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ÅMall 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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ÅMall management encompasses operations, facilities management, 

security, accounts, common area maintenance, marketing, leasing and 

all the other functions even remotely related to a mall. 

ÅThe biggest problem in this industry is finding the right kind of 

tenants, while leasing out space to tenants, it is important to keep in 

mind the image mat you want to create in the customerõs mind.
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COMPONENTS OF MALL 
MANAGEMENT

Positioning Zoning
Promotions 

and 
Marketing

Facility 
Management

Financing
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1. POSITIONING A MALL

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

ÅThe 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.

ÅPositioning assists in creating a distinctive image and ôtop of 

mindõ recall for the masses when they think of a mall. 

ÅFor example, when a customer thinks of purchasing a 

handicamor digital cameras, the Sonior Canon brands come 

to top of his mind.
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2. ZONING

ÅZoning 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.

ÅZoning refers to the division of mall space into zones for 

the placement of various retailers.
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3. PROMOTIONS AND 
MARKETING

ÅPromotional events that help promote brands are an 

essential part of mall management. 

ÅSome of the most effective promotional models include 

celebrity visits, food festivals and talk shows, which increase 

footfalls and, as a result, increased revenues. 

ÅOrganizing cultural, national, and religious celebrations have 

also proved useful.
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ÅAdvantages of Promotions and Events:

(i) Optimum utilization of mall space

(ii) To create new source of avenues for mall retailers

(iii) To attract new customers

(iv) To beat competition
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