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Abstract:  
Parents are always fascinated about the development of their kids, they want to see them growing as a responsible 

citizen, and as an astute consumer. We are interested to know the possible reasons behind parents’ visit to shopping 

malls and other venues of shopping with their kid. Further research paper explore about the purchasing behavior 

and satisfaction level of parents who visit malls with their kids. Post purchase behavior like revisiting malls and 

recommending others to visit malls with kids by has been studied to draw its implications on the sales of shopping 

malls. Research tools like MANOVA and LSD post-hoc, logistic regression and partial correlations are applied to 

draw conclusion from the identified objectives obtained after focus group study conducted in Northern India. 

Limited availability of data, sampling areas and techniques, along with the non involvement of kids in the response 

generation process are basic drawbacks of the study. Although study will be useful for the sales managers of the 

retail malls to up sell their products to the visitors accompanying kids.  

Keywords: Shopping Malls, Purchase Behaviour, Parents and Kids.     

  

Introduction:  

Every year 26 Millions of children are born 

in India. As per the census of 2011, share of 

children of age group 0-6 years to the total 

population of India is 13.1%. This data 

become multifold if we also add children of 

age group 6-12 years. Although the 158.79 

Millions of children of age group 0-6 years 

are unequally distributed among rural and 

urban areas yet this huge population is a 

potential market for the shopping malls 

operating in urban India (Children in India 

2012 - A Statistical Appraisal, Ministry of 

Statistics and Programme Implementation, 

Government of India). Visiting a shopping 

mall is not a single dimensional activity with 

an objective of shopping only. Shopping 

along with friends and families gives 

hedonic pleasure and utilitarian advantage to 

a customer. Shopping is done under various 
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circumstances and situations therefore it is a 

multi-dimensional activity. One such 

dimension could be shopping with your 

kids. Parents have variety of experiences 

and thoughts about accompanying their kids 

in shopping malls. Some parents consider 

visiting a mall with their children as an 

opportunity to spent good time 

with them while for some it could be a 

tedious job with lots of responsibility. We 

have our own reasons of visiting shopping 

malls with our kids. The objective of our 

study is to explore the reasons behind 

parents visit to shopping malls along with 

their kids. Also, to find out the impact of 

visiting mall with kids on the expenditure 

incurred of their parents.  

 

Review of Literature/Initial Investigation:  

Secondary sources helped us in developing 

preposition regarding parents visit to 

shopping malls with their kids. Prepositions 

were further strengthened by conducting 

five focus group studies, each group had 15 

members. Members were asked to give their 

opinion and thought on the question – Why 

do you visit shopping malls with your kids? 

Of course a purposeful sampling technique 

is applied while selecting sampling unit, 

where each member is a parent of a child 

between ages of 2 to 12 years. Uttar 

Pradesh, Bihar, Maharashtra, Madhya 

Pradesh and Rajasthan are the states of India 

which accounts for 52% of children in the 

age group of 0-6 (Children in India 2012 – 

A Statistical Appraisal). Therefore focus 

groups studies were conducted at Gwalior 

and Indore of Madhya Pradesh; Agra and 

NOIDA of Uttar Pradesh region of India. 

These prepositions would further help us in 

developing construct to procure primary 

data for our study.  

Preposition 1- (Cognitive abilities and 

Learning) Children love to acquire 

consumer knowledge (Florence Feenstra et. 

al, 2015) by doing so they learn to become a 

consumer. In a way visiting a shopping mall 

or any organized retail format gives an 

opportunity to a child to learn. During early 

stages of cognitive development child 

interpret, organize and predict the 

consequences of any action (Angela Oswalt, 

2008). As per Jean Piaget theory of 

cognitive development a child assimilate 

what he or she observes. Any object or 

person they see may be on television or live, 

they try to identify and assimilate the same 

on their re-encounter with the object or 

person (McLeod, S. A., 2015). Open spaces 

in the shopping malls and other organized 

retail formats offer opportunities to a child 

to extend his or her ability to assimilate. 
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Further children learn to accommodate with 

the help of their parents, when they face new 

schemas during their visit to shopping malls.  

Preposition 2- (Entertainment and 

Enjoyment) Shopping malls are also used 

for entertainment along with shopping 

(Bloch et al., 1994). Shu-pei Tsai (2010), 

used four dimensions namely exhilaration, 

exploration, relaxation and socialisation, 

which provides holistic entertainment 

experience as construct in their research. 

Entertainment while shopping is known as 

shoppertainment. It develops interest in kids 

to visit shopping malls with their parents. 

Kids enjoy accessibility and freedom of 

purchase in shopping malls, this freedom 

gives them joy and delight. Kids enjoy 

layout, physical facilities and product 

assortments offered by the shopping malls. 

Consumers evaluate shopping malls on the 

basis of its location, architecture, 

entertainment and restaurants (Yan & 

Eckman, 2009). These facilities evoke 

senses of children and initiate entertainment 

process. As per Cova (2003), pleasant 

experiences to senses initialize the process 

of entertainment. Paid gaming zones as well 

as unpaid modes of entertainments like- 

special events, equipment at mall etc. 

fascinates a child. Food zones and branded 

fast food centers are the points of attraction 

for the kids, further eating out at mall while 

shopping saves lots of energy and time of 

parents.  

Preposition 3 – (No other alternative) 

During some focus group studies it was 

found that it is kids who compel their 

parents to visit shopping malls. Modern 

day’s kids prefer to visit shopping malls 

over other venues like – religious place, 

museum, parks, sports complex etc. Besides 

that sometimes no one is there at home who 

could take care of kids, therefore it is better 

to visit malls with them. Parents too feel that 

malls are safe place to visit with kids. 

Shaked (2009) coined a term family 

bonders, who give priority to family, 

therefore family pressure could be a reason 

for parents  to visit shopping malls with their 

kids.      

Preposition 4 – (Spending good time and 

Decision making) Parents feel that visiting 

malls with their kids is a good way to spend 

time with them. Parents enjoy their kids 

company and spend a happy weekend with 

them in shopping malls. Kids too enjoy 

company of their parents while visiting 

shopping malls. Children of today have fair 

idea of products and services available in the 

market; their information helps parents to 

take correct decisions while purchasing 

goods and services from shopping malls.  
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Preposition 5 - (Product Category) Nature 

of product plays an important role in 

determining the level of consumer 

involvement (Bloch and Richins, 1983). 

Four product categories are identified to 

check which product category influence 

most a child to visit shopping malls with 

their parents.  

Above proposition would help us to drive 

factors which are responsible for the kids 

visit to malls with their parents. Factors 

which are responsible for kids visit to 

shopping malls are further tested for its 

impact on the planned and unplanned 

expenditure of the customers. Consumers 

have mental budget for planned and 

unplanned expenditure (Stilley, Inman and 

Wakefield, 2010). Researches have been 

conducted recently to identify factors that 

influence unplanned purchases and spending 

(Bell, Corsten, and Knox, 2011). Planned 

expenditure positively affects satisfaction of 

the shoppers (Wesley et.al., 2006). 

Satisfaction with any service or product 

affects intention to buy and reuse that 

product or service (Howard and Sheth, 

1969).    

Objectives: 

1) To identify major factors which 

influence parents visit to shopping 

malls with their kids. 

2) To find out the relationship between 

parents’ recommending others to 

visit malls with their kids and 

identified factors. 

3) To find out relationship between 

parents satisfaction level when they 

visits malls with their kids and the 

money they spend while visiting. 

4) To identify whether parents would 

revisits malls with their kids or not 

on the basis of satisfaction they drive 

during visit of the malls with their 

kids. 

5) To find out role of kids in purchase 

decision making and its impact on 

parents revisit to malls with them.   

6) To measure parents’ level of 

satisfaction after knowing that 

children are learning to become 

consumers during their visit to 

shopping malls.    

     

Research Methodology and Analysis:  

On the basis of propositions 28 reasons are 

identified for the kids visit to shopping malls 

with their parents. Further a five point likert 

scale is used to design a questionnaire based 

on the identified reasons and few more 

questions are added to identify the impact of 

kids visit to shopping malls with their 

parents on the spending pattern of the 
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parents. Parents’ level of satisfaction is 

checked through a question based on the 

Spreng and Mackoy, 1996 study. Parents’ 

intention to revisit a shopping mall with kids 

and intend to recommend others to visit 

malls with their kids is analyzed with the 

help of modified question designed by 

Cronin and Taylor, 1992.  

A survey is conducted in the same regions 

where focus group study was done. 

Questionnaire has been filled by 105 parents 

having kids between age group of 2 to 12 

years. 5 questionnaires are rejected as they 

were partially or wrongly filled. Later factor 

analysis is applied on the collected data by 

using SPSS 20.0.  

Factor analysis gave us four factors which 

are responsible for the kids visit to shopping 

malls with their parents. (Refer Table No.1) 

Now four hypotheses could be formulated to 

find out the relationship between parents’ 

recommending others to visit malls with 

their kids and identified factors: 

1. There is no significant difference 

between the parents’ recommending 

and not recommending others to visit 

shopping malls with respect to 

learning and cognitive development 

of kids while visiting malls. 

2. There is no significant difference 

between the parents’ recommending 

and not recommending others to visit 

shopping malls with respect to 

enjoyment derived by the kids after 

visiting malls. 

3. There is no significant difference 

between the parents’ recommending 

and not recommending others to visit 

shopping malls with respect to kids 

forcing parents’ visit to mall and 

their preferences over other places to 

visit. 

4. There is no significant difference 

between the parents’ recommending 

and not recommending others to visit 

shopping malls with their kids as 

they help them in purchase decision.  

On conducting MANOVA with the help of 

SPSS and applying LSD post-hoc test we 

found that the first null hypothesis is not 

accepted and there is a significant difference 

between parents recommending and not 

recommending visiting shopping malls with 

their kids with respect to development of 

learning and cognitive abilities of kids 

during such visits, as Pillai’s trace value of 

significance is less than 0.05. Leven’s test 

suggests us that level of error variance is not 

equal across the dependent groups. Further 

Table 2 show the test of between subject 

effects: (Refer Table No.2) 
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As per the Table 2 there is a significant 

difference exists between categories of 

parents recommendation to others (not 

recommending, recommending, highly 

recommending) and all dependant variables, 

with variable three and four explaining the 

maximum variations. On observing the LSD 

post-hoc test details it is observed that 

except for variable 1 and 2 categories not 

recommended to highly recommended, and 

variable 4 categories not recommended to 

recommended all other relationships are 

significant.  

The Second null hypothesis is not accepted 

and there is a significant difference between 

parents recommending and not 

recommending visiting shopping malls with 

their kids with respect to enjoyment of kids 

during such visits, as Pillai’s trace value of 

significance is less than 0.05. Leven’s test 

suggests us that level of error variance is not 

equal across the dependent groups. Further 

Table 3 show the test of between subject 

effects: (Refer Table No.3) 

As per the Table 3 there is a significant 

difference exists between categories of 

parents recommendation to others (not 

recommending, recommending, highly 

recommending) and all dependant variables. 

On observing the LSD post-hoc test details 

it is observed that almost all the variable are 

showing significant difference among all 

three categories of recommendations.   

The null hypothesis is not accepted and 

there is a significant difference between 

parents recommending and not 

recommending visiting shopping malls with 

their kids with respect to kids’ pressure and 

preference during such visits, as Pillai’s 

trace value of significance is less than 0.05. 

Leven’s test suggests us that level of error 

variance is not equal across the dependent 

groups. Further Table 4 show the test of 

between subject effects: (Refer Table No.4) 

As per the Table 4 there is a significant 

difference exists between all three categories 

of parents recommendation to others (not 

recommending, recommending, highly 

recommending) and all dependant variables. 

On observing the LSD post-hoc test details 

it is observed except one variable which is - 

“other family members forces you to visit 

shopping malls”, is not significant between 

category not recommending and highly 

recommending while all other variables are 

showing significant difference among all 

three categories of recommendations.  

Similarly Table 5 shows us that there is a 

significant difference exists between all 

three categories of parents recommendations 

to others and all dependant variables related 
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to companionship and decision making.  

(Refer Table No.5)  

Further partial correlation between hikes in 

planned spending of parents and their 

satisfaction level when they visit shopping 

malls with their kids is measured, by 

keeping unplanned purchase of goods as 

constant which is found to be 0.962. While 

partial correlation between unplanned 

purchase of goods by parents and their 

satisfaction level is -0.933, when we keep 

planned spending of parents as constant. 

This means increase in planned spending 

due to parents visit to malls with their kids 

increases their satisfaction level while any 

purchase of unplanned item puts a negative 

effect on the customer satisfaction level. On 

applying linear regression on the data we 

found that 92.8 percent of the variation in 

satisfaction level of the parents visiting 

malls with their kids is explained by the 

increase in planned spending and increase in 

the unplanned purchase of products. Further 

model can be used for prediction as its 

significant value is less than 0.05.  Logistic 

regression is applied to find out the 

predictive model where customer 

satisfaction in visiting malls with their kids 

is an independent variable and intention to 

revisit shopping malls (Refer Table No.6) 

with their kids is a dependent categorical 

variable. Table VI shows overall model 

accuracy when no predictive variables are 

involved, which means that it is going to 

predict parents intention to revisit malls with 

their kids and its accuracy is about 77.8%. 

Parents’ satisfaction level of visiting mall 

with kids is the only predictive variable and 

it is found to be significant which means it 

could be used to decide parents’ intension to 

revisit malls with kids.  Table 7 tells us the 

predictive accuracy of model and it is less 

than 0.05 therefore model is significant.  

Hosmer Lemeshow test also shows its 

values more than 0.05 hence model is 

significant. (Refer Table No.7)  Nagelkerke 

R square is 0.41, which means 41% 

variation in revisit is explained by 

satisfaction level of parents visit to malls 

with kids. Table 8 is a contingency table 

which shows observed values and expected 

values are same hence model is very 

accurate. Table 9 is a classification table 

which shows 77.8% correct classifications.  

(Refer Table No.8,9) Table 10 shows us the 

odd ratios which are very high hence high 

customer satisfaction would increase the 

chance of their revisit to malls with their 

kids.  (Refer Table No.10) We again 

applied Logistic regression to find out the 

predictive model where kids participation in 

purchase decision is an independent variable 
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and intention to revisit shopping malls of 

parents with their kids is a dependent 

categorical variable. Overall model accuracy 

is good and kids’ participation in purchase 

decision making is significant and it xplains 

42% variations in parents visit to malls with 

kids. 

Findings and Conclusions: 

Four factors are identified which are 

responsible for the kids visit to shopping 

malls with their parents. Parents believe that 

visiting malls with their kids enhance their 

kids’ learning and cognitive development. 

Apart from the feeling of enjoyment visiting 

malls with kids help them in making 

purchasing decisions. Although family and 

kids pressure compel parents to visit malls 

with their kids but simultaneously they 

enjoy their kids company. Further parents 

recommend others to visit shopping malls 

with their kids as they believe that kids learn 

to become consumer while visiting malls 

with their parents, also they enjoy freedom 

offered by the shopping malls along with 

eating venues available at malls. Parents 

recommend other parents to visit malls with 

their kids as they feel that kids prefer 

visiting malls over other venues. Hike in 

planned spending of parents while visiting 

shopping malls with their kids increases 

their satisfaction level. Selling slightly high 

price products to parents who visit with their 

kids is easy if product is pre decided to be 

purchased by customers. For example, if 

parents’ decided/planned to purchase a 

refrigerator of ‘X’ brand while visiting malls 

with their kids and expenditure is increased 

because at shopping mall they decided to 

purchase a better version of brand ‘X’, even 

then it is not going to reduce parents’ 

satisfaction level. While unplanned spending 

increases discontent of the parents visiting 

shopping malls with their kids and hence 

reduces their satisfaction level. Parents who 

are satisfied while visiting malls with their 

kids have shown intent to revisit shopping 

malls. Hence we can conclude that kids’ role 

in purchase decision making is important in 

planned purchasing and it brings satisfaction 

to the parents therefore they revisit and 

recommend others to visit mall with their 

kids. While increase in purchase of 

unplanned item could disappoint parents and 

hence next time they might not revisit with 

their kids. Apparently parents want their 

wards should learn to become a consumer 

and plan, consult, and assist parents in their 

purchase decision. Hence sale managers at 

shopping malls must try to recognize the pre 

purchase behaviour of parents visiting with 

their kids. They must try to know whether a 

product is being purchased after planning or 
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without planning. In case of planned 

purchase up selling could be done without 

reducing satisfaction.   

 

Limitation of the Study: 

Survey has been conducted in the Northern 

India therefore leaving a scope to collect and 

analysis the culturally diversified 

information to meet the goals. Secondly and 

importantly, information is collected from 

the parents only and no data is collected to 

know the views of children although they 

are strong companion of their parents during 

visit to shopping malls.        

     

Scope of the Study: 

Study will be useful for the sales managers 

of the retail malls to up sell their products to 

the visitors accompanying kids. In future a 

discriminant analysis can be conducted on 

the data collected to classify customers on 

the basis of their spending power and factors 

responsible for the kids visit to malls with 

their parents.     
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Table 1. Result of Factor Analysis 

Factor Questions New Name 

I As  children learn to become consumer(+) Learning and Cognitive 

development You think your children learn to accommodate(+) 

You feel it will help in his cognitive development (+) 

Children assimilate item they see in malls (+) 

As no one is at home to take care of your children(+) 

 

Food & beverages attract them (+)  

As they enjoy eating at restaurants in the mall (+) 

II You feel that they enjoy accessibility and freedom of 

purchase (+) 

Enjoyment 

As they enjoy eating at branded fast food stores at 

malls (+) 

As they enjoy eating at food courts in the mall (+) 

As they enjoy eating at restaurants in the mall (+) 

He enjoy paid gaming zone (+) 

He enjoys non paid equipments of the malls (+) 

You enjoy his company (+) 

They enjoy variety of products offered by malls (+) 

They enjoy layout of the shopping malls 

Physical facilities are appealing for your child 

III Kids prefer to visit malls over other  traditional venues 

like sports complex, religious place, museum, zoo, 

fairs etc. (+) 

Kids pressure and preference 

Kids prefer to visit malls over other modern venues 

like water park, amusement park etc (+) 

Kids request 
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Other family member request 

IV They want to spend time with you  Companionship and decision 

making You want to spend time with them 

Decision of kids in purchase is important for parents  

Kids idea of products help in purchasing 

Source: Self Compilation. 

 

 

 

Table 2. Results of MANOVA 

Source  Dependent Variable (Learning 

& Cognitive Development) 

F Sig. Partial Eta 

Squared 

Parents recommend to visit 

shopping malls with their 

kids to others or not 

1. As visit will help in his 

cognitive development 
4.184 .018 .074 

2. As visit will help children 

assimilate item they see in 

malls  

16.567 .000 .240 

3. As  children learn to become 

consumer 
395.769 .000 .883 

4. You think your children 

learn to accommodate 
1386.389 .000 .964 

Source: Self Compiled 
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Table 3. Test of between subject effects (Enjoyment)   

Source  Dependent Variable 

(Enjoyment) 

F Sig. Partial Eta 

Squared 

Parents recommend to visit 

shopping malls with their 

kids to others or not 

1. You feel that they enjoy 

accessibility and freedom of 

purchase 

6998.05

6 
.00 .993 

2. As they enjoy eating at 

branded fast food stores at 

malls 

395.769 .00 .883 

3. As they enjoy eating at food 

courts in the mall   
113.526 .00 .684 

4. As they enjoy eating at 

restaurants in the mall  
16.567 .00 .240 

5. They enjoy layout of the 

shopping malls  

1386.38

9 
.00 .960 

6. They enjoy variety of 

products offered by malls 
16.567 .00 .240 

7. Physical facilities are 

appealing for your child 
102.900 .00 .662 

8. He enjoy paid gaming zone  1242.50 .00 .959 

9. He enjoys non paid 

equipments of the malls 

3116.05

6 
.00 .983 

10. You enjoy his company 1242.50 .00 .959 

Source: Self Complied 
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Table 4. Test of Between Subject Effects (Kids Pressure and Preference) 

Source  Dependent Variable (Kids Pressure 

and Preference) 

F Sig. Partial Eta 

Squared 

Parents recommend to visit 

shopping malls with their kids to 

others or not 

1. As kids request/force you to visit 

shopping malls  
395.769 .00 .883 

2. As other members of family 

request/force you to visit malls with  

kids  

63.718 .00 .548 

3. Kids prefer to visit malls over 

other  traditional venues like sports 

complex, religious place, museum, 

zoo, fairs etc. 

3113.056 .00 .983 

4. Kids prefer to visit malls over 

other modern venues like water park, 

amusement park etc.  

264.346 .00 .824 

 

Table 5. Test of Between Subject Effects (Companionship & Decision Making) 

Source  Dependent Variable 

(Companionship and decision 

making) 

F Sig. Partial Eta 

Squared 

Parents recommend to visit 

shopping malls with their kids to 

others or not 

They want to spend time with you 
910.449 .00 .945 

You want to spend weekend with 

them 
96.768 .00 .648 

You feel that their decision in 

purchasing is important 
1386.389 .00 .964 

You feel that their ideas of products 

may help you in purchase decisions 63.718 .00 .548 

Source: Self Complied 
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Table 6. Classification Tablea,b 

Source: Self Complied 

 

Table 7. Omnibus Tests of Model Coefficients 

 Chi-square df Sig. 

Step 1 

Step 33.655 1 .000 

Block 33.655 1 .000 

Model 33.655 1 .000 

Source: Self Complied 

 

Table 8. Contingency Table for Hosmer and Lemeshow Test 

 IN = .00 IN = 1.00 Total 

Observed Expected Observed Expected 

Step 1 
1 24 24.000 36 36.000 60 

2 0 .000 48 48.000 48 

Source: Self Complied  

 

 

Observed 

 

Predicted 

IN Percentage Correct 

.00 1.00 

Step 0 
IN 

.00 0 24 .0 

1.00 0 84 100.0 

Overall Percentage   77.8 

a. Constant is included in the model. 

b. The cut value is .500 
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Table 9. Classification Tablea 

Observed 

Predicted 

IN Percentage Correct 

.00 1.00 

Step 1 
IN 

.00 0 24 .0 

1.00 0 84 100.0 

Overall Percentage   77.8 

a. The cut value is .500 

Source: Self Complied 

 

Table 10. Odds Ratio 

 B S.E. Wald df Sig. Exp(B) 

Step 1a 
CS 20.797 5801.359 .000 1 .997 1076983994.7 

Constant -82.784 23205.437 .000 1 .997 .000 

Source: Self Complied 
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