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Research Question:

“How does the sphere of influence of S.G.S Magnum (Subhash Gulati Group)
shopping mall differ from the sphere of influence of Pune Central-2
shopping mall?”

Abstract

India has seen, in the recent past a massive growth in the construction of
shopping malls. These malls have not only changed the pre-existing landscape of
the cities in India, but changed consumer experience. This extended essay
discusses the sphere of influence of two shopping malls located in the city of
Pune, India through a survey of 40 persons visiting the mall, experience narrated
by shop owners in the malls and businesses that surround the mall besides
observations made by the author. The study hypothesized that the sphere of
influence of a shopping mall varies according to its size, accessibility,
geographical location and variety of shops present in the mall. Consumer’s tastes
and shopping preferences have had an impact on shopping behavior and
distances they are willing to travel to get what they want. The study discusses
and compares the two malls in terms of their potential impact on the
environment, economic businesses, power and dominance structures that
surround the shopping malls. Even if materials are available at closer distances,
consumers are willing to travel a larger distance to experience certain unique
characteristics of a mall. The essay concludes with an observation that each
constructed mall does not have the same sphere of influence and carries a
different clout. Perhaps decisions to construct malls in certain locations might
consider the appeal that the mall would have and advertise its unique features in
order to have a larger sphere of influence.
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1. Title: Sphere of Influence of Shopping Malls in Pune city, India.

2. Hypothesis: Itis expected that the sphere of influence (area/spread, number
of people visiting (frequency of visits), local people lives, pre-existing businesses
around the mall, levels of pollution, change in landscape, influence on lifestyle) of
a shopping mall vary according to its geographical location and characteristics
(size, accessibility, variety of products sold, design, ambience and
entertainment).

3. Introduction and Background

The aim was to understand the sphere of influence of malls in general through
the evaluation of two specific malls in the city of Pune. As defined by Oxford
dictionary “A sphere of influence is an area in which an organization has power to
affect events and developments in that space”.

The study specifically aimed to examine the geographical or spatial location; size
and variety of services offered in these two malls and the perceptions of those
who frequent these malls and general observations of the popularity of the mall.
It also aimed to know if the construction of the shopping malls has affected the
lives of people living close to the area, the environment in terms of levels of
pollution as well as the business in the shops and establishments that existed
prior to the construction of the malls. The investigation was carried out in the
city of Pune, India. This essay will discuss the sphere of influence and spatial
distribution of two selected shopping malls from the city.

This topic was particularly interesting because there is a huge growth in the
construction of malls and most things are available in one area and experience
suggests that each mall offers different experiences, and the characteristics of the
malls have influenced and altered people’s lives. Construction of shopping malls
is booming. This affects those living in the vicinity of a mall in at least two ways.
Firstly, their immediate surroundings and quality of life are influenced by the
mall’s construction, infrastructure and presence. Secondly, there is no longer any
need for consumers to travel far, to access their shopping needs. That second
point however, bears closer scrutiny because data suggests that each mall offers
a different experience and shoppers show preferences.

3.1 Evolution of shopping malls and their spread in India

Developing countries such as India have seen mushrooming construction in the
recent past. There has also been a sudden spate in constructions of shopping
malls in metropolitan cities. These shopping malls play a crucial role in the
economy today as they sustain a number of jobs directly and indirectly. The
construction and equipping of the mall requires vast amounts of capital and

investment,



The development of shopping malls in India has been drastic. India’s first
operational mall called Crossroads was built in Mumbai in 1999. This mall
attracted several consumers. The same year Ansal Plaza was built in New Delhi,
covering an area of 150,000 square feet of shops that offered branded clothes,
home furnishings and gadgets. Over the past six years, these malls have grown to
six million square feet of shopping mall space in an already overcrowded
Mumbai, New Delhi and Bangalore. It was reported that in 2007 India would be
resident to 26.2 million square feet of shopping malls. India would witness
growth in the number of shopping malls rising to 190 in 2010 and projected to
grow to 280 by the end of 2012 (Times of India Dec 19th 2010)

In India, the emergence of shopping malls has altered the lifestyle of the local
people. One of the reasons shopping malls have been more popular is due to the
international appeal they offer. Commercial businesses hoped to provide a better
shopping experience that would lead to additional revenue. In fact, malls are
typically visited by working age individuals and have become the de facto “hang
out” places of the young.

In India, once builders saw the impact that malls created on people, they
mushroomed everywhere. There was heavy competition among different malls
within the city, each striving to provide better variety and facilities than the next.
As a result, shoppers have become more pronounced in their choices.

Since 2005, the construction of malls has spread to smaller satellite towns as
well. Pune is one such satellite town of the commercial city of Mumbai that has
also seen a rapid growth in the construction of malls. Pune city is popularly
known as Oxford of the East for its educational institutions as well as its Film and
Television Institute of India; it also serves as a cultural capital. It is located in the
western part of India and is the second largest city after Mumbai in one of the
largest states Maharashtra. (Figure 1a, 1b) It has a population of 13 million
according to the 2011 census.

Pune has its first mall built in 2005 and since grown to 18 today. These malls are
huge concrete structures and are visibly different from other local shops and
have altered the landscape of the city. They are popular destinations for most
people and the popularity of the malls is evident by the fact that they now have
become important landmarks and reference points for those seeking directions.










































6.3 Mapping distances from where individuals travel to visit the malls

The maps (figure no 8a and 8b) indicate the distance and amount of time taken
versus the number of people who are ready to travel that particular distance to
visit the malls.

Figure 8a Central Mall
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This graph shows that people don’t travel a distance to access this mall.
However, there are reasonably vast numbers of people who access this mall.

Figure 8b SGS mall
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This graph shows that there are large numbers of people driven towards this
mall. There are people who travel long distances to access this mall. Since the
mall is located in the core, it also pulls in many people from the periphery area

well.
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7. CONCLUSION

The sphere of influence of SGS mall is clearly larger than that of Central Mall. The
reasons can be attributed to the experience that people have at the mall.

Shopping malls are business centers that attract a large number of people to
experience the contentment of shopping. Shopping mall ambience and shopping
satisfaction for consumers is vital. S.G.S mall is able to offer this to its consumers,
whereas Central does not. The major factors that affect shopping
encouragement are recreational activities, mall location, its ambience and store
attractiveness. From the survey that was carried out, it was found that most
consumers would visit the two shopping malls for leisure and buying a variety of
goods that the mall offers. People are willing to pay more because of the variety
and perceived quality of goods that are offered at SGS.

There are several factors that affect the sphere of influence of the two malls.
Central mall is designed vertically with less space comparatively. There are no
gaming facilities that the mall offers. The variety of clothes that the mall offers is
not very impressive which influence the number of customers visiting. The
atmosphere within the mall is not energetic enough to attract people. There are
only two shops that surround Central mall, thereby reducing its sphere of
influence.

The size of SGS mall was an advantage for it. The mall was able to contain more
variety of stores, and a larger food court. The effect of brand stores attracts
consumers towards the mall. There are many gaming facilities that SGS offers.
The location of the mall is another influencing factor. It is located in the heart of
the city and hence drives more people towards it. The mall has a lively
atmosphere and ambience that attracts people to it. People are ready to travel
long distances to access this mall as it provides them with things that satisfy the
people’s needs. The shops and services surrounding this mall also contributed to
its greater sphere of influence.
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