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Since it’s opening in 1999, Mall X has been a shopping destination for 
Edmontonians. In September 2018, Mall X welcomed Edmonton’s 14th 
Service Y to be part of its retail offering.

Mall X contrated the University of Alberta School of Retailing to 
gain some statistics and insight into the shopping habits of their 
customers. Specifically regarding whether or not the customers who 
visit their Service Y use the mall for other services?

This report will give an overview of the respondents of participants 
from the survey and the qualitative data that our consultants were 
able to gain.

THE INTRODUCTION OF 
SERVICE Y IN MALL X
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Of the total complete survey results of 185, 58 did not use 
Service Y at all, and 120 regular users (With 7 having used it 
once). The ratios are close enough that while there are two 
subsets of users, mall usage may fall into typical attendance 
patterns that are consistent across populations. The numbers 
suggest that the weekly and daily usage is significantly higher 
than non-Service Y users, but that Service Y users make 
additional trips that are non-Service Y related. It appears that  
Service Y likely increases the frequency of attendance, though 
without far more granular data it is impossible to comment on 
the magnitude.

HOW FREQUENTLY DO YOU VISIT  
SERVICE Y AT MALL X

120
TOTAL

1

9

38
37

35

HOW FREQUENTLY DO YOU VISIT  
MALL X (ALL)?

1

185
TOTAL

35
25

64

60

  DAILY  

  WEEKLY  

  MONTHLY  

  OCCASIONALLY  

  YEARLY  

MALL X 
(ALL)

SERVICE Y NO SER-
VICE X

DAILY 13.5% 7.5% 3%

WEEKLY 34.6% 31.7% 17%

MONTHLY 32.4% 30.8% 43%

OCCASIONALLY 18.9% 29.2% 34%

YEARLY 0.5% 0.8% 2%
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More than half the respondents had not yet made a 
purchase in the mall when they filled out the survey. 
Of those 57.1% respondents, 58.3% expressed they 
intended to make a purchase later that day. This 
indicates that 23.8% of total respondents come to visit 
either Mall X or Service Y with no intention of shopping. 
Of those who do shop, a little over half (53.4%) made 
food-related purchases, revealing that  
a significant portion of Mall X visitors do  
not come to the mall for fashion needs.

• Nearly a quarter of total respondents had no 
intention of making any purchase at the mall

• The central location of Service Y does not appear  
to be increasing mall shopping foot traffic

• Of the respondents shopping at Mall X,  
a significant portion made food-related purchases

ON AN AVERAGE VISIT TO MALL X, HOW MUCH TIME DO YOU SPEND IN THE MALL?
(Percent)

Key Takeaways

• Most people spend between 0-2 hours  
in the mall (79.1%)

• Large jump from the first two majority 
segments to the next small segment who 
spends 2-3 hours in the mall (14.5%)

• Very few people spend over 4 hours  
in the mall (6.3%)

2.7

3.6
14.5

39.1

40.0

  HOUR OR LESS        1-2 HOURS        2-3 HOURS        4-6 HOURS        6+ HOURS

HAVE YOU MADE ANY PURCHASES TODAY? IF NO, DO YOU PLAN ON MAKING A PURCHASE TODAY?

IF YES, WHAT KIND OF PURCHASES?
(88 responses)

32 (36.4%)

7 (8%)

11 (12.5%)

28 (31.8%)

5 (5.7%)

6 (6.8%)

10 (11.4%)

4 (4.5%)

4 (4.5%)

4 (4.5%)

FOOD COURT

RESTAURANTS

ELECTRONICS

GROCERIES

CLOTHING

SHOES

JEWELERY/ACCESSORY

DOLLAR STORE

BOOKS

OTHER

  NO 
  YES

  NO 
  YES

104 81
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Is there a particular 
store or service that  
you would like to have  
at Mall X?

DATA EXPLANATION AND PERSONAL EXPERIENCE:
Widespread data across labels but narrow focus on 
clothing options, varying from children’s, to lower-priced 
women’s fashion, shoe outlets, and athletic apparel. In my 
personal experience, I received a lot of comments about 
Second Cup (fourth largest), children’s clothes (largest 
segment) and activities from families, while I received a 
lot of comments about lower-priced women’s clothing 
(second largest), shoes and high-demand for Simons 
(third largest) from females in their teens, adults, and 
mothers. Few higher-end clothing stores came up, but 
ones that did were Coach, Kate Spade and Michael Kors.

Key Takeaways

• Children’s clothing came up as a major opportunity 
(Children’s Place, Tommy Guns, Justice,  
Carters OshKosh)

• Demand for lower price-point fashion stores for 
females such as Winners, Garage, Aerie

• Simons was third most desired option

Do you have any 
suggestions that would 
improve the overall 
shopping experience  
at Mall X?

DATA EXPLANATION AND PERSONAL EXPERIENCE:

Most people appeared to be satisfied with state of the 
mall, and highly pleased with upgrades. A lot of people 
commented on the removal of Second Cup as a negative 
thing because they liked being able to get something quick 
for their children (or grandchildren), or enjoyed grabbing 
a quick coffee on the way in. Some functional elements 
came up in data such as more washrooms, elevators, 
accessibility, maintenance. “Better” stores and foodcourt 
came up with focus on lower-price points for shopping  
and more options for food.

Key Takeaways

• Majority of people were very satisfied with mall 
renovations to look upscale, but very low demand  
for higher-scale stores

• High demand for lower-priced stores for children, 
women, and shoes

• Wide dissatisfaction with removal of Second Cup,  
and would like to bring a coffee shop back in the  
same area to grab something quick on the way in

Observations and Recommendations to Highlight

• More Discount Store 

– Winners, H&M, Aerie, Garage etc

• Food Court Feedback

– More selection

– Healthier (freshii), Ethnic choices

• Family Friendly 

– Dedicated space for children 

– Children-targeted stores 
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