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AMall management is defined as an overall
operation and maintenance of the entire building
Infrastructure, including the services and utilities,
ensuring that they are used in a way that are
consistent with the purpose for which it was
acquired.
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A Mall management encompasses operations, facilities management,
security, accounts, common area maintenance, marketing, leasing and
all the other functions even remotely related to a mall.

A The biggest problem in this industry is finding the right kind of
tenants, while leasing out space to tenants, it is important to keep in
mi nd the I mage mat you want to
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1. POSITIONING A MALL

A It refers to defining the category of services offered by a mall.

A The primary objective of positioning is to create a distinguish
Image of a mall among consumers. It forms the basis for
differentiating a mall from its competitors.

APositioning assists in creatincg
mi ndd recall for the masses whe

A For example, when a customer thinks of purchasing a
handicanor digital cameras, th&onior Canon brands come
to top of his mind.
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Positioning means that the product categories and prices included are aligned
with a particular profile or segment basis demographics, psychographics etc.

In Short, Positioning is:
Placement of products or services in consumers’ mind.
What the customer believes about your product’s value, features, and benefits.
A comparison to the other available alternatives offered by the competitors.
Belief tends to based on customer experiences and evidence, rather than awareness
created by advertising or promotion.

® Not what you do to a product but what you do to the mind of the potential buyer.
How products/Brands are positioned in the Indian Retail Environment

Products/Brands Positioned For

Big Bazaar Affordable and Quality Goods

Move/Volini Backache

Boroline Antiseptic Cream

Eno Acidity

Southwest Airlines Affordable, no-frills air travel

DTDC Reliable Courier

Sony Advanced Technology, Tension Free

Ebay The virtual marketplace to buy or sell
anything




Mrs. Gracy Dsouza, Assistant Professor J. M. Patel College of Commerce

2. ZONING

A Zoning is a mall space allocation exercises under which mall
developers basically formulate right tenant mix to attract
both types of customers especially the impulse buyers.

A Zoning refers to the division of mall space into zones for
the placement of various retailers.
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3. PROMOTIONS AND
MARKETING

A Promotional events that help promote brands are an
essential part of mall management.

A Some of the most effective promotional models include
celebrity visits, food festivals and talk shows, which increase
footfalls and, as a result, increased revenues.

A Organizing cultural, national, and religious celebrations have
also proved useful.
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A Advantages of Promotions and Events:
(i) Optimum utilization of mall space
(if) To create new source of avenues for mall retailers

(ii)) To attract new customers

(iv) To beat competition
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