish, or desire that leads to a goal-oriented
behavior (Mowen, 1995). When someone feels the need to acquire
a product, he goes shopping. But shopping does not occur only to
acquire a product. There are many reasons or needs why an
individual decide to leave his home for shopping and go to a
shopping location. These reasons or needs are called shopping
motivations. Consumers do not buy products or services, but they
buy benefits, some tangible and some intangible. Some people
may be satisfied only if they purchase what they had planned;
however, others enjoy emotions such as fun and excitement as
well as the actual purchase.

Several researchers have studied shopping motivations,
resulting in a broad range of literature. (Arnold and Reynolds,
2003; Babin, Darden & Griffin 1994; Batra & Ahtola 1991; Bloch,
Ridgway & Dawson, 1994; Tauber, 1972; Westbrook and Black,
1985). In reviewing the literature, motivations for shopping in
malls range from utilitarian motivation to hedonic or experiential
motivation. Many shoppers enter malls with the objective of
purchasing particular products. They are utilitarian shoppers,
looking for functional product benefits (Tauber, 1972).Utilitarian
motivation involves satisfying functional or economic needs
(Babin, et al, 1974) and often been characterized as task related
and rational (Batra & Ahtola, 1991). Utilitarian shoppers may
visit shopping malls only for the product(s) they want to purchase,
thereby neglecting all the other motivations (Babin, et al. 1994).
They pay less attention to other products and the decoration of
the mall, as these elements are considered “irrelevant” to their
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shopping objectives and motives (Fischer and Arnold,
1990).Utilitarian motivations includes convenient shopping;
procuring goods, services, or specific information; and reducing
the costs (i.e., money, time, and effort) that may have to be
expended in transportation, finding specific products or services,
and waiting in check-out lines (Kim & Kang, 1997). For this type
of shopper, shopping is “work”, where main motivation is to
purchase predetermined goods as quickly as possible. In contrast,
some consumers enter malls with mainly non-utilitarian motives.
For them, shopping can be hedonic—it is “fun”. Hedonic shopping
is viewed as a positive experience where consumers may enjoy
an emotionally satisfying experience related to the shopping
activity regardless of whether or not a purchase was made. Hedonic
shopping motivations are in a way similar to the task orientation
of utilitarian shopping motivations, only the “task” is concerned
with hedonic fulfillment, such as experiencing fun, amusement,
and sensory stimulation (Babin et al., 1994). These hedonic
satisfactions may be derived from ambience, entertainment,
browsing, and social experiences outside the home (e.g., meeting
friends, watching people).

One of the first researchers to investigate shopping
motivations was Tauber (1972). Using depth interviews, Tauber
divided shopping motivations into two categories: personal and
social. In the category of personal shopping motivations he
identified the need for role playing, diversion, self-gratification,
learning about new trends, physical activity, and sensory
stimulation. The need for social experiences outside the home,
communication with others having the same interest, peer group
attraction, status & authority, and pleasure of bargaining were
included in the category of social shopping motivations.

Westbrook and Black (1985) suggested seven dimensions
of shopping motivations: anticipated utility, role enactment,
negotiation, choice optimization, affiliation, power and authority,
and stimulation. Similarly, Arnold and Reynolds (2003)
investigated hedonic reasons why people go shopping and
identified six broad categories of hedonic shopping motivation.
These included adventure shopping, social shopping, gratification
shopping, idea shopping, role shopping, and value shopping.
Adventure shopping refers to shopping for excitement, adventure,
and stimulation. It also refers to experiencing a different
environment that stimulates the senses. Social shopping
emphasizes the social benefits of shopping with friends and family.
Gratification shopping refers to shopping as a means to create a
positive feeling, that is, to feel better or give a special treat to
oneself. Idea shopping refers to shopping to gather information
about new trends, fashions, and products. Role shopping reflects
the enjoyment felt when shopping for others and finding the perfect
gift. Value shopping refers to the joy of hunting for bargains,
finding discounts, and seeking sales.

Dawson, Bloch and Ridgway (1990) classified shopping
motivations in experiential (watching other people, enjoying the
crowd, meet new people, etc) and product-related needs (find new
or unique products, see new things, etc.).

Sheth (1983) distinguished functional and non-functional
motivations. Functional motivations pertain to tangible aspects
such as product assortment, product quality, convenience, price
etc., while non-functional motivations comprise non-tangible
aspects (such as store clientele, store reputation and promotions),
social motivations (social interaction etc.) and personal
motivations (enjoyable experiences). (cf. Geuens et al. 2001).

In order to infer shopping motivations, various taxonomies
of retail shoppers were developed by researchers. Stone (1954)
offered the first typology based on consumers’ attitudes towards

shopping. The ‘economic consumer’ is concerned with price,
product assortment and quality. The ‘personalizing consumer’
seeks social relationships with retail personnel. The ‘ethical
consumer’ is concerned with moralistic concerns and is willing
to give up lower prices or a larger assortment to help out the little
retailer, for example. Finally, the ‘apathetic consumer’ shops out
of necessity and is not involved at all with shopping. Shim et al.
(1998) came up with four grocery shopping segments: Food safety/
health shoppers, convenience shoppers, middle-of-the-road
shoppers, and home shoppers. Williams, Painter and Nichols
(1978) found four shopping segments: low-price shoppers,
convenience shoppers, involved shoppers and apathetic shoppers.

Lesser and Hughes (1986) classified shoppers into seven
categories: Inactive shoppers, Active shoppers, Service shoppers,
Traditional shoppers, Dedicated fringe shoppers Price shoppers,
Transitional shoppers.

Bloch et al. (1994) identified distinct patterns of the mall
habitat. The six patterns captured were mall enthusiasts (high level
of purchasing, enjoyment of the mall aesthetics, e.g., physical
design, appearance, and experiential consumption), escape (a relief
from boredom, and an escape from routine), exploration (desires
for variety or novelty and enjoyment of exploring new products
or stores while in the mall), flow (a pleasurable absorption that is
associated with losing track of time), knowledge or epistemic
(obtaining information about new stores and new products) and
social affiliation (enjoyment of communicating and socializing
with others).

RESEARCH METHODOLOGY

Sample
This study used mall intercept survey method. Data were

collected from shopping malls located in Ahmedabad city of
Gujarat, India during last week of February, 2007. The target
population for this study consisted of active mall shoppers.

A structured questionnaire was developed to measure the
customers’ shopping motivations in the shopping malls. The
questionnaire consisted of questions concerning shopping
motivations, and demographic information of respondents. Total
47 items were developed to measure the shopping motivations.
Some items were adapted from previous studies, and some were
developed by the researchers. All of these were five point Likert-
type scales in which respondents were asked to indicate their level
of agreement (1 = strongly disagree to 5 = strongly agree).Lastly,
the questionnaire also consisted questions to solicit demographic
information of the respondents such as gender, age, education,
household income and marital status.

Questionnaire was hand carried and personally explained to
respondents by the interviewers. Interviewers gave instructions
for completing the questionnaire and waited while respondent
independently filled out questionnaire.

Demographic Profile of the Sample
A total of 162 respondents participated in the survey. Selected

demographic characteristics of the sample including gender, age,
education, marital status and monthly family income, are presented
in Table I.

The sample consisted of 51.2 percent of male and 48.8
percent female respondents. Respondents were mostly between
the ages of 21 and 40 years (69.4%). 61.7 percent of the
respondents were single. Almost 86 percent of the respondents
had at least bachelor degree. Almost 79 percent of the respondents
reported that their family income was more than Rs. 20,000.
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TABLE I
Demographic Characteristics of the Sample

Variables Frequency %

Gender Male 83 51.2

Female 79 48.8

Age Under 11 0 0

11-20 Yrs 22 13.6

21-30 Yrs 69 46.2

31-40 Yrs 36 22.2

41-50 Yrs 29 17.9

Above 50 Yrs 6 3.7

Education Lower than secondary school 0 0

Secondary School or equivalent 22 13.6

Bachelor degree 93 57.4

Master degree 47 29.0

Doctoral degree 0 0

Others… 0 0

Marital Status Single 100 61.7

Married 62 38.3

Monthly Family Income Less than Rs.10,000 0 0

Rs.10,000 to Rs.20,000 34 21

Rs.20,000 to Rs.30,000 72 44.4

Rs.30,000 to Rs.40,000 42 25.9

More than Rs.40,000 14 8.6

DATA ANALYSIS

Exploratory Factor Analysis
At the initial stage of analysis, exploratory factor analysis was conducted using the Principal Component Approach with a

varimix rotation. In this study, the result of Bartlett’s test of sphericity (0.00) and KMO (0.633) indicate that the data are appropriate
for factor analysis. In the analysis only the factors having latent roots or eigenvalue greater than 1 were considered significant. Total
nine factors were extracted during this stage of exploratory factor analysis. All the nine factors together accounted for 68.734 percent
of the total variance. These nine factors were convenient shopping, economic shopping, achievement shopping, idea shopping, shopping
enjoyment, roll shopping, gratification shopping, shopping for aesthetic ambiance, and social shopping.

Confirmatory Factor Analysis
In order to validate the measurement properties of the hedonic and utilitarian shopping motivation constructs identified in the

exploratory factor analysis, an iteration of confirmatory factor analyses was conducted. A 24 item, and nine-dimension confirmatory
factor model was estimated using AMOS 16 (Evaluation Version). The results of the confirmatory factor analysis are reported in table
II.
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 TABLE II
Confirmatory Factor Analysis of shopping motivation constructs

Shopping Items Factor Coefficient Construct Variance
Motivations  Loading  Alpha Reliability Extracted

Utilitarian Shopping Motivations

Convenient I like to shop at shopping mall because of large 0.902 0.891 0.891 0.732
Shopping variety of products available.

I like to shop at shopping mall because whatever I 0.823
need I find it under one roof.
Timing of the shopping malls is very convenient to me 0.841

Economic I go shopping in the mall to take advantage of sales 0.804 0.821 0.825 0.613
Shopping promotion schemes.

I go to shopping in shopping malls when there are sales. 0.839
I enjoy looking for discounts when I shop in 0.698
shopping malls.

Achievement I always plan my shopping trips. 0.640 0.805 0.814 0.528
Shopping It is important to accomplish what I had planned on 0.643

particular shopping trips.
I always have a list of products to buy when I go for 0.702
shopping.
I already know which products I want to buy 0.829
when I go for shopping.

Hedonic Shopping Motivations

Shopping Visiting shopping mall makes me feel better even 0.771 0.798 0.801 0.575
Enjoyment  if I do not buy anything.

I enjoy spending time at shopping mall. 0.839
Shopping in mall is one of the enjoyable 0.653
activities of my life.

Gratification When I’m in a down mood, I go shopping to make 0.939 0.902 0.904 0.826
Shopping me feel better.

To me, shopping is a way to relieve stress. 0.877

Idea Shopping I like to go to shopping mall because I like to see 0.947 0.891 0.899 0.750
what the latest fashion is.
I go to shopping mall to see what new products/ 0.724
designs/brands are available.
I go to shopping malls to keep up with trends. 0.908

Shopping for I always enjoy the architecture of shopping malls. 0.715 0.808 0.826 0.708
Aesthetic Visual display of the mall is very attractive to me. 0.951
Ambiance

Roll Shopping I like to go shopping when it is for other people. 0.853 0.755 0.762 0.617
I like shopping for others because when they 0.712
feel good I feel good.

Social Shopping I prefer to shop with friends and family. 0.939 0.885 0.890 0.802
Shopping with friends and family members is 0.850
a social occasion.
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Reliability and validity of the constructs
Analysis began with measuring the reliability of the

constructs. First, internal reliability of the scale was examined
using Cronbach’s alpha coefficients. Taking 0.7 and above as an
indicator of reliability, it can be concluded that all the shopping
motivation constructs are reliable.

Convergent validity can be assessed from the measurement
model by determining whether each indicator’s estimated
maximum likelihood loading on the underlying construct is
significant. As illustrated in table II all confirmatory factor loadings
exceed 0.60. Therefore, we have evidence of convergent validity
of our measures.

Composite reliability coefficients for each construct are also
given in Table II. Composite reliability should be greater than 0.7
to indicate reliable factors (Hair et al. 1995). In this study, all the
composite reliability coefficients are greater than 0.7 indicating
reliability of the factors.

Last, variance extracted was calculated. Variance extracted
estimates show how variances are measured compared to random
measurement error. All variances extracted were above 0.50, which
means more than half of the variances for the specified items were
accounted for by the construct

The composite reliability, variance extracted, and Cronbach
alpha coefficient values for all shopping motivation factors, greatly
exceeded the minimum acceptable values. This indicated that
measures were free from error and therefore yielded very consistent
results (Zikmund, 2003).

After conducting the validity and reliability tests for all of
the shopping motivation factors, it is also necessary to demonstrate
the overall fit of the measurement model. Several fit indexes likes
the ratio of chi-square to degrees of freedom, the goodness-of-fit
index (GFI), adjusted GFI (AGFI), the normed fit index (NFI),
Tucker-Lewis Index (TLI), Incremental Fit Index (IFI), and the
Relative Fit Index (RFI), comparative fit index (CFI), and root
mean square error of approximation (RMSEA) were used to
quantify the model fit. As shown in Table III, the results of the
confirmatory factor analysis demonstrated a moderate fit of the
measurement model on the basis of a number of fit statistics.

TABLE III
Model Fit Indexes

Fit Indexes

Ratio of chi-square to degrees of freedom 1.865

Goodness-of-fit index (GFI) 0.832

Adjusted GFI (AGFI) 0.771

Normed fit index (NFI) 0.808

Tucker-Lewis Index (TLI) 0.871

Incremental Fit Index (IFI) 0.901

Relative Fit Index (RFI) 0.759

Comparative Fit Index (CFI) 0.898

Root Mean Square Error of Approximation (RMSEA) 0.073

CONCLUSION
As discussed above, nine motivation factors (three utilitarian

and six hedonic) have been extracted with the help of exploratory
factor analysis. Confirmatory factor analyses successfully validated
the items used to measure these three utilitarian and six hedonic
shopping motivations. Utilitarian shopping motivations identified

were convenient shopping, economic shopping and achievement
shopping while hedonic shopping motivations were shopping
enjoyment, gratification shopping, idea shopping, shopping for
aesthetic ambiance, roll shopping, and social shopping.

LIMITATIONS AND FURTHER RESEARCH
Like every research, this research also contains limitations.

These limitations should be taken into account when the results
of this research are interpreted. The study has been conducted in
Ahmedabad city of Gujarat, India. The results of the same, if
conducted in other part of the county may vary. The sample
consisted of 162 active mall shoppers. The small sample size is
also error-prone. Shopping motivation in this study captures the
general predisposition of respondents towards the act of shopping.
It is likely that individuals display different shopping motivations
on varying occasions. While this study identified several shopping
motivations Indian consumers go for shopping, it may have missed
others. These motivations will need to be measured empirically
in future research.

Further research may address the following important questions:

1. Do the demographic factors affect the shopping
motivations of the consumers to shop in shipping
malls?

2. Do the various formats of the shopping malls affect
the shopping motivations of the consumers to shop in
particular malls?

3. How do cultural factors influence the motivations
people go in shopping malls?

4. Do the people from different geographical areas of
Indian differ in their shopping motivations to shop in
shopping malls?

5. Do the people from urban area and rural area differ in
their motivation to shop in shopping malls?

Nine motivations factors consumers go for shopping were
identified in this study. The study revealed that consumers go for
shopping not only to purchase the products or services but also
for fun. As organized retailing develops in India, it is important
to managers of shopping malls to know about the motivations
consumes go for shopping in malls. This study may help them to
know their consumers and help them to craft the marketing strategy
as per the demand of the consumers. Research on Indian mall
shoppers’ behaviour and their implications for retail management
is still at its early stage. We hope that the present study will serve
as a start helping to draw more attentions to this important aspect
of retail management.
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