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Bazaars have always been a center of social, economic, and cultural exchange.
Bazaars as public spaces were responsible for creating an ideal public setting to
enhance social interactions for everyone. However, over a period of time, the
concept of Bazaars has changed. Modern shopping centers seem to be an
appropriate alternative to bazaars in terms of accessibility, quality of space,
maintenance, sense of safety and security, and leisure activities. Karachi, being
the commercial hub of Pakistan, hosts a load of business centers and marketplaces
around the city. However, parts of the old bazaars in Karachi have been slowly
destroyed to make room for wider streets and roads in Karachi, and new forms of
shopping centers have been emerging across the city. This research will investigate
the preference of people for traditional bazaars vs. shopping centers and the
attribute of shopping centers that aided in their preference. This aim will be
achieved by 1) understanding the evolving concepts of public spaces in Karachi
and 2) investigating people’s preference for shopping centers vs. Bazaars and the
impact of services offered by shopping centers on user satisfaction. A comparative
case study technique is used. Data is collected through an online survey in relation
to a traditional bazaar and a newly built shopping center in Karachi, Pakistan. The
finding results show that the success of shopping centers is generally influenced by
indicators like atmosphere, safety, accessibility, and leisure activities while people
visit traditional open street bazaars in Karachi for the economical prices and
accessibility to public transportation. On the other hand, the avoiding behavior
of users towards traditional bazaars is reported due to narrow pathways,
unmaintained environment, no parking and toilet facilities, and a large influx of
people. Although these results are not the first ones in the literature, they are new in
relying on findings from a cosmopolitan city in Pakistan. Finally, this study provides
some recommendations that can serve urban planners and other practitioners to
integrate these indicators at the earliest conceptual design phases when planning
and managing open street bazaars in developing countries.
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1 Introduction

“Shopping has become one of the most significant modern
leisure activities, as well as a dominant way of public life” (Goss,
1993). The beginning of the twenty-first century was a game-
changer for several countries worldwide (Chismon, n.d.). Rapid
lifestyle change was brought on by economic restructuring and
rising per capita incomes in various nations. Shopping centers are
now preferred by those who used to spend a significant portion of
their time in traditional street bazaars for social activities and
retail therapy. People’s preferences for shopping are driven by
changes in not only lifestyle (Al, 2016) and motorized
transportation patterns but also leisure activities, space quality,
and the experiences these multi-user retail spaces provide.

The concept of city’s public spaces is associated and affected
by the way people feel in them (Igbal, 2021). The idea of shopping
malls/centers came from the transformation of street markets
into a larger form that houses everything under one roof to
provide urban residents with rich and varied social experiences.
This is an attempt to build public places that could act as
communicative arenas. Shopping centers have produced new
public areas for leisure and lifestyle that support the logical
commercialization of consumer behavior (Ghosh and
McLafferty, 1987; Garreau, 1992; Banerjee, 2001; Erkip, 2003).
Customers go to the air-conditioned environs to shop in comfort.
With multiplexes, food courts, and gaming areas (Terblanche,
1999), they gradually transformed into a place for entertainment,
ensuring that a mall/center had something to offer everyone
(Miller, 1998). Creating an intriguing space with appealing
architecture and interior design that leaves a memorable and
distinctive impression on visitors is the other purpose of the
shopping center (Rajagopal, 2010). Shopping centers fulfill two
purposes: one is as a building for goods and the other is as
gathering place for people. The latter has taken up a significant
role in the urban environment and has developed into sites of
localization of new lifestyles and intense social relationships
among visitors as city dwellers explore and welcome these
new forms of public space. On the other hand, Traditional
street bazaars that were once the center of social and
commercial activities has lost their value and place around the
world specially in developing countries such as Pakistan.

In Pakistan, bazaars have evolved from traditional open
street to vertical multi-story urban malls that are free from
the hustle and bustle of street life and harsh weather realities
and provides other leisure activities in a safe place for the
consumers. Citizens’ acceptance for one another, especially
those ignored by contemporary, educated groups, seems to
grow in these spaces that establish a new type of public space
(Erkip, 2003). Although users’ preferences about visiting
shopping mall/centers is growing, a gap remains in the
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literature about shopping mall vs. traditional street bazaar.
The fact that these questions have been primarily raised by
Iranian researchers highlights a great gap in other developing
countries. To address this gap, and to pursue new knowledge on
understanding the differences between user’s preferences for
both shopping typologies (mall and bazaar), the goal of this
study is to understand and analyses the shopping mall as an
emerging concept of public space in the context of the changes to
urban life in Karachi from the user’s preference perspective.
What influences where individuals go shopping in Karachi? Why
would individuals choose to be at a particular shopping center
over the city’s specific open street bazaar? Answers to these
questions are important and will be attained by 1) understanding
the evolving concepts of public spaces in Karachi 2) investigating
customer’s preferences for shopping centers vs. Bazaars and the
impact of services offered by shopping malls on user’s
satisfaction. For instance, how people perceive shopping
centers or traditional bazaars from four indicators:
atmosphere by analyzing quality of space and maintenance
(Anselmsson, 2006; Rajagopal, 2010), sense of safety and
security (Velashani et al., 2015; Ceccato and Tcacencu 2018),
convenience or accessibility (Anselmsson, 2006; Rajagopal,
2010), and leisure activities (Banerjee, 2001; Frasquet et al.,
2001; Erkip, 2003). A case study of a recently built shopping
center close to a middle-class and upper-class suburban area
(Lucky One Mall), and a case study of Karachi’s traditional and
oldest bazaar (Jodia Bazaar, 2021) were used to investigate and
analyze the qualities of the mall and bazaar that draw people to
them and the preference of people towards shopping center vs.
bazaar. The selection of these two cases is based on the most
famous shopping facilities in Karachi. Jodia Bazaar is one of the
biggest and oldest bazaars in Karachi, while Lucky One is one of

the most modern and biggest shopping center.

2 Theoretical background

Through the ages, cities have grown rapidly with the increase
in population. By 2025, it is predicted that half of the world’s
population will be living in cities UNICEF (1996). People who
live in urban regions appreciate public spaces as an essential
component of the urban environment in their everyday lives.
According to Walzer (1986), public space is where we interact
with strangers and individuals outside our family members,
friends, or co-workers. A public place is an arena for politics,
religion, trade, and sports, as well as peaceful sharing and
impersonal meetings. This means that public spaces promote
people to connect and interact with one another freely
and  Wekker, 2015). By influencing

social, political, cultural,

(Duyvendak our

psychological, symbolic,
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environmental, efc., public spaces represent and shape our public
life, (Walzer, 1986).
Furthermore, public spaces provide “a shelter, a place to sleep,

civic culture, and daily dialogue
to rest, and a place of fellowship and togetherness for homeless
people” (Mitchell, 2003). Public spaces have been an essential
part of cities, from the agora of the acropolis and marketplaces of
mediaeval cities to current modern shopping centers,
commercial arenas, and open sites for festivals. However, the
characteristics of public spaces differ widely throughout history,
showing how people change, how they live and shape their
spaces. According to Lee (2022), new sorts of public spaces
emerge as more public areas are co-produced by many
stakeholders. These spaces are either private public spaces or
semi-public spaces. Private public spaces have gained popularity
for several reasons like proper security and good management,
provision of all facilities, good and controlled gentry, no
overcrowding, efc. Weaver (2014) mentioned that people feel
comfortable in private public spaces since they are regularly
maintained and clean. However, one of the main drawbacks of
private spaces is that they often exclude specific groups and allow
selective activities (Loukaitou-Sideris, 1993). Additionally, the
private sector contributes to the maintenance of these private
public spaces rather than the local government (and taxpayers),
which burdens the users by charging a heavy amount. On the
other hand, public spaces created by the private sector are also
criticized for emphasizing profit-making and targeting
commercial events (Whyte, 1988). They are criticized for
serving themselves as a commodity rather than the common
good of society (Minton, 2022).

Therefore, Lofland (1989), defined another type of place, that
is semi-public space, which is neither entirely confined nor a
“world of strangers.” Every neighborhood has several semi-public
places, including community centers, libraries, cafes, corner
shops, schoolyards, playgrounds, and shopping malls. These
places, also referred to as “micro publics” by Amin (2002), as
places where people from different cultures can interact. They are
significant because they provide chances for interdependence and
habitual participation. These places encourage people to interact
and connect despite their differences to achieve a shared objective
(Amin, 2002). Environments themselves have a significant impact
on how individuals interact. According to Van Eijk and Engbersen
(2011), four essential factors—multifunctionality, connection,
comfort, and sociability—are related to how individuals interact
in semi-public spaces.

Since bazaars and shopping malls are two examples of public
spaces that significantly influence peoples’ way of life. Bazars
come under the umbrella of open public spaces that have no
restrictions for their users. According to Rajabi (2009) the
emergence of bazaars can be traced to the early settlement of
tribes, which resulted in the establishment of a variety of bazars.
The term “bazaar” emerged from an Old Persian term that refers

»

to a “place of prices.” “Bazaarro” is a comparable term in Italian

(Bazaar market Britannica, 2020). However, the definition of
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“bazaar” varies from nation to nation
(Newworldencyclopedia.org, 2019). Middle Eastern or Asian
nations describe an open market that sells various products,
including food, spices, home goods, etc. (Pirnia and Memarian,
2005). In western nations, like the United States, the term is used
to describe a flea market that offers a wide variety of items for
sale. In the United Kingdom, the term has a different connotation
and is used to describe stores that sell a variety of donated or used
products for charity, typically associated to churches (Difference
between bazaar and flea market, 2013). However, bazaars quickly
became essential for more than just exchanging items; they were
frequently towns’ social, cultural, religious, and financial hubs
(Mir Salim, 1996). The bazaar still evokes memories of the
majesty of Muslim metropolis, despite changes in society and
urban planning (Rouz, 2014). According to Raeesolmohadesin
and Alipoor (2012), a traditional bazaar is intended to stimulate
all of the senses like the hustle and bustle of large crowds and a
wide variety of goods in unique architectural spaces covered by
highly ornamental and colorful awnings or sheds; the shouting of
porters to the crowd to move out of the way as they transport the
goods; the haggling of customers with sellers over the price of
goods; the smell of various spices, odors, and perfumes; and the
touching of different textured fabrics and textiles draped over the
buildings. Additionally, bazaars were first only in the open air,
but as time passed, they began to be covered as well, making them
useful in all types of weather.

However, as modernity, economic growth, security concerns,
no maintenance and proper facilities, overcrowding, and traffic
congestion emerge, traditional bazaars that were not only served
as places for purchasing the goods but also the hubs of all social
or cultural events and activities that make them vibrant public
places are deteriorating and dying (Mehdipour and Rashidi
2013). They no longer serve any social role in the lives of the
locals as they once did. In addition, in many countries, portions
of the ancient bazaars have been gradually dismantled to make
way for broader streets, roads and high-rise structures.
Additionally, as cities expand, there is more need for
production and consumption-based land use in urban areas.
Therefore, most cities in these circumstances have not only
changed the land-use of public places for other purposes but
also neglected to maintain public places for social interaction,
especially existing open spaces and traditional bazars, so urban
residents have opted to use other areas as substitute public spaces
and buy goods. As a consequence of the prevailing situation, like
unmaintained public spaces that leads to security issues and
criminal activities, vehicular congestion and multistory
structures in the city center on the land of traditional bazars,
which have changed the urban fabric, and the emergence of new
shopping trends, paved the way to the shopping mall concept.
Shopping malls have not only displaced traditional bazaars as the
preferred destination for shopping and social gatherings, but they
have also met the need for public spaces in many cities around

the world.

frontiersin.org


https://www.frontiersin.org/journals/built-environment
https://www.frontiersin.org
https://doi.org/10.3389/fbuil.2022.1066093

Igbal et al.

Shopping centers (also known as shopping malls or plazas)
are the twentieth-century equivalent of traditional bazaars,
resulting from modern construction. Shopping centers/malls
are made up of collections of shopping outlets under one roof
(Asadi, 2001). Additionally, these malls offer dining, parking,
entertainment, and hair salons (Terblanche, 1999).

Furthermore, shopping malls have a comfortable and
appealing setting (Underhill, 2005), and they resolve several
problems with the shopping environment that are evident in
traditional bazaars. For instance, they are built in a convenient
location for everyone, including locals, tourists, pedestrians,
and people who wuse other modes of transportation.
Furthermore, they offer sufficient parking and a lovely and
safe shopping area. Additionally, they provide spaces for
social events and activities that turn them into livable
public spaces.

Van Raaij (1993) supported the relevance of shopping center
as vibrant public spaces by highlighting the main characteristics
of shopping malls that resemble the public places. He identified
various components that are supportive for shopping malls to
become public places: Of those components, one of the most
important is safety and security. Caymaz (2019) has provided a
safety checklist by studying the five shopping malls of Istanbul,
and this checklist can be used for designing any public space. On
the other hand, Jalalkamali and Anjomshoa (2019) studied that
the security and safety components are responded to differently
by both genders, males and females. According to a case study of
Grand Bazaar Kerman, Iran, as a public space, there is generally a
noticeable difference in how male and female users of public
spaces perceive the environment. According to the study,
women’s fear of crime has a major impact on how they move
around in public spaces. As a result, they avoid and restrict their
movements in public spaces during particular hours of the day
(Jalalkamali and Anjomshoa 2019). Gender-based activities and
spaces are defined at a certain level in many shopping malls to
make females feel comfortable and secure, but this does not apply
to traditional bazaars. Therefore, a large number of women
preferred shopping malls instead of traditional bazars. City
planners put a lot of emphasis on public places in cities.
However, due to urbanization, land-use patterns in urban
settings have changed, and the left-over public spaces are now
traditional bazars. Traditional bazars that were once served as
public spaces are now replaced by shopping malls due to various
factors that satisfy and attract customers. Therefore, user’s
preferences are important to understand. Why would users in
Karachi choose to be at shopping centers over the city’s
traditional street bazaars are not studied in detail and need to
be studied and focused on in this research. Following the
evidence from previous research, the following hypotheses are
tested in this study:

o Users’ individual characteristics influence their preference
to go to the shopping center or traditional bazaar. For
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FIGURE 1

Map of Karachi showing location of case study shopping

center and open street bazaar (Source: Nomi887—CC BY-SA 3.0,
Wikimedia commons).

instance, those who can spend more money are more likely
to go to shopping centers than traditional bazaars.

« Atmosphere of the shopping center is a preferable factor to
visit and spend time in a shopping facility.

« Users’ perceived safety at a shopping facility is affected by
their environmental attributes. For instance, visitors avoid
traditional street bazaars due to levels of fear and an
unmaintained environment.

« Visitors spend more time in shopping centers than in
traditional bazaars due to leisure activities.

» Proximity to a shopping facility from users’ residence
influences visitors’ decision to visit that facility.

3 Framing the case study area

With a total area of 3,527 km?, Karachi is Sindh’s provincial
capital and the largest city in Pakistan. It is located on the
Arabian Sea shore and serves as the country’s central
economic and industrial hub and its largest seaport (Figure 1).
The fact that Karachi, the largest city in Pakistan, is one of the
worst-ranked cities in the 2019 Global Livability Index (Gapihan
and Malkawi 2021). This is because of a population density of
more than 20,000 people per square kilometer. Gapihan and
Malkawi (2021) also noted that Karachi’s green open space has
decreased to less than 4 per cent and commercial development is
threatening to swallow up the city’s few shared urban public

frontiersin.org


https://www.frontiersin.org/journals/built-environment
https://www.frontiersin.org
https://doi.org/10.3389/fbuil.2022.1066093

Igbal et al.

spaces. Therefore, public spaces are even more necessary in this
densely populated city.

Karachi is commonly recognized on a global scale due to its
strategic location and trade. One of the industries in Karachi’s
local marketplaces has grown since the partition (1947). At the
time of partition, the city was clearly separated into European
and local cities. The Saddar bazaar, civil lines, and the
cantonment made up the European city. Posh retail markets,
shops, and restaurants could be found there; it was primarily
populated by people from Europe and other places. The local city,
which included a historic British town and surrounding suburbs,
was located near the harbor. The working classes and merchants
from Muslim and Hindu communities ruled it.

“Meethadar” was an entry point to trade goods and services
for caravans traveling from Baluchistan and interior Sindh. Lea
Market was built in 1927 in a location designated as a trading hub
during the late 19th century, between 1900 and 1920. Measham
Lea served as the inspiration for the name. In front of Lea
Marketplace, a small space was designated for shops and go-
downs. The British established Saddar Bazaar in 1939, right after
taking control of Karachi. It was initially constructed to compete
with the marketplaces in the old city. The city’s culturally
distinctive center and monument, Saddar Bazaar, has grown
throughout time. Jodia bazaar was established shortly after
1947 and has been essential to economic growth. The Urdu
Bazaar in Saddar Town, which dates back to the Mughal Empire
and is one of the oldest book markets on the entire subcontinent,
was established in the 1950s. Following that, both small-scale and
large-scale market expansion expanded.

The older Pakistani bazaars, particularly in Karachi, the
country’s economic center and most significant metropolis,
are no longer the preferred destination for shoppers in the
late 1980s and early 1990s after the emergence of shopping
malls. People from different neighborhoods in the city quit
shopping at the traditional open-air bazaars in Karachi
because of the heavy traffic on the small streets and preferred
to shop in nearby malls. As the inner city grew more crowded,
citizens relocated to the suburbs, and shoppers now chose to visit
the less crowded area for their purchases. This has caused the
historic architecture of the bazaars to be destroyed for other
purposes and forced traditional traders to find different work
opportunities. As a result, most of Karachi’s bazaars have
witnessed significant changes in trade, business, and lifestyle.
Shopping malls and other retail spaces are now considered to be
among the primary urban public spaces because they are one of
the most important aspects of a modern lifestyle. These shopping
malls can generate a suitable atmosphere for interpersonal
interactions and serve as significant urban centers. Therefore,
these characteristics can be observed in our contemporary
shopping malls. The new bazaar looks completely different
from traditional bazaars, which include merchandise displayed
in glass-enclosed stores with stiff-lipped salespeople. However,
many cities, including Dubai, are developing new retail malls
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while emphasizing the often-overlooked issues of energy
consumption and tradition preservation. In Karachi, the
history of the marketplace that later paved the way to
shopping centers dates back to 1889 with the inauguration of
Empress Market. It was designed as a market for the British
administrators and soldiers, people from Goa and Parsis who
lived in Saddar. After Partition of sub-continent, the market,
along with Saddar, had to accommodate a larger population,
different classes, and ethnicities. With the passage of time,
different bazars and markets had developed for instance
Zaibunnisa Street, Zainab market, Jodia Bazaar, Gol Market
etc. However, in the late 20th century, a shift from traditional
markets to shopping malls was observed, and Karachi’s first
shopping mall was built in 1999, named Park Towers. It was the
nation’s first high-end shopping centre with distinct architectural
characteristics and fulfilled the needs of that generation.
Customers prefer to visit this place to not only buy but also
because of the leisure activities available for kids. By shopping in
this mall, parents could enjoy shopping while their children play
with their friends in the play area. With the changing lifestyle and
growing population, many shopping centers have now been built
in the city for instance, Lucky one, Emerald Tower. Dolmen mall
and Atrium mall etc.

3.1 Case study 1: Jodia Bazaar

One of the city’s most well-known and prominent markets,
Jodia Bazaar is regarded as the center of Pakistani trade. Since
Pakistan’s independence, this market has served as a wholesaler
and retailer, significantly contributing to the country’s economic
growth since the partition. Jodia Bazaar is located in Karachi
South district on M.A. Jinnah Road, next to Boulton Market. The
most significant religious, commercial, and administrative
activities of the city are located in the surrounding areas.
Access to the bazaar have easy pedestrians’ accesses and is
surrounded by other activities along with important landmarks
and nodes. The bazaar is connected to the main road with its
covered and semi-covered streets. However, the majority of the
access routes are congested with cars and people walking around.
Jodia Bazaar is one of the biggest markets that sells a wide variety
of items at meager costs, including metals, paper, garments for the
home, plastics, spices, hardware, shoes, dry fruits, and fresh fruits.
This bazaar is divided into sections based on the trading activity,
with similar functions clustering (Figure 2A). Primary wholesale
market with manufacturing, supplying, storage, and packing
functions. Being a mixed-use neighborhood, it consists of
residential floors on the first floor with commercial activity on
the ground floor. The traders like to live close to their places of
employment and have converted the upper levels into a storage or
production facility. Shop owners and dealers use Donkey carts to
load and unload their merchandise. The spatial arrangement of
Jodia Bazaar serves more than just commercial interests. In
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FIGURE 2

(A) Bazaar is divided into various sections based on the trading activity (Source: Authors, 2022). (B) Street of Jodia Bazaar with covered walkways
(Source: Authors, 2022). (C) Be aware poster installed from the trader’s association on one of the streets (Source: Authors, 2022).

FIGURE 3
(A) A view of Lucky One Mall (Source: Authors, 2022). (B) Atrium of the mall with open steps (Source: Authors, 2022). (C) Entertainment area
(Source: Authors, 2022).

addition to being a site for business and trade Jodia bazaar also
offers a variety of services, including mosques, schools, parks,
playgrounds and entertainment facilities. Furthermore, it also has
heritage buildings that attract several tourists and researchers.
Being outdoor, alleys and stores are covered with fabrics that act
as canopies, while small pathways restrict sunlight penetration
(Figure 2B). Jodia Bazaar also serves as a olgathering spot for
different ethnic groups to congregate and engage in
socioeconomic activities. The vibrant sense of community
further enhances the social aspect. Unfortunately, besides the
positive aspects, this bazaar is now threatened by muggers and
mobile snatchers, forcing families to shift from this place to other
neighborhoods of the city (See Figure 2C).

3.2 Case study 2-Lucky One Mall

This paper selected Lucky One shopping mall as a case study,
the largest mall in Pakistan and the second largest in south Asia. This
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shopping center is situated in the center of Karachi on Main Rashid
Minhas Road in Gulshan-E-Igbal. Its location in the city facilitates
the people with the public buses with large numbers of commuters
throughout the day, thus creating a unique, stimulating experience
for the users. The city’s architectural styles influenced the structure
of this mall, creating a modern rendition of the traditional bazaar
(Figure 3A) that sells almost everything, from high-end items to food
and handicrafts. The structure is constructed around an atrium with
a skylight that serves as a courtyard with open steps providing a
place to sit and congregate (Figure 3B). With an area of about
3.4 million square feet, Lucky One mall consists of over 200 stores
and different services with large 2 floors, indoor parking space for
1,500 cars and in total 3,000 car parking spaces. This shopping
center also comprises outlets for all Pakistani and some international
brands. In addition, Lucky One mall also has entertainment areas
like theatres, food courts, and gaming (Figure 3C). Furthermore, this
shopping center offers a nursing room, separate male and female
mosques, wheelchair access, and a safe and secure environment to
facilitate customers further.
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4 Methodology

This study uses a comparative case study method to investigate
people’s preference for shopping malls vs. Bazaars and the impact of
services offered on user satisfaction. Data is gathered through a
structured questionnaire survey of users who frequently visited
shopping malls and traditional bazaars. A recently built shopping
center (Lucky One Mall) and a case study of Karachi’s traditional
and oldest bazaar (Jodia Bazaar) are used to investigate and analyze the
qualities of the mall and bazaar. First, through field notes and
photographs, systematic observation of selected shopping malls and
traditional bazaars was conducted on two weekdays in September 2022
(10 am-7 pm). Later, the survey was administered online via a Google
survey form. An online link was distributed to social media platforms in
Karachi. A total of 76 surveys were thus obtained. The survey contained
30 closed-ended questions and one open-ended question. The
questionnaire for this study was categorized into three main
sections. The first section explained the demographics, and the
second section included questions about shopping centers and
traditional bazaars and users’ behavioral information in relation to
shopping centers and traditional bazaars, for instance, the frequency of
their visits. Section 3 and Section 4 subsequently comprises specific
questions regarding shopping mall (Lucky One Mall) and traditional
bazaar (Jodia Bazaar). The questions required to measure perceptions
around four indicators: 1) atmosphere by asking questions about the
quality of space and the levels of maintenance, 2) the concern about
safety and security, 3) accessibility (convenience in terms of location),
and 4) leisure activities. The survey took 10-15min to complete. A
short project introduction was provided on the first page of the
questionnaire. The anonymity of the survey participants and
voluntary participation was also explained.

All answers collected through Google Forms were compiled
automatically. The results of the questions were illustrated,
among other things, through bar and pie charts. The basic
demographic profile of the participants is available in Table 1.
However, all questions were checked manually to ascertain the
partial absence. The open-ended questions were coded using a
coding template. The coding process was started by assigning a
code to each response (Saldana, 2009). Later, to analyze
participants’ demographic characteristics, the collected data
were analyzed. A Chi-square test using a statistical package
for social sciences (SPSS) was employed to understand the
relationship between time spent in a mall vs. traditional
bazaar (Table 2) and shopping preferences for different
attributes for using shopping centers or traditional bazaar
(Table 3). The analysis was gathered around four indicators in
relation to the use of shopping centers and traditional bazaars.

5 Results and discussion

The result showed that overall, more female respondents
answered the survey (51per cent) than male respondents, who
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made up 49 per cent of the sample. According to the respondents’
ages, most participants (44.7 per cent) are generally between the
ages of 25 and 34, with a minority being above 35 (age group
35-44, 10 per cent; age group 45-54, 4.25 per cent). This
demonstrates that the sample represented all age categories,
with younger Pakistanis making up 44.7 per cent of the target
population in which nearly 33per cent are students. With an
average household income of just under Rs. 20,000 per month,
there are more residents over all (39.2 per cent) with monthly
incomes over Rs. 50,000. This shows that most survey
participants had enough money to spend in shopping facilities
and on other fun activities, corroborating Hypothesis 1. In
addition, 49 per cent of respondents use personal vehicles for
commuting, and less than 5 per cent of our sample respondents
indicated a lower reliance on public transportation. There are
indicators that the majority of people (65.8 per cent) like to go
shopping with their families, while only 21 per cent prefer
shopping with friends and 13.2 per cent shop alone. This
suggests that people’s choice to go shopping with their
families is a significant trend in society and shopping is not
just an activity but also a means for families to have fun. These
results corroborate the findings highlighted by Talpade and
Haynes (1997) that shoppers who visit as a family look more
for entertainment than shopping.

The results from the chi-square test showed that people’s
preference to visit and spend time in the shopping mall or
traditional bazaar is closely associated with the space quality
and the maintenance of both places (x2 = 49.849, df =1, p < 0.05).
Thus, the null hypothesis “Space quality and maintenance are not
a preferable factor to visit and spend time in the shopping center
over street bazaar” was rejected based on the Chi-square test.
That seems in line with the findings from Rajagopal (2010) in
Mexico City, which shows the existence of shopping centers and
open street markets for different reasons. This means it is not
necessary that users should visit only one of these facilities
(shopping center or bazaar) and avoid the other as both of
these shopping facilities have individual characteristics to
attract users. Moreover, as expected in Hypothesis 3, there is
a significant relationship between the concern about safety and
security and the preference for visiting a shopping center or
traditional bazaar (x2 = 76.659, df = 1, p < 0.05). These results
corroborate the previous research by Ceccato and Tcacencu
(2018) that if visitors perceive the shopping center as unsafe,
they may avoid going there. Findings from this study also suggest
that the design of a shopping facility and its maintenance can
affect shoppers’ perceived safety—for instance, poorly lit narrow
walkways, hidden places, and unmaintained filthy environments.
Regarding personal safety 34.8 per cent declared feeling very
worried about crimes in Jodia Bazaar while 17.1 per cent reported
a little worried in the shopping center as well (Figures 4A,B).
When it comes to evening hours 71.1 per cent of our survey
participants declared feeling safe in the shopping center, while
only 13.2 per cent feel safe in the traditional bazaar. This has been
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TABLE 1 Descriptive analysis for users’ profile and perceptions about shopping center vs. traditional bazaar.

Participant’s profile Category Percentage (%)
Age group 16-24 36.8
25-34 44.7
35-44 10.5
45-54 4
55-64 4
>65 0
Gender Male 49
Female 51
Status Employed 447
Un employed 4.6
Self employed 15.8
Retired 0
Students 32.9
other 2
Income level <20,000 9.5
20,000-30,000 10.8
30,000-40,000 6
40,000-50,000 6
>50,000 39.2
Refused 285
Mode of Transportation Car 487
Motorbike 19.7
Bus 5
Taxi 0
Rikshaw 17.1
Qinggi (motorcycle Rikshaw) 2
Other 7.5
Shopping Trends Alone 13.2
With family 65.8
With friends 21.1
With colleagues 0
With others 0

TABLE 2 Shopping behavior and frequency to visit shopping center and traditional bazaar.

Time spent Shopping center (%) Traditional bazaar (%)
Shopping behavior >1h 9.4 414
1-3h 73.3 41.4
3-6h 17.3 14.3
More than 6 h 0 29
Frequency of visit Every day 2 0
Once in a week 2 2.8
Twice in a week 5.5 0
Once in a month 27 9.7
2 time per year 41.9 29.2
Only one time in life 21.6 58.3
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TABLE 3 Reason to visit shopping centers vs. Traditional bazaars.

Preference factors

Environment and space quality 25.3
Maintenance 1.5
Safety/security 12.6
Location near to workplace 1.3
Low prices 1.3
Quality of products 11.8
Climate comfort 38.2
Not going 8

A
Percieved safety of the visitors in Traditional Bazaar

Not at all worried
1.4%

Not very worried
8.7%

Very worried

A little worried
43.5%

Neither worried nor not
11.6%

FIGURE 4

Shopping center (%)

10.3389/fbuil.2022.1066093

Traditional bazaar (%)

N NN

63.3

23.7

Percieved safety of the visitors in shopping center
Very worried

5.3%

Not very worried
22.4%

Not at all worried

Neither worried nor not

26.3%
A little worried
17.1%

(A) Perceived safety of the visitors in Traditional Bazaar (N = 76). Source: Authors, 2022. (B) Perceived safety of the visitors in shopping center

(N = 76). Source: Authors, 2022.

highlighted by Jalalkamali and Anjomshoa (2019) by focusing on
gender-based activities. It is important to note that females feel
more comfortable and secure in shopping malls because the
spaces are defined at a certain level; however, this is not the same
for traditional bazaars. Therefore, a large number of women
preferred shopping malls instead of traditional bazaars. There
can be several reasons to feel insecure in the traditional street
bazaar such as narrow streets, low lighting levels and an
unmaintained environment (see Figure 2A). These results
align with the results presented by Igbal and Midhat (2022)
that nearly half of the respondents declared high levels of fear of
crime when out at night in a commercial street in Saddar district
in Karachi (For details, see Igbal and Midhat 2022).

Ibrahim and Ng (2001) highlighted that shopping centers
had been portrayed with an image of entertainment and
excitement in recent years. Our results show a direct
relationship to leisure and social activities when looking at the
preferences of our participants, corroborating Hypothesis 4.
People spend more time in the shopping center than in
traditional bazaar (X2 = 58.1925, df = 1, p < 0.05). In terms of
accessibility (x2 = 35.0822, df = 1, p < 0.05) indicated a link
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between comfort and preference of shopping centers over the
traditional street bazaar. These results align with the results
Rajagopal (2010) presented that a combination of comfort and
accessibility with general entertainment inspires shoppers to visit
such places frequently. Furthermore, according to the survey’s
findings, more than half of respondents (57.3 per cent) say they
hang around more in a shopping center than in a traditional
bazaar on streets (42.7 per cent). The transition between modern
and traditional spaces significantly impacts urban public spaces.
These findings corroborate the results highlighted by many other
researchers that ambiance and architecture in relation to
excitement encourage customers to spend more time and
often visit the shopping center (Craig and Turley 2004;
2010).
controlled enclosure where individuals can more easily engage

Rajagopal, Shopping centers provide a climate-
in leisure and social activities (Frasquet et al., 2001) compared to
outdoor public places (Erkip and Ozuduru 2015). As a result,
drawing more and more people to the new culture of the
shopping centers.

Moreover, as expected in Hypothesis 5, this study reveals that

57.9 per cent of participants think that the proximity of the shopping
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center to their lodging place influences their decision to shop there.
The remaining respondents said that their decision is influenced by
their availability of time, their preferences for the type of content and
brands, and the shopping center’s accessibility via public
transportation, among other factors. On the other hand, when
asked about their choice of a street bazaar like Jodia Bazaar in the
city, 40 per cent of respondents said that they placed more importance
on the accessibility to public transportation than the proximity to a
shopping center. These results are in line with the results notified by
Brunner and Mason (1968) and Rajagopal (2010) that there is a
noteworthy effect of travel time on people’s behavior when visiting
shopping centers. Furthermore, more than 30 per cent of participants
say they avoided the traditional open street bazaars because of the
narrow pathways, crowded streets, unmaintained environment, no
parking and toilet facilities and presence of a large number of people
(both buyers and non-buyers). Interestingly, the hustle and bustle of
large crowds was once the most common and distinctive feature of a
traditional bazaar (Raeesolmohadesin and Alipoor 2012). However,
the historic bazaars are deteriorating and dying due to economic
growth, safety and security concerns, and a fast-paced modern lifestyle
(Mehdipour and Rashidi 2013). Another critical factor in the decline
of the traditional bazaar is the maintenance of these places. Some of
the roads in Jodia Bazaar are incredibly narrow and not easily
accessible to fire brigades, making many fire incidents routine here
(News 360, 19 November 2021).

Consequently, our respondents consider shopping center in
Karachi to be more trustable public spaces than traditional street
bazaars. Various factors have influenced the transition of consumers
from the traditional marketplace to shopping malls in Pakistan, such
as crowded environment, scorching weather and humidity,
economic development, cultural diversity, and lifestyle changes
(Ghosh and McLafferty 1987; Garreau, 1992; Banerjee, 2001;
Erkip, 2003; Anselmsson, 2006). Considering Karachi, Pakistan,
parents encourage their kids to stay in these observant places in
an enclosed environment. Women feel more protected to visit such
places away from the hustle and bustle of open street bazaars
(Salcedo, 2003). For those who belong to Karachi’s “middle
class,” these shopping centers serve as an urban “third place” to
unwind between work and home and a buffer between professional
and private life. In the Pakistani scenario, these new shopping arenas
seem to create more citizens' tolerance for one another when
comparing different genders, age groups, social classes, and
religious and secular groups in public places (Erkip, 2003).
Shopping centers are increasingly viewed as sanitized replicas of
urban street bazaars that nonetheless have all the richness of urban
life. However, we cannot ignore that this new type of privately
owned public space often excludes specific groups of people
(Loukaitou-Sideris, 1993) such as the poor and homeless.

Respondents of this study have been invited to recommend
improvements to the city’s current shopping malls and street
bazaars by an open-end question in the survey. The findings
indicate that the facilities provided in the shopping centers satisfy
the participants. However, more than half of the participants
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recommended providing sufficient sidewalks alongside the shops
in traditional open street bazaars and shopping centers. These
findings also align with the results of Ceccato and Tcacencu
(2018): 236. Additionally, it was found that the participants were
more concerned with the problems with traditional street
bazaars, with 30 per cent of them wanting enough parking
and 17.6 per cent of participants advising adding restrooms in
street bazaars. Moreover 13.2 per cent asked to add streetlights in
traditional bazaars. These ideas can be included in future designs
for shopping malls and street bazaars, in addition to helping to
improve existing ones.

6 Conclusion and recommendations

Shopping facilities as public spaces are expected to play a vital
role in improving the quality of life and the comfort of its users by
offering activities that help them to feel better and enjoy
themselves. Although shopping centers and open street
bazaars both provide shopping activities, users’ satisfaction
levels may differ in both facilities. According to this study
survey results, users prefer to visit shopping centers in
Karachi because of their unique qualities. For example, the
location of shopping center, services and facilities they offered,
entertainment and socializing opportunities, and feeling of safety
and security. A shopping center’s facilities and services included
control over the internal environment, free from heat and rain,
and parking facilities. Our findings disclose that shopping
center’s proximity to their lodging place influences most of
the respondents’ decision to shop there. The remaining
respondents’ decision is influenced by their availability of
time, their preferences for the type of content and brands,
and the shopping accessibility public
transportation, among other factors. On the other hand,

centers’ via
regarding the choice of a traditional open street bazaar in
Karachi city, respondents placed more importance on the
affordable price and accessibility to public transportation than
the proximity to a shopping center. The results showed that the
shoppers’ behaviors towards open street bazaar needed to be
more satisfactory. Narrow pathways, crowded streets, bad
lighting, unmaintained filthy environment, no parking and
toilet facilities, a large influx of people and safety and security
issues were highlighted as some of the primary reasons by our
respondents to avoid the traditional open street bazaars in
Karachi. Therefore, the study suggests that traditional bazaars
should be improved by adding adequate street lighting, parking
places, and completely equipped and hygienic restrooms. Due to
the harsh weather and heat, walkways should also be well
covered. It is also essential to improve the surrounding
landscape to maintain the microclimate (creepers, shady
trees). Walkways should be added to the streets. Spaces for
displaying goods ought to be restricted to prevent congestion.
Bazaars require an addition of socially connected open areas. For
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instance, sequences of related functions tend to group together.
Using the value, cost, and appeal of the commodities as criteria,
may help to create better zoning. Improving formal and informal
surveillance, creating soft and hard target hardening measures at
different locations in the bazaar may also ensure the safety and
security of its users. It is also very important to consider the
improvement of overall structures while retaining the historical
and local identities of the cities.

It is important to note that the results of this study have been
conducted within a short period of time. Therefore, it was limited to
four attributes identified from the literature review (see
introduction). Secondly, only one shopping mall and one
traditional open street bazaar was used as the case study;
therefore, this study has a limited generalizability (small sample
size in terms of both the number of respondents and case studies)
This study could serve as the basis for future research on shopping
centers and open street bazaars in other cities in Pakistan and in
other South Asian countries. The study could be expanded by
increasing the number of indicators and adding more case study
shopping centers and traditional open street bazaars. Furthermore,
concerning the research methodology, conclusions may be affected
by the presence of confounding variables. In future, research control
variables should use to attain internal validity. Additionally, other
methods will be used to validate the survey outcomes. Future
research will focus on comparing the degree of user’s satisfaction
in terms of pricing advantages and other factors.

Moreover, it is essential to understand that shopping is
becoming a fundamental element of contemporary lifestyle.
What influences where individuals go shopping in Karachi?
Why would individuals shop at a particular shopping center
over the city’s specific open street bazaar? Developers, planners,
and public institutes in Karachi can benefit from answers to these
questions. This study has contributed to highlighting user’s
preferences and perceptions of a selected shopping center and
an open street bazaar in Karachi city that reinforces the
conceptual and theoretical significance of the research. This
study also emphasized planning and management issues of
traditional open street bazaars in Karachi by considering
users’ needs and strengthening participatory planning and
development strategies among all public spaces’ stakeholders.
By identifying the most salient attributes that attract people to
shopping malls in Pakistan, the study acts as a wake-up call for
planners and developers to incorporate these attributes in the
development of new shopping malls and the improvement of
existing traditional street bazaars.
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