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Abstract 
The recent trend in real estate property investment 

has skewed greatly to shopping malls in 

northwestern Nigeria. However, business investment 

inevitably requires a feasibility study; especially 

estate properties which is spatially bonded. One of 

the key areas that serve in-depth investigation into 

the feasibility of investment in shopping malls in the 

region is operation and patronage. This is the point 

of investigations in this research. Three 

metropolises, Kano Kaduna and Katsina were 

purposely selected for data collection because of the 

relative higher number of shopping malls investment 

in the cities. From these metropolises, thirty(30) 

shopping malls were considered for data collection 

based on some internationally set standard criteria. 

A simple random sampling technique was used to 

gather required data from the investors/managers of 

the malls while purposive sampling was used for 

their customers. Semi-structured questionnaires 

were used to collect data from the two different sets 

of respondents. The responses were analyzed 

through descriptive methods (frequencies and 

percentages). The study found that most of the 

investors in shopping malls engaged in facility 

repair every month. Furthermore, among all the 

facilities in the shopping mall, air conditioning 

performed more excellently, also the availability of 

goods was the best customers' reason for 

patronizing their chosen malls. 

 

Keywords: Investment, Shopping Centre, Barriers, 

Drivers 

 

I. Introduction 
Shopping malls are groups of retail 

businesses built on a site that is planned, developed, 

owned, and managed as a unit. Other terms are 

commonly used synonymously to refer to shopping 

centres. In extension, a shopping mall, shopping 

centre, shopping arcade, shopping precinct, or 

simply mall is a collection of buildings structurally 

connected, in design, forming a complex of shops 

representing merchandisers, with interconnecting 

walkways enabling visitors to easily walk from unit 

to unit, along with a parking area (Kumar & Thakur, 

2014). Modern shopping malls represent an indoor 

version of the traditional marketplace.  

The first shopping mall dates back to 2005 

when the Palms Shopping Mall was established in 

Lekki, Lagos State. It was the first and largest 

shopping mall in the country with a land mass of 

about 40,000meter square. Thereafter, there has 

being establishment of other shopping malls in the 

country across the regions.  (Chukwuemeka et al., 

2020) with variance in number and complexities 

based on population size.Rafal and Rita 

(2022)Aruya,Musa and Ismail (2021) and 

Oluwunmi, Umeh and Role (2022) among some 

other notable works have established that various 

and interconnected factors are considered in locating 

shopping malls irrespective regardless of the region 

or state.  Vital among these factors are customers’ 

time constraints, daily schedules, and flexibility, 

arousal through pleasantness, promotionand mall 

attractiveness, and parking and public conveniences. 

Despite the emergence and prevalence of e-

shopping in the metropolises across Nigeria which 

competewith shopping malls, the medium still 

remains one of the Nigeria lucrative investments 

(Adebayo& Okonkwo, 2018; Igweet al., 2020). One 

the customers’ side, frequency of patronizing 

shopping malls has been connected to timely 

accessibility to the shopping mall, tight schedule of 

individuals, stress of physical shopping and 

technological innovations/advancements. These 

factors, despite undermining patronage of shopping 

malls, have not unequal the pull forces of attraction 

to malls patronage. Accordingly, two salient issues 

areworthy of critical analysis in shopping malls 

investment, this are operation and patronage. Each 

of these is not self-subsisting as an entity but keenly 

connected and influenced other (Akinwumi,2023; 

Adeyemi& Ojo, 2023; Nyirenda et al., 2025). For 

instance, an investor would pay attention to 
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propensity of patronage in his investment decision 

in order to replough capital and maximize profit. In 

the same way, customers give consideration to the 

operators’ management practices in their choice of 

point of patronage.      

Researches on shopping malls have 

captured several dimensions, through geographical 

spread of malls within cities (Ahmed, 2015), malls 

facilities (Adeyemi & Ojo, 2023, Akinshipe, 2018), 

malls customers engagement(Al-Gasawneh et al., 

2021) and profitability on investing in shopping 

mall (Helen, Yusha’u & Idris, 2017).  

 

II. Typologies of Shopping Points 
The historical traditional market has been 

widely displaced by constructed shopping points 

global north and south. The emergence of shopping 

points is a remarkable achievement in human history 

because the restriction of commercial activities to 

specific days of the week, among some other 

weaknesses of the traditional market has been 

overcome (Yanty, et al, 2019). In general, shopping 

centres are classified based on criteria such as size, 

function, catchment area and tenant mix.  

 Based on size, three levels of shopping 

centres are defined; convenience centres (less than 

5, 000m2)which serve local neighbourhoods. This 

centre is designed to provide convenience shopping 

for the day-to-day needs of consumers in the 

immediate neighbourhood. Roughly half of these 

centres are anchored by a supermarket, while about 

a third has a drugstore anchor. These anchors are 

supported by stores offering pharmaceuticals and 

health-related products, sundries, snacks and 

personal services. A neighbourhood centre is usually 

configured as a straight-line strip with no enclosed 

walkway or mall area, although a canopy may 

connect the storefronts. The community centres 

(5,000-20,000m2) which serve larger residential 

area, typically offers a wider range of apparel and 

other soft goods than the neighbourhood centre 

does. Among the more common anchors are 

supermarkets, super drugstores, and discount 

department stores. Community centre tenants 

sometimes contain off-price retailers selling such 

items as apparel, home improvement/furnishings, 

toys, electronics or sporting goods. The  

regional centres (20,000-50,000m2) serve 

city or metropolitan zoneprovides general 

merchandise (a large percentage of which is apparel) 

and services in full depth and variety. Its main 

attractions are its anchors: traditional, mass 

merchant, or discount department stores or fashion 

specialty stores. A typical regional centre is usually 

enclosed with an inward orientation of the stores 

connected by a common walkway and parking 

surrounds the outside perimeter.  

Furthermore, shopping centres could retail 

centres, mixed-use centres, outlet malls and 

lifestyles centres based on function been performed 

by the centres. In design, three levels of shopping 

centres exist in principle and practice. This is 

referred to as catchment area of a shopping centre, 

which could be local (1-3km radius) or district (5-10 

km radius). Another mode of classifying shopping 

centres is by tenant mix. This relates to types and 

diversity of shops in the centre which could be 

shingle-anchor malls, multi-anchor malls or 

specialty malls. 

More specifically, a shopping mall is a 

group of retail and other commercial establishments 

that are planned, developed, owned and managed as 

a single property where on-site parking is usually 

provided.  

 

III. Research Methods 
Geographically, this study covered the 

shopping mall in the north western States in Nigeria. 

Comprehensive lists of shopping malls in the region 

were obtained from registered estate surveyors and 

valuers operating in the study areas.After a pilot 

survey and observations, the malls were subjected to 

the international benchmark for operation of 

shopping malls (Pison 2014).  Based these criteria, 

only 30 of the shopping malls merited been 

considered as the study population, and these are 

located in Kano, Kaduna and Katsina.  Both the 

investors of the selected shopping centres and their 

customers were considered in gathering some 

relevant data on the operation and patronage of 

shopping malls in the study area. 

Out of the 30 shopping malls that served as 

the study population, 60% were selected through 

simple random sampling technique as the sample 

size for the managers/operators of the malls. On the 

other hand, as the customers who patronized the 

shopping malls in the three metropolises was 

unknown, convenience sampling method, a non-

probabilistic surveying method was used to collect 

data from them.  

Two different set of semi-structured 

questionnaire were used to acquire data from the 

managers and customers of the shopping malls. The 

managers were asked about some key issues on 

customers’ care and facilities management while 

information on socio-economic attributes, 

assessment of malls’ facilities and rating of 

customers’ care were retrieved from the customer.    
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IV. Discussion of Findings 
4.1 Operation of Malls  

Some key issues are germane to operation 

of malls everywhere. Salient among these issues 

centred on the relationship with customers and 

response to their observations, complaints and 

demands. The managements of shopping mall in 

Nigeria north western states frequency of checking 

suggestion boxes, promptness of decision making on 

customers’ complaints and frequency of repair is 

presented in table 1 

 

Table 1: Mall Management’s Practices on Some Key Issues 

Variables 

Location of Mall 
TOTAL (Freq 

& %) KANO (Freq 

& %) 

KADUNA 

(Freq & %) 

KATSINA 

(Freq & %) 

Frequency of 

Checking 

Suggestion Box 

Everyday 2 (11.10) 0 (0.00) 2 (11.10) 4 (22.20) 

Every other day  4 (22.20) 2 (11.10) 0 (0.00) 6 (33.30) 

Weekly 1 (5.60) 2 (11.10) 0 (0.00) 3 (16.70) 

Monthly 1 (5.60) 0 (0.00) 4 (22.20) 3 (16.70) 

Total 8 (44.40) 4 (22.20) 6 (33.30) 18 (100.00) 

 

Promptness in 

Decision Making 

Monthly 2 (11.10) 1 (5.60) 0 (0.00) 3 (16.70) 

Annual 0 (0.00) 0 (0.00) 2 (11.10) 2 (11.10) 

Instant/daily 6 (33.30) 3 (16.70) 4 (22.20) 13 (72.20) 

TOTAL 8 (44.40) 4 (22.20) 6 (33.30) 18 (100.00) 

 

Frequency of 

Repair 

Monthly 6 (33.30) 1 (5.60) 0 (0.00) 7 (38.90) 

Quarterly 1 (5.60) 3 (16.70) 0 (0.00) 4 (22.20) 

Annually 1 (5.60) 0 (0.00) 6 (33.30) 7 (38.90) 

TOTAL 8 (44.40) 4 (22.20) 6 (33.30) 18 (100.00) 

Source: Author’s field survey, 2025 

 

The results show 16.70% of the 

management practices checking their suggestion 

boxes weekly; the same proportion also check their 

boxes monthly. Majority of the managements 

(33.30%); four from Kano and two from Kaduna do 

check their suggestion boxes every other day to 

observe customers’ complaints. The table equally 

shows that 72.20% of the malls managements; 6,3 

and 6 respectively from Kano, Kaduna and Katsina 

exercise highest promptness in takin decisions on 

customers’ complaints. Three (16.70%) of the 

management, 2 and 1 from Kano and Kaduna 

compile customers’ complaints for a month before 

taking action on them. As established in other 

studies, functionality of facilities and customers 

treatment frequently make the point of complain of 

customers of shopping malls. How often are the 

facilities in the shopping mall repaired is shown in 

the table. Out of the eighteen malls studied, 6,1 and 

none engaged in repair monthly, 1, 3 and none do 

repair quarterly while 1,0 and 6 fixed facilities that 

underperform annually. The bimodal frequency in 

relation to the frequency of repair that resulted from 

the query could be interpreted in two ways. One, 

repairs/services of facilities that are always used are 

done monthly. In another ways, it could mean that 

facilities in mall hardly collapse, which warrants 

general services on yearly basis.    

On the side, the chat below presents the results of 

the comparisons between the malls rate of patronage 

in the past and at the present.  
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Comparison of malls patronage to the past 

Sources: Author’s field survey, 2025 

 

From the chart, 3, 12, 2 and 1 shopping 

malls enjoyed very high, high, average and low 

customers’ patronage compared to the past.  The 

chart established that malls operation in the study 

area is lucrative and patronage is better than in the 

past. As stated by the malls managements, constant 

promo, improved services and opening of mall 

every time mostly accounted for the positive 

changes in the rate of their patronage    

Statistically, the rate of patronage skewed 

very high to the positive side, which implies 

positivity. Also, the median rate of patronage (7.0) 

is much greater than the mean rate of patronage 

(4.5).  Some facts that are established from the chart 

are:  mean rate of patronage is 4.5. Observation of 

11.00% and 5.60% of the shopping malls that 

experienced average and low patronage compared to 

the past is an expression of a normal market 

situation; as no perfect market situation exist. The 

lower rate of patronage may probably due to 

locational or management factors.  

 

4.2 Shopping Malls Patronage 

4.2.1  Socio-economic Attribute of Shopping 

Malls Customers 

Globally, studies have established the importance of 

facilities and services to profitable shopping malls 

operation. In this study, an assessment of these 

factor was done from the customers view because 

they are fully concerned and equally have the best 

criteria to measure the services. Socio-economic 

attribute of customers has imperative role in services 

patronage. Hence, some socio-economic attributes 

of the malls’ customers such as gender, age, marital 

status and monthly income are presented in table 2. 

 

Table 2: Some Socio-economic Attributes of Malls’ Customers 

Variables 

Customers' Location 

TOTAL (Freq 

& %) 

KADUNA 

(Freq & %) 

KANO 

 (Freq & %) 

KATSINA 

(Freq & %) 

Gender of 

Customer 

Male 5 (23.80) 3 (14.30) 5 (23.80) 13 (61.90) 

Female 3 (14.30) 1 (4.80) 4 (19.00 8 (38.10) 

Total 8 (38.100 4 (19.00) 9 (42.90) 21 (100.00) 

3, 17%

12, 67%

2, 11%

1, 5%

Very High High Average Low
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Age of 

Customers 

10-25 Years 3 (14.30) 0 (0.00) 6 (28.60) 9 (42.90) 

26-40 Years 1 (4.80) 1 (4.80) 2 (9.50) 4 (19.00) 

41-55 Years 3 (14.30) 3 (14.30) 1 (4.80) 7 (33.30) 

Above 55 

Years 1 (4.80) 0 (0.00) 0 (0.00) 1 (4.80) 

Total 8 (38.100 4 (19.00) 9 (42.90) 21 (100.00) 

 
Marital 

Status 

Single 4 (19.00) 0 (0.00) 6 (28.60) 10 (47.60) 

Married 4 (19.00) 4 (19.00) 3 (14.30) 11 (52.40) 

TOTAL 8 (38.100 4 (19.00) 9 (42.90) 21 (100.00) 

 

Monthly 

Income(000) 

Below #70 3 (14.30) 0 (0.00) 7 (33.30) 10 (47.60) 

#70-#150 0 (0.00) 1 (4.80) 2 (9.50) 3 (14.30) 

#151-#230 0 (0.00) 1 (4.80) 0 (0.00) 1 (4.80) 

#231-#311 3 (14.30) 0 (0.00) 0 (0.00) 3 (14.30) 

Above #311 2 (9.50) 2 (9.50) 0 (0.00) 4 (19.00) 

TOTAL 8 (38.100 4 (19.00) 9 (42.90) 21 (100.00) 

Source: Author’s field survey, 2025 

 

Majority of the customers of the shopping 

malls (61.90%) are male. This is in consonant with 

some other social studies in the study area. In a 

typical Hausa city, females, of any age group 

engage mostly in indoor activities while outdoor 

activities, including shopping, are done mostly by 

females for the family. Information collected on 

respondents’ age in the study area was grouped 4 

classes: the youths (10-25 years), the young adults 

(26-40 years), the adults (41-55years) and the 

aged/elderly (above 55 years). Descriptive analysis 

of the data revealed that the youths (42.90%) and 

the adults (33.30%) are the major patroniser of 

shopping malls. In addition, there is a little 

difference in the frequency of the malls’ patronisers 

marital status. This shows that marital status of 

individual could not be a major determinant of 

patronising a shopping mall because some people do 

shopping on behalf of other; either single or 

married.   Furthermore, there is a negative 

relationship between the respondents’ monthly and 

patronising of shopping malls; though not perfect. 

Most of the respondents (47.60%) who patronise 

shopping mall earn less than #70,000.00 per month. 

As this is the least monthly earning in the study, 

these respondents might be doing shopping for their 

principals. 

 

 4.2.2  Condition of Facilities in the shopping 

Malls 

Presence and condition of some basic 

facilities influence profitability in shopping malls 

operation. Six facilities were considered in this 

study. These facilities include drainage, air 

condition, lift, electricity, parking and water supply. 

The condition of the facilities were subjected to 

customers rating. Based on this, the weight of the 

facilities score and mean score were recorded. These 

was used to rank the performance of the facilities in 

the shopping in the study area. The data on this is 

presented in table 3 

 

Table 3: Customers’ Assessment of Condition of Facilities In The Malls 

Facilities 

Condition &Frequencies 

Weight 

Mean 

Score Rank Very good Good Fair Poor 

Drainage 3 6 9 2 50 5.00 5th 

Air Condition 11 6 1 1 65 6.50 1st 

Lift 3 6 1 1 33 3.30 6th 
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Electricity Supply 4 7 5 5 52 5.20 4th 

Parking  3 9 6 2 53 5.30 3rd 

Water Supply 8 7 5 1 64 6.40 2nd 

Source: Author’s field survey, 2025 

 

The weight acquired by the condition of 

each facility was computed by: R4F+R3F+R2F+R1F 

where R4…R1were 4,3,2and 1 and F is the number 

of mall patronisers who assessed each of the 

facilities. Based on this, two facilities, air condition 

and water supply gathered much weight (65 and 64) 

respectively. The condition of parking space, 

electricity and drainage weighted 53, 52 and 50 

respectively while the condition of lift in the malls 

weighted least (33). Some other arithmetic 

operations were performed on the data to arrive at 

the superiority in the functionality of the facilities. 

Therefore, in order of performance of the facilities, 

air condition, water supply, parking lots, electricity 

supply, drainage and lifts in the shopping malls 

occupied the first, second, third, fourth, fifth and 

sixth position respectively.  

 

4.3 Factors Responsible for Costumers’ 

Patronage of Shopping Malls  

As was done in the previous section, 

factors including trustworthiness of customers, 

reliability of malls, comparative cost of items/goods, 

treatment of customers and availability of goods 

were subjected to respondents’ rating under thee 

scales. This approach is part of testing quality of 

services provided in the shopping malls whose result 

attracts or repels customers.  

 

Table 4: Assessment of Customers Reasons for Malls Patronage 

Reasons for Patronage 

Measurement &Frequencies 

Weight 

Mean 

Score Rank Good Somehow Poor 

Trustworthiness of Staff 11 7 1 48 8.00 5th 

Reliability of the Mall 14 5 1 47 7.83 3rd 

Comparative cost of Items 5 11 4 59 9.83 2nd 

Treatment of Customer 11 8 1 41 6.83 4th 

Availability of Goods 3 9 9 90 15.00 1st 

Source: Author’s field survey, 2025 

 

As presented in table 4, availability of 

variety goods all the time weighted most (90). In 

marketing strategies, this is being used to compete 

within the market. Secondly, most shopping malls 

were been patronised because of the cheaper prices 

of commodities and goods being enjoyed when 

compared with other malls. This is also a price 

instrument in wooing customers. Trustworthiness 

and reliability of malls attained 8.00 and 7.83 mean 

scores while treatment of customers weighted least. 

These results show that the manners customers were 

being treated and propensity of getting certain 

commodities/goods at any time were not paramount 

in the reasons while customers make choices in 

patronising shopping malls.  

 

V. Conclusions and Recommendations 
The study has dealt with areas of operation 

and patronage of shopping malls in north western 

region of Nigeria.  The study found that most of the 

facilities in the shopping malls in the region 

performed above average. Furthermore, most 

customers of the mall based their reason of 

patronage on the availability of goods. As a result, 

the study recommends that investors in shopping 

malls should give more priority to availability of 

goods and sound customer service  
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