ik
R

_deve!ooment was investigated “across
-Lagos Metropolis using 210 questionnaires
'dlstnouted among shoppers, fenants,
-vrArchxtects and “Estate Surveyors. and
.- Valuers: Fifteentexisting *and* functional
shopping ‘céntres were’ intensively
- investigated for the use ‘of leisure -and
“community facilities as . marketing
promotional tools: The “resuls® -of “the
questionnaires establishied ten facilities,
which - are regarded as minimum basic
«features that a standard shopping ‘centre
must- possess, and ‘sevanteen other
facilities that aré-regarded as
embellishments and which are actually
classified as ‘leisure and community
facilities. The results of the'survey: showed
that only few (about 20%) had a minimum
of 50% of theidentified Jeisure and
comimunity facilities which is ‘an indication

of poor provision of leisure anid commiunity-

facilities in shopping centra deve zlopment. It
was established that thera s “direct

relationship between degre 2/of provision of
- leisure and comn,unn\/farmhm anddegree
.of paironage Itis: considerad that leisure

n prornonng sﬁoppmg centre development

i “developmen

Keywords Leistre; - Commumty ractl t.es

I centreand Patronage:

INTRODUGTION

| proper y deveiopment mmated and’putina

executed inag buqunesuman h/e
£ manner Ifit
execute g

Jothen the

leisure’and Ccm’r unity’ business is-to stay i
facmtxes as'<marketing “tools to.

promote  sHoj pping centre

s

communnty fam!mes are veritable tool

‘mix, which dzrm “at
- potentialities

utthey-tend tobe'restric ed fo pres tgiouo‘
- Markeli fing:« Promotional® tools Shoppm X

A shoppmg r‘entre can be moarded dsa -

place u)gene_ratemcome n essence at fs a.' :

s tobe sy

%

e

operators: musi have a he bar}f of ihei

“minds that “the prims

7
%A

l

Depariment: of £ L‘ st

siness of & ‘/en'i
dsiness and to'do

that you:have to - get and. kee,,‘_

ucus{omers" \Bevan,Mgi 2.

What this points to is the fact Th b ;pn.u
centre \,OEDL)'IDP an ‘,Hemm must be
regarded as-a "product” which Ketler (1986
2€; 43) deﬂned'ee “anything that can be
offered to a market for attention,
 acquisition, use or ¢o mnrptmn that might
SqUSfV awant or feed. Itincludas physical
objects, services, versons, places,
organizations or xdeas Snonpzno centers
are not new in concept but moderr day
»shopping centre. are characterized by the
trend toward decentraiization, which has
given rise 10 & new tyne of sh )ppmn cénlre.
This new -type of shopping centre
possesses, unique characteristics as tney
relate 1o pianning of a successful shopping
centre investment pm’e“f with emphasis on
preservation of capital, enhancement of its
value andthe earning: Jf anetcash profitor
the capital invested. { ( Hanford, 1970: 1C0).
Enharicement -of valie s ‘both-a pre-
coriract and posteomplsion affairs:
contract” otage ‘certain siructures may be
included in:the design, which necéss arily
-are aimed: at
~shopping” cenfre. On completion; the
managers- i “nw:i pUtin place a marketing
transiating ‘the

tﬂfwu
realities. These s*rue:u resarereferred o as

: Iersure and community fecilities; which for"
-the purpose of this papcr are definedas -
_ facilities, v
- complete package in
~.commgn -

vhich- are ‘incarperated: a

“rent; hmh marl\et:nq gost”

e'nphe% rnust be placed on.desig

customer adentation,

rawing. cusiomers to the

siructures into .

a shopping centre fer e
_ -enjoyment and ‘Use of the

" -oceuplers and shoppers-¢: mr‘g their spare.
~time. It"does imply- that to avoid lack of " -
'i‘_patronage extended void period, declining
fOtn!

'abendonrnent and 1 nmp)aced Investment,.
lﬁ{ ;
aremarketing orieniad with emphagis on" '
orgasizaticn’.

&

[vi'*ztegrdnon add mutuaily proﬂtabie
“exchange between-:customers and: the

“organization it we w
(1986:4):

~development. ¢

*»m@ﬁrﬁ.ﬁﬁmﬁ“ﬁh&m

10k OF LEISURE AND
CENTRE PATRONAGE -
N-LAGOS mem@emm

Oliifemi Daniel ’"?L;mcioia oy
Wa/mgemeri Covenant University,

Cenaan/and Ora Ogun State ;

vere ‘o rely on Gilgs

People involved: in--urban: development
tend to see the:development processasan
industrial process. That is to say, as a

funclional process in. which ‘the- market

meets the demands of consumers by
producing buildings for a -variety of
‘purposes - shopping  cenires inclusive:.

-{Cn lege of Estate Management, 1994:1).

inthese terms, development canbesaid to
comprise the following tasks: - -

(a) The pefception and estimation of
demand for new:commercial buildings of
d:nerent*vpe shopping centres inclusive.
{b) The identification and ‘securing of site
on-which buitding might be constructed to

meetdemand.

* (c) The design of accommodation to meet

the demands onthe sites identified. -

(c:\ .ne anengernentof shertand 'onn BIm
finarcs - to fund site. ‘axq"uxt,on and
onsiru Lwn :

(,} The mandgemem of dasign -ang
constructions. ‘ .
f) The }ett.ng and managemen‘( of the
§°

omplated _,.\nnnoz completesale
Given this Snnd of scenario, property
can be linked-to any other
industrial process in which raw materiais
are combined by a producer (developer) to
produce a product \shoppng «centre) o

-meet the demands of a consumer
- {oceupiér:-or - shopper). :

In aoh|ev1ng

marketing - objectives, shoppmg cenire

“managers must put in place the marketing
;_.m;x which Kotler (1986'::298) defines’as -

“lhe set of controllable marketing variables.
thax the firm: blends' o produce the

~response itwants inthe targea market", The, -

controllable variables are: usually groupad

“unde prodl*”t price, place and promotion, -
_Tns Is. the .cord” connecling.. shopping
cenitre develoomen‘ an d man\etlng lhe

39
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"4Téb!e {0 thss Tabulati'on of_freqdenciés be‘tween patronaga ;nd fac‘iliﬁesb E2

1. 2 3 4 3
1 1725 390 0 6
2 000 o 0 1 1
3.0 0mr 0 O 4 1
4 0 0 0 4.3 7 |
1 28 3 4 5 15 |

Using the Chi-square (Xz) test for Table 8 -

above, (") calculated gives 17.5-as against

(%) tabulated, which gives 21 at 12 degrees of

ireedom and 5%?level of significance. Thereds

. thus, close association between degree of

patrenage and level of available facilities at the
5% level of ggmﬂcance Thus, the more of
leisure  and community facilities that are
prov;ded themore the level of patronage.

CONCLUSIONAN '”RECOMMENDATEO\J‘*
Thé'teklits of-th

marketing promotional tool is widely known and
accepted:.among the significant actors in
sho pping cenfre development. The

is:close assomatron between
“available levels of ‘leisure

- Architects Reg;st;atvon Council of Nigeria

lidy have shown-that the '
concept of leistire”dnd community:f cdmas as’

earch had established that there

" and community facilities and :

: Vc 5 Nes Efuiy Sem., 261}7 "?’”“’L’“ﬁ‘ﬁ

{abulation of the freque

degxee of patronczgg"of shonpmg Cemres

f\onetheless the opportunities- presented: by »
these facilities are not heing exploited exceplir: o7

pr Lshmous shopping ceritre. development. 1tis

racommenced that future ‘Shopping Centre
- developments shouldiconisider and incerporate

leisure and community facilities, which should
be economically,.exploited. However, further
research is crucial particularly in areas of

constraints “that” m*qht be hindering: the -~

provisicn ofthu faziliissin snopp'no centres.
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When the returned queshonnairea were
aggregated, the- generality of shoppers,
occupiers, ATChIfGCto and ESLate Surveyors
also identified increased annual “rent,
increased sales for individual shops,
increased patronage of the cenfre and

increased value of the property as shown in -
Table 6 in that order, However, increased

management problem was also identified

2

‘which'may'ob achallenge to the property or. i
facilities manageras the case may be.

RELAT;‘{JNSWT wafwgem PROVISION 7
CORMUNITY
LEVEL QF o

OF LEISURE ;2%)
FACILITIES AND
PATRONAGE

Table 8 below shows the degre

‘centres in
7 available facilities
‘above. Table 8 below Shows the ranking
_level of patronage.and level of available
- facilities:Table 9 below shows cross

e of»

observed. patronage- at.variols shopping
vestigated-along with the level of
"as reflected in Table 3

tabulation of level of patronage and level of
oV"IMbl@TaCMUDS

Table 8: - Degree of obsirved patronag? at various s,hopping cenires and lwe Is 0}" avai!ab'ﬂ fafgiiity( :

. o ,
: ' Level of Asq ned Level of
SiNo Shopping Centre. Patronage | Va!oug - Facility
T R P o 1 Heavily —
b - F ch Hieavi R 4 ; : 41
) amomo«; o e ‘Hatronized L
ikejas“éppmgmam i’jbgggmeq & e -
'ng:dee sho m la'ra ek qqt y r 3 i 14
; pp gp v “Patronized .. e
. --"Sum sha ingco o1 isnx Heavil 4:; 53
W il x“ CPaly mé’?éc‘ .
Heavi Hy 0 # g At
: E’si{dry!and shoppmg cen‘ire::_ Pmmmmd A
= - ) 3 o Hb&\/i! { S AT
; If?r\ef‘,_h.c;;r?‘hiopp }9 mal}- o pa Gx}i?cd. , \4 : AL
Godfirst shopaing mall - . kightly ; :
Godfirst sh_o.ppmg;,mqﬂ : Pa mmzeuv r 14
‘ oy v _;'__Spaiseiy e ke
- Omolad sh»cppmg mali H '_",-.;Pafmris?ed'_' i ‘ acte
Yemosa s‘mpmnx; mal"-iw" i ,foSpaéseh' e 1 14
-;:P:xfmmze@ : e
S0 e Sparee! i e
© bolyplaza . - it A ! =
1T Bey shop‘ping’complex Sparsely 1 U
o en ‘ : - Patronized o
B, o L Sparsely 1 18
, Supreme Plaza ~ Patronized
13 B I T, L nga‘me!yf‘ . g A8
3 ,.Uh\»,,mtal?s;_nogpmg cgmpfax Patronized Py
14 S Sy : Sparsely: » 4 18
Cl1e§r‘ hopping mall Pt i) C
- .15 Iponrishopping complex Heavily Pat. 4 4

Key

., Heavily Patronized = 4; Peasonnb!v Patronized 3, Lightly Patrenized = 2 Sparsely pat
_ community facilities as shown in Table 4 are reflected in Colamn sin
Centres are shown in Column 3 with the assigned values in colur
and level of availab;efacmtles foreach bhoppmg Centreare I Jnkpd

I

ronized 1. Level.of avajlable leisure and..
Tabie 8 while level of patron \age as ooserved atthe. Qhoppmg
4. Thts paved way ‘orTable 9 below where the Ievei of. patronaae




i " Aims and objectives ofincomoraﬁnqieisu‘re’and'communiiy facilitiesin shopping centre devéiopmen’t.

1 Table 5: Identn’!ed property owners' alms of mcrrpoaatm" fefsure and rommumi«f mcs in ahanpmq cnn‘n’e dcvelopment
SlNo: ijé'cﬁ\ies’ ) Frnquency Rank
| 1 improved Value of property BT ¢
jg 2 MarKeting promotion ‘ 9 2
B "’t '?Lrwou!d be customels o 2ty 8 o 5 L
Puaﬁqe - ¥ 4
X "}Gene al o? :zddu onal incnma’ e , 4 ' 5
;._i'f‘ompndnc:-‘-runé bé% ic de*:sgr mnmg 84 P 8
:"'»'Response to soc;al and reiumus behe‘fs - v St | i

-Table: 5 bovew shows propeny owners auns or

stated in order of importance as'to improve the va%ua of
“and'to generate further i income. It can thus be deduce
- that the essence of incorporating leisure and commu Inity

Promotional in the sense that it makes the shopping

enhancement of the shopping centre.

e Tables 6 above reveals the economic impact of the
provision of leisure. and community facilities as

perceived by propetty owners on shopping centres
. where high levé! of paizonage topped the list followed by

enhanced marketing of the ‘centre with low void peried

coming at the rear, This actually butrébsed the fact that
5 ~ the essence of leisure and community faciliies is
~ economic and promotional which might be worth
@En  exploring.

'mcorporqtmg Iemure and communlty facilities as

Table 6
- cei *res as pnrceived by p?opor‘y owr'srs :

Impdct of §ei.;l.!i‘€' and commumty facmtxeq on shoppmg

Table 4: Shows the level of provicion of leisure and community facilities in investigated shopping centres. Foreshore shopping mall -
accounted for the best with 77% while Iponri Shopping Compiex had the least with 4%. UCing the mean
compared to the mode and median which give 14 as the dividing in, Shopping Compiex with 18%and below could be regarded as poor
while those ones with above 18% could beregarded as {air. Inthe fuzrnatwgor y are Falomo Shopping Centre, lkeja Shopping Plaza, Sura
Shopping Complex, Maryland Shopping Centre and Foreshore shopping Mall.

 (X) whichis approximately 26 as

ildentmed by the pronerty owners. Clear!y, the: ‘property . =
owners* aims-of incorporating. these- facilities” can ,be’ .

Frequency

Ranking "~

‘the property; to promote the shoppmg center, baits for
- potential customers, to enhance the prestige of the center-

facilities are essent!ally economic and oroi motional.

centre thrive which itself is a precondition for economic:

7- ;,S[_Hc} ; Effectwe of !exsure &.commymﬁ{ fag_xhtzzes,; o5
' 1 o 'Hnnanel af Pat-onaqr '. S e
- 2-"‘  : Enhanceﬂ nnmemg the ceritre _ B o ' ‘12\'
2 v!mprov‘u! value of pruperty © 40 3
d’ : (;npfowirs"ﬂ# SO G L g 4
5 Enhanced environment . g 5‘
8 Lowvoid period o w 5 6

ia
o
ce

ble 7: - Economic impact of leisure 3nd‘caﬁfnt1nitj facilities on shopping
enters asperceived by Agnmcert actors in s”;oppx 1g cen {re business

S/No.  Perceived Impac{ Frequency- 9, Ranking
4" Increased annual rent : .134 f 96 1
2" increased sales forindividu.:‘.zlbsnops v 132 ' 94 2
a3 | increased ru ronage of the centé : 130 93 3
4 | !ncreaséd valua property 129 99 i
g Increased Managgment problem e | 93 5




5&”%@

acamm:/mcu aTV-~ Ll Sy Y o m Fh G ;om;'k’_”vna ‘B SP UL C P
Pabx Telephone - & o oo L ar IR :
Passenger/Good Lifts '~ iy < an B T o IR W« SR =
- Escaiater 0 - et - X B - .- - -
" Fire Fighting Fqulpment Xeovx,. =0 ox T % v - By e e & = o
Generators: LT K e T s T e - - b el e & " B
‘Heating’ Sexv:ceb Ry T Tt T T L e P e b T e L
Central/ AN P VW el e TR e e L o RS R L T e
£ Modern Sarnitary oy SMX L X A e X X X XX X % X X
- Security Network X x5 o-U kT x ko x x s o ox N % x X
- 'Central Sewage | L - N R - A L m L
Indoor Games - — w0 Tt L =, . L s s -
2" Long Tennis o e O T e L E
. Swimming Pool T o I R ST - B
’Ectery : N X x - > SRR T = % = I - - =
Céascade/Fountain Sl A R S .
Worship Centre X x - % x x - =P et W & - %
Car Park’ X x XX x X - £ - ox%ox U x X x
- Newsroom TR VA VI 2 B s © o 5w = e
Nursery /' Daycare - - % =l % w, e o o e oe o - x
Display Hall - = - X -ox - T - - - -
Water Supply X x X X ot ox X X X X X x x % x
- ManagementOffice + X .x - x x x - 57 m  om ma = = -
Total Availabie 9-12 3 12 6:17 3 2 3 3 A4 4 4 4 O
. Percentage 4tiss 14 55 4177 14 14 14 14 18 18 18 18 18
i Key to Symbol ) o . P
F;'= Falomao-.: | = Ikeja C = Ozdee Shopping Plaza S = 3ur, bhoppmg LompleA )
= Maryland Shopping Centre Fh = Foreshore Shopping Mall Y = Yemosa Shopping Mall
‘G = God First Shepping Mall. - @M =.0Omolad Shepping Mall 0 = Dolly Plaza
C Boa Shopping Complex SP = ‘:uprcme Plaza U= U anital Shopping Complex
C="Cheers Shopping Mall 1P = Iponti Shopping Cerire
- = Facility not rresent X = Facility present
Vol 55 No 3«50 r - Septl., 2007 EEEIETRIE 33 2
il
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T.abie_' 3: Facilities regarded as neceésary embellishments in a shopping centre and their c!assiﬁcations.
SNo - . Description - . ~.-Frequency %  Classificaon  Ranking
4 . AdvertisingBoards -~ © T:'3g . g Community Facility 1
) Swimming Pool 35 g2  Leisure ' 2
3 Nurseryl?rima_ry;School e T .59 Community Facility 3
4 . Generating Service . 3% 57 Community Facii'ity 4
5 /'Day‘caté”’Centre E ‘ 7 55 Community Facility 5
6 Central Air Conditioning 30 53 Community Facliity g
7 . Display Hall . 30 52 Community Facility 6
8 Cascade/ Foundatzor 29 50 Lfﬁsure 7
g Indoor Garnes Hall 28 48 Lefsure §
10 Hewsroom 28 48 Community Facility 8
11 . Vertical/Horizontal : 27 147 Community Facility 8
Movement Facilities ’ :
ig 12 Telephone ExChangé 29 15 CGn‘amunity Facility i
£ 13 WorshipCentre 19 33  CommunityFacility . 41
14 Heating Services ‘ 16 .2'3 - Community Facility B
\»_Tao!e 3 above ldentlﬂed 1° famhttes that are regamea as necessary embc’tssbmnn s in a Shopping Centre and their classification-
"going: byTorkHdsen (1992, 181- 251) Here, ten community facilities and three leisure facilities were identified. It basically shows that
:dealgners and developers are aware of the contributions that these facilities can make in promotmg the shopping centres where they
%ﬁsﬁ are: avaﬂable By rankmg, Archltecto and Estate Surveyors attach qreate, impaortance to Advertising Boards while heating services
@ affracted least'attentron perhaps depicting the tropical climate Nigeria isin: However, it should be noted that Indoor Games Hall might
nclude’ Long. Tennis; Hancball and Volleyball. Th's shou?d gu'de ﬂ(‘v lopers and LQS!QF‘QFS interested in exploring these facilities in
promotmgtne;rshoppmg ce:tr@% ‘ ; e L ,
'Tas!e 2& Avadable iexsure and commumty 130&!;@@3 in in ve:si:ig ed hoppmq cenires
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double samphng a‘: amplmed above were
used.. .

Forthe Archltects and '\e Estate ourveyors
and, Valuers,;latest dire rtones of members

of each, professmnas body, that. is, ,the
._Archltects Registration Council of Nigeria
.(ARCON) the Nrgerla‘- institution ofE taxe

Surveyors . and.. Valiers, (N!ESV)

obtamed

Practismg piofesmonéls based in Lagos

. “werecollated foreach.body and the table of
: ,random numbers was employed to. get the

admimstermg_the general_,queattonnasre
fifteen sshopping.centres, selected basedon

. ,r@qu.red numuexs for E’iCh profeosmn
etcctedv pmfesblonal.;_ﬁ

Consequent'y, :
offices were §O'"a\cd 'ana QL stiornaire
delivéred and followed up” personall
through pnonb qr(* peroon al, confau.‘ )

It was generally mlﬁcul* to" frack down
people “to fill, the questionnaires. The
‘occuplers’ of smp° had to be convinced
beyond reasonahie’ ‘doubt that the exgreise

had nothing to do with government raies

‘and statutory levies. Even, the

proleoslonals were rejuctant on qccount of
being busy or that the requested’ scnemauc
drawings and cost an iivo], Had t6 e’ pd'd
for. :

‘Percentages and ’frequeiﬁbyj counts’ were

,sm ple stcdzgtir‘ai wm bd(ﬂ as Chi- quare
’(/ )testw used

,RESU&TSAND D!SCUSSIONS

“Table ‘2 beow ‘shows mlmmum basic
foatives of a standard shoppmg “cetre
“while Tabie 3 QHowc facilities regarded as
embellishments” i a” Qhc)ppmg centre
dovelooment

These embelliishments “are regarded as
ieisure and community faciliies. Table 4
depicts available leisure and” community
facilities ininvestigated shopping centres.

Table: 2 Archttcc‘cs and Estate Surveyors' view on minimum basic features of Standard shopping Ag:e_'htrfe_:

smo Des,craptic{n vfregﬂéﬁﬁyff-;' e Ré/nvi;’iv‘ngvf i
1 : vCar Paik&i.:)aamq ?ﬁay ﬂ | : 4{1 69 1 |
. ) N ter &aupniv SyStE"ﬂ - . 4*3 53 1
iSeW&ge?DiéﬁoSaiv,..'”:.:_.':?.:‘;5 | 36 07 2
arbagdhf‘aaéo}sai.q_._: Vet 53 67 2
Fire i’ zghtma CaCi!!tiE; e 3% : }56 3
4 .,.iSe.,‘\,uniy waétk } ;;"’ | 5’1 o 4 |
‘i}féilvefc{’fébiﬁl{ii}es_n» % L
g5 @ 6
Managemenwfﬂce 0 52 7
1o in‘format'i'on_%ﬁbaébm = 35 43 8

Table 2 above shows ten basic features that 2 shopping centre must possess, wi
and information room coming on the rear. This requirement accords with Col
Hanford (1970) propositions. It then shows
_defective.

hat any shopping centre facking in

car park and loading bay topping the list
ge of Estate Management (1994) and
y of these facilities can be regarded as

o usedto analyze the Ieisure'and commumty e
- facilities ldcntmed and to- ‘determine their.
‘relevance fo property alueand.
"’contnbutmn 10 Qhopomg centre patronage. -

L




shopplng cehtre development in’ vanous

. ‘scales-yet.this:area is-less written on or .
* talked about, Ini. Nigeria as faras, promotion 1

of these centres are concerned, emphases . :

 are on advertising in-the.papers, journals,

" radio and television and only when such
“centres. are to be et or sold or when
~-yacancy exists. The impact of community .
" facilities is not seriously explored. This
research therefore is an attempt to bridge
‘the gap between pure advertising and the
use of leisure and. community facilities as
marketing promotional tools for shopping
centre development. ‘

ME] fHODOLOGY

because the design of the
exploratory the methodaiogy adopted
involved the two-stage descriptive survey
method (Leedy, 1997) for data generation
and analysis. The qualitative data
production stage comprised a preliminary
research approach to generate important
constructs or themes. This approach .
comprised personal interviews of
managers of Falomo and Tejuosho .
Shopping centers which are: popular,
" standard, strategically located and have
- come of age having been established more -
“than twenty years ago -This tpchmque g
alsa: frequently used in‘the first stages of
"rvey “work: (Jankow;cz 1995). ‘Findings

utcome of these interviews were used for -
~the second: quant:tatwe data” preduction

. administ ration of struct ureo questlonnaxres

, gixis Mded into. twenty ,ocai
fgovernment areas Howaver Local
Government areas that are at the precm\,ts

uch
‘ lGovemment areas mciude Badagry,
Ep’e‘, Ajerom| lfelodun -and “theju- Lekki-
"Ieavmgﬁteen effect!ve Local Government -
- areas.: These fifteen Local Government

. areas are connected by the n major roads in
“thestate: Such roadsinclude;

** korodu Road throughto Oyingbo .
* OtaToll gate through'to Victoria Island
o a * Victoria Island through Third
Mainland Bridge to
Apapa '

v

£ Baoarrvrhroughto Naumal 1hearre
~+*" |bathrough to ldimutolyanalpaja

* Maryland through Ancon to Tovofa BLzs }7.' .
i stop. e

_Iy naisolo HluU(Jh Luho {o Hmu
Osclo v‘mvthmugh 0 ’Jshoae

These roads were dn\fﬂn tﬂrough and the
shoppmo centres identified were compx,ed
for each Local Gnvemmm* area. Each Of

- these shopping. centres was again visited

For the purpose of this research and 3
study-is largely

from an éxtensive literature survey and the .

- of S%pn nq ce:im reazums ustdu(lshmg '
_;stage compnsmg .the- design and

© ‘be investigated. First,

for proper observation taking note of fhe

faatures present and level Gf. busmeso
activities. Those that could be reasonably
called shopping centres going. by Hanford
(1970) and College of Estate Management,
(1894) were then retained on he compiied

‘fist: Then, double sampling method was

then used to select the shapping centres {0
rangom sampling
was used by wiiting all the names of the
shopping centres? “raa“h}ocalwvcr, inent
area on cards and taking the top card each
time the cards are snuh"ied continuously to
pick initially three shopping centres. Finally,
the thrse shopping centres that came out
were again reshifiled to pick one each for
the locat government area. This method
becaine crucial because of the complexity
of Lagos being a conurbation. However, this

'sample limitation might have introduced an
-elemnent of bias into the survey, which could

limit the application of the res sults on'a wider

. Hera mdud@d xdentfmuon and evaluation

- highlighted above
order to assess the-contribution of leisure

7 usetowhich these facilities were deployed
“and fo.be abie to select tenants “and
‘shoppers™ for: questxonraxre dlstnbution

The “selected “shopping centrea‘as
‘were investigated. In-

and commiurity facn ties to shoppirig centre

- -patronage, care was taken to'examine the
- shopping centres chosen from “the
. Dcmrccﬂw of quality of design, number of

incorporated-shops, sizes of shops, mall o
availability, catchments area, quality of the
environment, degree of patronage,
accessibility -and . strategic location.

{Institute of Real Estate Management,

1981). In order to"ensurea broad based
investigation; a structured investigation
document - was prepared which was

app{opriatefy‘ﬁiied out duringfield survey.

The Were *“rec structured
QuwhonnalreC The first-was addressed
the Architects 1o establish the necessary-
and basic features of a shopping centre
development and the aims and intentions
of such features. The second went to the

_Estate Surveyors and Vaiuers {o establish

“scale; but it is ammpdted that the resulls *
'f'»cou!d at least f férm-the framework for future: .
“research of a Iarger area. The objectives .
The distribution/return patterns for the-

the features they expected froma standard .
shopping centre that will make ‘its letting, |-

«thrive: Théy weré also to state theirmedium

of advertising. The third went fo the
occupiers as well as shoppers to establish

 the major motivating factors that attracted -
them to the shopping centres. Atotal of 210
. questionnaires were administered while

140 were duly completed and returned. .

questionnaires are as shown in Table 1

“oeiow: -

' A-Tafge‘i:Saz‘n;t)%é o

ion Returned “Response

%_

- Arhiects

'  ':E%taté ourvw >.~3’ , 10
‘Te'narr{s o } 40

’ Sho@ps;s ' 85
Property Ownezfs | 15
Total 210

35 Cgrbee

25 625

2 494

5100

140 6666 "




”'faci!itie 5: The gt
extent are-these Ig

m’(o the s’(ructure bcmg fu’ﬂiled’P ’

' TheAlm and Ob;ectxves
This study proposes to- investigate tbe
extent:.to-:which “feisure -and comminity
facilities are being used as marketing tools
in promoting shopping centre development
and whether their use is actually generating
the: requwed responsem h@zalqotma ket.

The objec’uves are to establish the u useor
otherwise -of leisure and community
facilities as marketing promotional tools for
.shopping centre salés or leiting and to
assess. their er‘ec\,v'm ss In- inducing
patronage.. . 4

A PR A T A R SR AR R

o F

TYPES AND FEATURES OF
FUNCTIONAL SHOPPING CENTRE
Shopping: -centres come in variety of
shapes-and sizes, largaly deper nding on
their-position within. the. retail merarmy of
the town, city or sub-region. Developments
range: from traditional - finear suburban
developments “to ‘pedestrian: precincts
standing -independently. of a: road system
the latter also vary COﬂSldeI’abxy in concept,
..50me are pedestrian streets and s squares
‘open-to the sky: Others are in the-form: of
" enclosed-air-conditionad buildings. '

- (1981: 7-12) averred that the shopping
centre: industr
}charactenzé ; /fourbas'c typesof centres

.‘-nelghbourhood .centres;:,

(5)-The:: Tegional cenire of
. _.,:»_town centre or downtown centre -
;j;:_( )Theout oftownor uburbanc t

.Whatﬁver the type or sm.le aof

the- shopping centre|
%, Nowever, to be successful

Yo 555 Mo $§U§

L
(')

Ls> elsu e, and commun ty,,:i-s
‘th:ons now-are:‘to what.
gisure and community -+
G being’ mteuratad into~ )noopmg‘:;;
center designs in: ngerla and-how are the -

obj ectlves for which they are. mcorporaleot

The:Institute of Real- ‘Estate Management

“has’ traditionally been .
o act from intern ally compelling: bvc in-
" based: pn'nanly or1 size and: on the types
-_;and number of arichor’ Lenants Theseare
v community.
- centres; regional centers and'the specialty’
"i':'ce The CoHene of Estate .

her»wse can d

., 2007 |

lt mbotxﬂCerCﬂ* e «f)mﬁ- 3
fundampniuhcau res, These| ncldde
RAR efficient pﬁdeﬁ?r ne ﬂow“
“dispositionof"Magret" traders.

'”A\zveeipzannewiv‘m1 nEmixc .

ol ractive
‘manage e
*The use ofappror)ru*” ou;[dxng materlals
teuhtque and detailing in order toachieve

efficient. -cleaning, lighting, securn/,'

veﬂt lationand air-conditioning.-

-* The establishment and maintenance of
an -efficient centre managemeﬂt

organization.
*Attractive design of shops.

Attention to details is often the Kkey to the
success of shopping centre development.
Examples include the provision and design
of S(=atinq, M‘:amm\ floor- covering, . and
lighting, . pian ing features,. signposis;
,&f ering end advertisement displays. Fase
of pedestrian and vehicular accessibility i
of the highest importance in any-new or
existing scheme. Thus, the mos succegsful
shopping- developments often incorporate
features inlended to produce 2 iively
atmosphere. The accessories -and
embellishments are regarded as eisure
and community facilities intended 1o
promote and sell thc ntres

A\JmoS)’ffd U]d""SLclﬂ
is made up of aciivities, wr ichenlighten and
educate. Leisure therefore*is.made up of
activities. Torkildsen (1992:30) ‘regards
lelsure as’living inrelative rreu‘omx ‘om the
_external compulsive: forces on'one's culture
: aﬂd physicaienvironment so'as 1o be able

ways which are persona”v ‘vlea ng

- intui twnlv v.foﬁm',nu\ : gnd provide abasis of
: fan‘h :

~ . otheractivities for Ppeopletodointheirspare
are " regarded “as faciliies, “which
during thmxraparp f'me

These two variab%:s cai
of the "quality”, "style" and or pagkagmq of

shopping uentro d@vekopmont -Their

W ofa Qhoppfno centre whlfn is to provide a
““congenial;?
- environment for frade where shoppers an
- sellers. interact to. dispose off their wares

~ and meet their needs and.wants. Thus;

caseiui

*A desigri -achieving “an fnwromwm_ :
IO snoppers ‘and effman toi_.;_

ot leis ure i hcz it‘

Freestanding facilities are fac

) Operai:onahy leis swe has been dcfn iedasa .
‘public biilding with faciities for sports-and” s
" ofthe environment-and-above all. creatinga: .
one-stop centre ‘where shoppers and .,
lfenants can meet all their-needs. With-a °
feeling.of satisfaction c\ﬂd a strong deswe to

- retumn. ‘

fime: Comm"mtyw cilities onthe other hand-
o e
'l-mco.porated as complete packags in a
~shopping ‘centre : for common -enjoyment”
,and use"of the ‘accupiers: and ahoppers Sy . e L R LR
‘ THE FOCUS OF EMPIRICAL WORK IN

, - THISPAPER

viewed as part

essence is oaid. and abet the core serwce", Ly,

functlonai «and conduc;ve

leisure and community facilities are put in’
place to promote_ and-sell" the- shoppmg

- centre complex:

A critical study of College-of: Estate
Management (1994; 1-18) of the t types and -
features of shopping centre development
clearlyindicates that leisure and community
facilities fall into-three categories. namely

integral facilities, free standing facilities and

amenities/ envwmmen(.

Integral {awhtles are 1acm ies tnet are p'—ar’f
and parcel of the-development and in-built
into the structure to. provide- apecmed
services. These are commonly. referred to
as community f in property
management. they are .commonly-called
common services: These 'nclucr

SR A
silities.

* Vertical and honzon ol movement
facilities such as passenger-and or good
lifis; paternoster and es.cahfox.

* Fire fighting. eqmpment such as hose

. reel, drencheretc

*+Generator.: ; i

. Alr-conditioni nQ 5Y8 stems such asdentfal
axrconumonmg p}ant room-units.and-split
units: : ;

ifities that are
within the wur ty- of the: shopping ‘centre
that may be- individually managed-or let yet
forming the ‘main-features of the centre.
‘Such facilities include indoor: games hah
swimming pool; restaurant, cascade etc; -

Amenities /Environimentis such latent. but
crucial issues. such as shop.layout; mall

. disposition, finishes and accessibility. ‘Al
- Inese are putin place to'enhance! the value

of the shopping centre:: improve the. quaiity

The papers 1 ev‘ewed have-indicated the
usefulness of leisure -and rommumty
fauhtles as mafkeimg promotlonal too!s for




	Leisure 1 001
	Leisure 2 001
	Leisure 3 001
	Leisure 4 001
	Leisure 5 001
	Leisure 6 001
	Leisure 7 001
	Leisure 8 001

