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Abstract. The study aims to access the philanthropic infleesfomalls in creating trust among the shoppers
to revisit them during the Covid-19 Unlock Peridgimart PLS-SEM was used to evaluate the responsé€7of
customers who voluntarily participated in the synaarried out in Delhi — NCR, India. The study empasses the
hypotheses that the social responsibility of mgéiserates mall reputation, which in turn strength@erceived trust,
and ultimately the revisit intention. The resultabdlished the social responsibility of the mall akey factor in
building mall reputation and fostering trust amotige shoppers, ensuring their revisits. The findiagg supported
shoppers’ revisit intention under the varying imfice of fear-arousal. The moderating effect of fa@usal on the
relationships of mall reputation — revisit intermioand perceived trust — revisit intention in thegamized retail
industry has been adjudged as a novelty of thegmtestudy. The study recommends its applicatioframing
strategies to strengthen the social commitmentsekgilers and malls, and also to ameliorate feapasal among
shoppers during such pandemics. The study propesesues for further research in context to the aoci
responsibilities of hospitality-related set-ups ithgra pandemic with varied variables.
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1. Introduction
1.1 Malls, Covid-19 and Unlock

Malls have always been a place of attraction. Relgple to visit malls not only for shopping butals
to hang out. In India malls are treated as the badt most holistic solution under one roof for thié
activities, like shopping, exploring, awarenessegainment, enjoyment, recreational activities smevoid
routine workloads and pressure to enjoy some ofptieeious moments with family and friends or alone
(Ahmed et al., 2007; Sadachar & Fiore, 2018). Adgtexamined whether an Indian shopper fulfills its
utilitarian needs, hedonistic needs, and mateti@alieeeds at a mall (Mehta et al., 2014; D. P. Bjr§18).
But, due to the Covid-19 pandemic which closedtal economic activities for almost a year, for aimall
the sectors, the malls were also vacant (i.e., owithvisitors) between 2020 — 2021 (Kaul, 2020).
Involuntarily or voluntarily the visitors restricdehemselves to visit the mall. The organized rétaiustry
noted a downfall in growth by -5.7% at the end 62@ (Coronavirus: Impact on the Retail Industry
Worldwide - Statistics & Facts | Statista, 2021uriDg the lockdown, the people were forced to remai
glued at home. Post lockdown, when the market agpenea stage-wise process, visitors voluntarily
preferred to remain confined and away from crowaedpublic places, public transport, educational
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institutes, shopping malls, etc. The sectors weened in a systematic and stage-wise manner. AgEss
given to the public to visit malls too. Certain sifie protocols were laid down by authorities tsivipublic
places including malls. There were emotions to r@aain free to enjoy a normal life. People wer® als
deprived of mall visits during the lockdown. Thelagking of the market and public places instigattesl
very normal desire of humans to roam freely on dtreets, and markets, attend their workplaces, meet
friends, etc. The very normal nature of humansdress freedom resulted again in crowded markets and
traffic on the streets (AFP, 2021; DHNS, 2021; ZD021). This may instigate the spread of infectiagain

with speed. Thus, the mall visitors had a mixedlifige to visit the mall soon after the unlock
announcements (Khan, 2021; Mehra & Jain, 2021; Ramemey et al., 2020), which may be a result of
‘coronaphobia’ (Arora et al., 2020). To visit ortrto visit malls has been previously studied by ynan
normal conditions and environments (H. J. Changlgt2015; Deb, 2014; Majumdar, 2005). Also, the
studies on selection to visit a mall, mall reviaibd patronage, particularly in a developing coulike India
have been administered earlier (Kushwaha et al9;2Rair, 2018; Sadachar & Fiore, 2018). The pandem
due to the novel coronavirus in the current scenlaais become a global threat to humanity and thieagl
economy starting in 2019. The fear of infectiongCaivid-19 might have restricted shoppers to visitlsn
(Goolsbee & Syverson, 2021; Mehra & Jain, 2021;r®ha 2021). Thus, a reputation and trust could have
triggered the revisit intentions towards a mall,ickhis an unexplored area in India to date, to our
knowledge. Moreover, corporate social responsigdif CSR) remained unexplored concerning a mall. It
may be believed that CSR policies of malls mightehstrengthened their reputation and built truat dould

play a vital role in developing intentions to viaritd revisit a mall.

1.2 Corporate Social Responsibility (CSR), Malls and Cad-19

CSR is a concept that encourages corporations reider social and environmental issues while
making decisions (Fatemi & Dube, 2021). CSR assuandising relationship of corporations with the
principles of sustainable development, i.e. a l=dabetween a) economy, b) society and c) the ratura
environment (Elkington, 1998). CSR refers to a whimorals that can distinguish between, right anang,
good and bad, and continue doing the righteousedhidal thing. It is about planning activities thgd
beyond legal compliance and still making a pradfibwever, CSR policy is stimulated by the existiegdl
framework, which may be inspired by statutes arldesa(Panagiotopoulos, 2021). Companies implement
strategic CSR or tactical CSR in a general coufsaction. Strategic CSR is the inclusion of a Hhalis
approach toward CSR in strategic planning and boigness activities so that organizations can cpmpl
with different levels of stakeholders to optimizoromic and social values during the long term {dat
Alonso-Almeida et al., 2015; Galan, 2006; Galbre@®10; Wanderley et al., 2008), whereas tactiiRC
refers to CSR programs with limited resources amuimum impact on the core activities of a company
(Chen, 1992; Connelly et al., 2010). Due to thémak of the Covid-19 pandemic in just a few months
CSR activities by firms and malls have increased geater extent (Antwi et al., 2021). Such a setof
CSR activities is considered to be urgent CSR #ietiv In this research it is manifested that thaesgent
CSR activities of malls are neither tactical noat&gical hence in the current research it is desdras a
novel CSR policy. The study implicates the inteigratof framework about novel CRS in mall practices,
mall reputation, and trust to build a significaatisit intention among the shoppers. The knowleafgéhe
study could also be significant in understanding sihopping behavior of customers in malls during th
Covid-19 pandemic. The paper provides managerig@lications for understanding and arresting fear-
arousal among the shoppers of malls. Invasion afeNGorona Virus has a significant impact on défer
sectors of the economies hence the researcheiymt@esignificant research gap that resulted ppstt the
current research to access perceived trust an@ipedcfear among the shoppers to visit a mall adgetire
current research is the reflection of the practigegertaken by the malls concerning CSR duringdbed-

19 pandemic. It also emphasized factors affectitgpbior intention among the shoppers in malls duifire
Covid-19 pandemic as the researcher found thergapritext to novel pandemic during 2020 and onwards
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2. Review of Literature

The theory of stakeholders as a managing mechaadsiresses that a firm should protect the interest
of all concerned parties, which may impact the Brioperations to achieve organizational goals acthk
motives (Freeman, 1984; Nelson. A, 2007; Mai. N2B21). Stakeholder theory illustrates the prirespbf
the relationship between shopping centers or bssgsxand their employees, community, customers, and
social welfare in general (Donaldson and Prest@®5)1 It has emerged as a leading paradigm in the
literature on CSR education (Francis et al., 2@I®) its extension to novel CSR and its practices.

2.1 Novel Social Responsibility of Mall (NSRM)

CSR is defined as a set of activities in contexdriamrganization’s perceived social obligationktik
beyond profit-making and applicable laws (Brown &dh, 1997) to support its sustainable financial
growth, to work equally with staff, community and publ@ énhance the quality of their life (Najam, 1999)
and ensure the safety of the shoppers. Social spaieethe areas, capable of modifying as per grisiaial
needs and demands of shoppers. These are devétopedriety of domains to expertise the sociatriests
and needs (Hagberg & Styhre, 2013). According §d$t (2019) mall is observed as a cultural andccivi
center in a city. In the service sector and mahe, most substantial matter is the reflection ojsital
evidence of service-scape, which is capable ofticigga brand by acknowledging shoppers with add-on
benefits (Maulana et al., 2012). A study suggestatishoppers visualize and establish shoppingriexmpes
in a combination of factors which include theiredgfand security (H. Singh & Sahay, 2012). Mahsl a
retailers claim that CSR policies have numerougfiento the economy, environment, and society tvlirc
turn integrate sustainability into their core besis (Jones et al., 2007). COVID-19 has restricked t
shoppers’ ability to freely engage themselves iciaddnteractionsHence, it is necessary to configure the
steadfastness of theories for conceptual modelhaenmalls (Rosenbaum & Russell-Bennett, 2020) and
nomenclate the new CSR practices as ‘Novel SocedpBnsibility of Malls - NSRM’ in the present
scenario. According to Antwi et al. (2021), genlgraCSR during epidemics or pandemics is basedoan f
functions: a) to diagnose the masses, b) to prdtexztunaffected, c) to treat the affected, and ) t
rehabilitate the sufferers. Thus, it was obserthed during the Covid-19 pandemic the focus onaoci
messages to the general public was primarily otingetested for positivity (diagnosis) to segregtte
infected and uninfected ones, protect self andrstirem the infections, and trust vaccination dsive deal
with the pandemic issue.

2.2 Mall Reputation (MR)

The reputation of the mall is represented throegbellence in qualityas well as an ethical attitude
toward its stakeholders (Braun et al., 2018). Ratrt can be seen aa hologram of multifaced theories
incorporatingreverence, trust, reliance on consistent develognend effective communication (Walsh et
al., 2009) Shoppers perceive malls as more fun-oriented,fgaiis and rewarding as compared to other
modes of shopping, as the hedonic components dfshapping will be more popular in the future (Roy
Dholakia et al., 1995). Merrilees & Miller (2019)emtioned that malls enhance and build the emotional
brand experience. The study also extends towargdpsig companions that help co-create the shopping
brand experience. MR or store image can be inteEgreaggoodwill that plays an important role in customer
satisfaction, trust-building (H. J. Chang et a012), and revisit intention. To build a reputatiuring such
an era, malls make extraordinary in-store expeesrior visitors. Malls provide shoppers a reasowid,
complying with security measures to health risksotercome the inertia of feamdopted during the
lockdown (Denise Lee Yohn, 2020). Shopping mallsSaudi Arabia comply right to entry for those
shoppers whose mobile is verified by the Tawakkalma which is designed by the Saudi Data and Agifi
Intelligence Authority to prevent the spread of giamics (Centre, 2021).
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2.3 Perceived Trust (PT)

Sahi et al. (2016) in their study on online retaileoncluded that trusting beliefs are positively
influenced by an organization’s image and reputatichich motivate shoppers' intentions to purchase.
According to H. H. Chang & Chen (2008), websiteroraand reputation affect visitors’ trust resultitoy
purchase intention. The ethical approach of retisdfects shoppers' trust towards revisit (Limlbale
2012). A study conducted in Taiwan mentioned —ttagsan important factor in building and maintagnin
relationships between service providers and consif@heng et al., 2017). Perceived Trust is an iapb
factor for building long-term and long-lasting rédaships between retailers and shoppers (M.-J. &imal.,
2011).

2.4 Fear Arousal (FA)

Consumers’ hygiene consciousness is defined asndividual's “preference for maintaining
cleanliness standards" (Talwar et al., 2020, pAS53tudy mentioned hygiene-conscious individualgeha
greater tendency to follow social distancing. Hoare\hygiene practices conscious retailers and naaés
posing prominent challenges in sales during thede®9 pandemic (Fernandes, 2020). In the currevideo
19 based scenario very little is known to reseascladout the purchase and consumption behaviors of
consumers, particularly when they come from diverge groups (R A Rather & Hollebeek, 202iénce
identification of fear arousal in a mall and orgaad retail stores are perceived as a gap whiadlpigasted in
the current study. A study conducted in the USrduCovid-19 indicated that customers’ health lootis
control is indirectly affected by the way they phase their groceries products in 2020. The studyg al
mentioned shoppers drive higher hygiene consci@ssrend greater social distancing precautionary
behavior. Hence it was observed that consumergherdhopping behavior increased during the Covid-19
pandemic, with the corresponding intention to ammi this in near future. The study also explores th
impact of social distancing on their current pattef grocery shopping in malls with future intemtsoto be
more contingent on shoppers' age, with a stronggract observed among older consumers (ltani &
Hollebeek, 2021). A similar study further put asight into pandemic-based grocery shopping behattier
researchers observed consumers’ social distana@hgvior drives them to switch their buying intentio
from visiting the mall to online shopping (Hao &t @020; Hollebeek et al., 2021). Shopping chasia¢lthe
time of the Covid-19 pandemic intend to maintainnear future (Batat, 2021; Pantano et al., 2020;
Roggeveen & Sethuraman, 2020). The finding of theys in turn, yielded an important implication fitre
researchers to understand the fear arousal behaviong the shoppers. Fear arousal can also bevellser
when shoppers avoid touching surfaces that includé&l shopping carts, KIOSK, or payment terminals
Hence, customers were more inclined to purchasmemuring the Covid-19 pandemic (Hazée & Van
Vaerenbergh, 2021; Jayaweera et al., 2020). Thiy $uinked with the fear arousal among the shoppé
different age groups with the intention level twisé the shopping center.

2.5 Mall Revisit Intention (MRVI)

Gyte & Phelps (1989) proposed the concept of rewigention when they observed the British tourist
having the intention to revisit Spain. Hence, ritvigtention could be defined as a willingness tsitthe
destination again and to avail of its services amdiucts (Kozak, 2002). A study mentioned that nebdigy
orientation and customers’ emotions have a dirapict on revisit intention and developing mall pa&ge
(Farrid & Gisip, 2021; Kabaday! & Alan, 2012). Piays studies also advocated perceived value, cestdm
satisfaction and trust develop revisit intention fD Baker & Crompton, 2000; Han & Hyun, 2015; dak,
2014; H. Kim et al., 2015). A study conducted ostaerants mentioned that justified price genertitest
that positively influences revisit intention amaihg customers (Cakici et al., 2019). The study cotetl by
Singla & Rai (2016) suggested that depth and watlietstores, and merchandise characteristics (price
promotion, CSR activities, merchandise accesgpilitfluence shoppers' choice to revisit intent{@dohnson
& Grayson, 2005). CSR's impact on shopper’'s loyaltych varies across along with cultures mediates
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positive or negative emotions. The study also meetil that shoppers’ association to environmentalism
moderates the direct impact of a mall's CSR on siyatitudes towards the mall’s reputation (Godgfr
Winkel et al., 2021). From the above review, theesgcher perceives that revisit intention is réflédn
consumers’ overall perceptions about CSR. Thisarebe proposes to construct the novel CSR as a
multidimensional construct. Hence, CSR domain®éndurrent research are the more specific invdgiiga

of the impacts of CSR domains on consumers’ tnodtravisit intention.

3. Development of Conceptual Framework

Considering the above discussions it could be asdutiat there could be the following possible
relationships:

3.1 NSRM and its relationship with MR

Previous studies established a positive signifiaatation between CSR, business ethics, green
marketing, and business loyalty (Amoako et al., 2302 CSR complied brand is more likely to be prefd
by customers as compared to non-CSR complied br@risaruewan et al., 2015). CSR initiatives play a
vital role in perceived service quality resulting the establishment of high reputed brand valuengmo
shoppers (Poolthong & Mandhachitara, 2009; Tindghiet al., 2014)Business transparency has a direct
significant impact on mall revisit that developsstsinable business (Foscht et al., 2018). ljabgd&ni
Govender (2019) in a study stated that consumetgniion and perceived value are mediated by the
compliance with legal framework of CSR, whereasicathand economic CSR serve as moderators in
establishing the relationship and importance of @8Recisionmaking processes (Gupta & Hodges, 2012;
Sahelices-Pinto et al., 2018). (Su et al.,, 2015)stigated CSR activities in a Chinese hospitality
consumption contributed to its reputation, custosaisfaction, and future intention to visit. Bagedthe
previous research, the following hypotheses amniditaited and proposed to support the current relsearc
the context to the Covid-19 pandemic. The hypogh@dl) is the reflection of novel CSR practices treair
probable impact on mall reputation to build perediwust and develop revisit intention.

H1: The novel social responsibility of a mall (NSRNIwill strengthen the mall's reputation (MR)
3.2 Relationships between MR, PT, and MRVI

The reputation of a mall plays a considerable molencreasing the purchase intention of a product
placed by even a weak producer (Chu et al., 200%.impact of malls’ services and quality is mesliatia
customers’ satisfaction with their behavioral iiems to recommend and revisit the stores. Theiesud
indicated that retail service quality has a siguifit influence on shoppers' perceptions of malitampn.
The relation between mall image and behaviorahiites is mediated by satisfaction (Y. Kim, 200% &
Ramanathan, 2012). Studies conducted in varioussahentioned that customers are interested in food
safety and quality, additionally, consumers purelfasm the organized retail or mall because thetgaind
guality have been ensured by the seller (Paul &aR&012; Tandon et al., 2016; Wertheim-Heck et al.,
2015), which may be a measure of reputation, andtensured patronage. A similar study conducteden
context of reputation stated the establishmenhefpositive and significant impact of trust ands$acttion
on the commitment. It illustrated positive and figant impacts of perceived reputation on consutmest
(Casalo et al., 2007). Customers share their negatiperiences with their mates to avoid patrogizirem
(Grégoire & Fisher, 2008). Based on the existirgagch, ‘Attribution Theory’ illustrated that shapp may
intend to use the reputation of the mall to predistfuture visit (Rhee & Haunschild, 2006), which
inculcated by the essence of trust. A good reprtatiecreases buyers' price unfairness perceptitiase(
al., 2004). Based upon the above literature revieve proposed that mall reputation affects vistor
perceived trust. Previous research also suggebktgdniall reputation has a significant impact onibgy
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intention. Hence, it is perceived that there cdadgdan impact of mall reputation on both perceivedttand
revisit intention. Research has also indicated ttidfterent dimensions of trust could have varied
consequences on the buying intention or mall re\isiring Covid-19 perceived trust about being Seden
infection while shopping may contribute towardsiséing intentions. Hence, a multifaced conceptual
knowledge of trust is required to explore its apglility (Gefen et al., 2008). Thus, in the backm of the
above discussion it is justified to propose théfeing hypotheses as well in context to Covid-18gemic:

H2: Mall reputation (MR) has a positive influence m visitor's perceived trust (PT)

H3: Mall reputation (MR) has a positive influence e mall revisit intention (MRVI)

H4: Visitor’'s perceived trust (PT) positively influences mall revisit intention (MRVI)

3.3 The moderating role of Fear Arousal

CSR messages are generally accompanied by vismapareents, to the shoppers as it has the
persuasive power to involve shoppers' attentioneandower the cause to become more evident (Garcia &
Greenwood, 2015; S.-B. Kim et al., 2014). A studbhgerved the superiority of visuals, that elicit ¢iows
(like sympathy, fear, and anger), over text inueficing buying intentions (Powell et al., 2015)wkagen
(1998) mentioned that images that induce fear anygraare likely to impact more on lateAtyresponse
and can affect memory and buying patterns. Theystmhducted by Truong et al. (2017) in Vietham
mentioned that perceived cleanliness was obsersea ‘factor’ corresponding to ‘consumers’ satisfact
trust and revisit intention’. Hence, hygiene oracliness may create an overall customers expergumoeg
COVID-19. A study by Ruiter et al. (2003) based‘ttmeat information and coping with it’, may alse b
associated with fear arousal as a result of widegpmessages on social media during Covid-19. Teas,
arousal may be sparked by the causing informatiorthought-provoking processes about the cause
(infection — Covid positivity rate) and effect (labon — hospitalization — death) and may be cgagth the
soothing information (reduction in infection ratejd apparent ameliorative actions (Covid Appropriat
Behaviour, handy treatment, vaccination drive, myrilisease, and other precautions). Fear arousalgdu
Covid-19 has motivated people to buy online witte Istreaming and socializing simultaneously onstrae
platform (Addo et al., 2020). It may moderate thiationships between ‘reputation - revisit intentiand
trust - revisit intention’, thereby influencing Vifigness to isolate themselves (Heffner et al. 1202

Novel Mall Mall

Social Reputation Revisit
Responsibi Intention
lity of Mall

Perceived
Trust

Fig. 1: Conceptual framework based on hypothesesr(®: Author’'s Hypotheses)
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A moderation effect of fear arousal was observetéen tourists’ trust, tourism destination’s
reputation, and revisit intention (Hassan & SolimafA21), which may be similar for mall shoppers too
during Unlock-Phase. Given the above context falgahypotheses are proposed to assess mall revisit
intention under the influence of fear arousal dyitime covid-19 pandemic:

H5: Fear arousal (FA) moderates the impact of the =l reputation (MR) on mall revisit

intention (MRVI)

H6: Fear arousal (FA) moderates the impact of the @rceived trust (PT) on mall revisit intention

(MRVI)

Based on the above six hypotheses (H1, H2, H3H34and H6), the conceptual framework could be
poised (Refer Figure 1):

4. Research Methodology

4.1 Instrument
The questionnaire was divided into three surveyji@es.

The first page constituted the objectives of thuegt confidentiality, and time required to parteie
in the survey. Moreover, the responder’s demograjtiormation consisting of gender, age, maritatus,
education, employment profile, and income were alaptured on this page under survey section 1.
Information regarding the responder’s favorite ghing mall in Delhi — NCR was captured in surveytsec
2. In this section information related to NRSM, MRd PT was gathered. Scale related to NRSM waslbase
on the previous studies (Hassan & Soliman, 202dedet al., 2007; Su et al., 2015; Su & Swansoh7R0
with some modifications as per the need of theguestudy and more specifically the current pandemi
environment addressing alarming needs for diagnpeigection, treatment, and rehabilitation (Anatial.,
2021). Scale related to MR was adapted from Artagea. (2015), H. J. Chang et al. (2015) and WefsH.
(1999) and that of PT from H. H. Chang & Chen (20@heng et al. (2017), and M.-J. Kim et al. (2011)
The last survey section, 3, was related to gatgdriformation about customers' fear arousal andsiteng
intention levels during the Covid-19 scenario. Hoale related to FA of Covid — 19 was adapted from
Hassan & Soliman (2021), Ahorsu et al. (2020), Roder et al. (2003) and that of mall revisit inien was
adapted from D. A. Baker & Crompton (2000), J. Badteal. (2002), and Grewal et al. (Grewal et2003).
All the indicators in section 2 were measured ogegen-point Likert-type scale, where 1 is “strongly
disagree” and 7 is “strongly agree”. All the indma in section 3 were measured on the same schéze 1
being “Not at All” and 7 being “Very High”. The te=d time to attend & complete the survey through th
guestionnaire was not more than15 minutes. As thj@nity of the residents in Delhi — NCR can read an
understand the English language very well, so Questire was designed in the English language {Refe
Appendix A).

4.2 Sampling

This study was quantitative in nature and data vgathered from Indian mall shoppers, after the
second wave of Covid-19. To obtain primary datapa-probability sampling method was adopted and a
mall-intercept survey approach with a structuressetended questionnaire was employed (Brown et al.,
2013), where shoppers were randomly asked abouttiéngness to participate in the survey procapsn
qualifying the norms. This sampling process waleed at various malls in Delhi — NCR, India duriting
period June 15, 2021, to Aug. 15, 2021, with thép hef volunteer scholars. All 650 shoppers were
intercepted and requested their time to participatthis survey. Incomplete forms (43) were repteatia
Thus, a total of 607 valid forms constituted thegke size and were used for data analysis.

4.3 Sample profile
The Respondent’s demographic data is shown in Tlable
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Table 1: Summary of the sample profile

Variable N= 607 %
Gender Male 423 69.69
Female 184 30.31
18-24 years 220 36.24
>24-34 years 167 27.51
Age >34-44 years 154 25.37
>44-54 years 54 8.90
>55 years 12 1.98
Marital status Single 229 37.73
Married 378 62.27
School-level 12 1.98
Education Bachelor's degree (college/technical/diploma) 436 1.83
Post-graduate degree (Masters/Ph.D.) 159 26.19
Student 167 27.51
Business 189 31.14
Employment profile Gowt. Job 23 3.79
Private Job 132 21.75
Homemaker 78 12.85
Other 18 2.97
Rs. 30,000 or less 179 29.49
Household income Rs. 30,001 to 60,000 194 31.96
Rs. 60,001 to 1,00,000 178 29.32
Above 100,000 and above 56 9.23

(Source: Author’s analysis)

5. Analysis

For analysis of data based on study objectivegicpéarly for the hospitality sector like malls and
allied services, and to verify the hypothesis,iphktast square-structural equation modeling hssnbn use
for data analysis. Accordingly, 607 samples werets&toapped using SmartPLS 3.0 software for the
estimation of parameters and verification of thediliesis (Ali et al., 2018; F. Hair Jr et al., 20Hair et
al., 2019).

5.1 Measurement model analysis

Before testing the relationship between the contgyut was verified that the measurement model
fulfills the conditions of reliability, convergentalidity, and discriminant validity (refer Table.2Jhe
indicators used for the validation of the relialiwere Cronbacly coefficient>0.7 (Cronbach, 1951), the
composite reliability index CR-0.7 (Ali et al., 2018; Hair Jr. et al., 2017), atite Average Variance
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Extracted - AVE>0.5 (Fornell & Larcker, 1981). All five construatseet the required criteria as the loading
values are above 0.7 (Carmines & Zeller, 1979; daal., 2012).

Table 2: Reliability and validity of the instrument

Construct Item Outer FL \O/ILIJ:ter Clr::er o rho A CR AVE
NSRM1 0.901 3.765
Novel Social _NSRM2 0.907 3.984
Responsibilty Ezim 2:225 j:;g; 1.466 0957  0.957 0.965 0.822
(NSRM)  “Nsrms 0.915 4.378
NSRM6 0.905 4.187
MR1 0.862 2.720
. MR2 0.892 3.950
Mal '(T\jg‘)“a“on MR3 0.861 3.884 2.495 0908 0914 0.932 0.732
MR4 0.851 3.068
MR5 0.809 3.098
PT1 0.902 3.750
_ PT2 0.914 3.877
Perce('F‘,’%" Trustpr3 0.907 3611 2.785 0947 0949  0.959 0.825
PT4 0.899 3.391
PT5 0.919 4.353
FAL 0.908 2.878
Fea(r,:AAr)O sl Eiz 8:2;3 2:322 1.034 0907  0.942 0.934 0.779
FA4 0.890 2.468
Mall Revisit _MRVI1 0.879 2.099
Intention ~ MRVI2 0.896 2.347 1.478 0.860  0.860 0.914 0.781
(MRVI) MRVI3 0.876 2115

Note: FL = Factor Loadings; VIF = Variance Inflati€actor;a = Cronbach’s alpha;
CR = Composite Reliability; AVE = Averay@riance Extracted

(Source: Author’s analysis)

To examine the discriminant validity, Fornell & Icker's (1981) criterion was used and found
established because the square roots of AVE ofctmstructs were higher than the correlation values
between all the constructs (Refer Table 3). Disicrémt validity was also established with a new gtbu
method HTMT suggested by Henseler et al. (2016)raviiee threshold value for conceptually different
construct is <0.85 (Refer Table 4).

Table 3: Discriminant validity assessment (Forralkcker Criterion)

AVE FA MR MRVI NSRM PT
FA 0.779 0.883
MR 0.732 -0.136 0.855
MRVI 0.781 -0.101 0.531 0.884
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NSRM 0.822 -0.149 0.468 0.237 0.907

PT 0.825 -0.167 0.755 0.521 0.557 0.908

Values in Italics diagonally aréAVE (Source: Author’s analysis)
Table 4: Discriminant validity assessment (HTMTi®at

FA MR MRVI NSRM PT
FA
MR 0.145
MRVI 0.109 0.603
NSRM 0.155 0.494 0.261
PT 0.173 0.803 0.576 0.587

(Source: Author’s analysis)

5.2 Structural model analysis

Partial least square-structural equation modeliag wsed for structural model analysis with the help
of SmartPLS 3.0, using 500 alterations for runrimgPLS algorithm. The criteria to identify theuss with
collinearity is the Variance Inflation Factor (VIR¥hich should be below the threshold value of aiftt
al., 2019). All the VIF values (Outer and Inner) fioe model were below 5, suggesting no collingasgues
(Hair, J. F., Hult, G. T. M., Ringle, C. M., & S#edlt, 2017). Also, a full collinearity test - Comm8ias
Method (CBM) was conducted with a randomly creat@dable. Its assessment indicated all valuesthess
3.3 (refer to Table 1), confirming related to CBKbgk, 2015). SEM performed with SmartPLS can also b
estimated for its fithess. The most common and @edeparameter is to assess it based on standaird ro
square residual (SRMS) values which are a resutibotstrapping. A value not exceeding the 0.08tlimi
accepted to confirm a model as fit and to rejegtinnonsistencies with pragmatic relationships (stder et
al., 2016; Hu & Bentler, 1999). In present ana\&RMR = 0.049 < 0.08 hence, model is found ag\fitthe
model was tested with SmartPLS? Bnd @ are the two customary statical criteria for caitinlg the
magnitude of variance on the dependent variabledmh independent variable. In the present stuély; R
0.20 and &> 0.00 values for all the constructs (MR, PT & MRVW)the study were > 0.25, which provide
evidence of the predictive accuracy of the PLS patidel (Ali et al., 2018; Hair et al., 2014, 2018jom
the SmartPLS 3.0 output (refer to Table 5) thisvislent, which is a good measure of predictive ey

Table 5: R2 and Q2 values

R Square Q Square
MR 0.219 0.148
PT 0.570 0.437
MRVI 0.316 0.233

(Source: Author’s analysis)

5.3 PLS-SEM Model analysis
5.3.1 Direct Impact

After assessing the measurement model and struathwdel, for all the variables we need to
proceed toward testing our hypotheses. For thi§0D0subsamples were created for the stabilityesiilts
(Ali et al., 2018) for bootstrapping to estimate tALS path model. Results revealed significanttiesi
influence of independent variables on the depesdémt HL (NSRM on MR = 0.468, t = 9.724***), for
H2 (MR on PT: = 0.755, t = 32.042***), for H3 (MR and MRV = 0.302, t = 5.108***), and for H4 (PT
on MRVI: B = 0.296, t = 4.903***). While measuring the effesize, f* (where 0.02 =low effects;
0.15 = medium effects; and 0.35 = large effect91eDo(1988)), the analysis revealed a high levedffefct
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when NSRM impacts MR, and MR influences PT. Howewarak effects were recorded for MR influence
on MRVI, and PT influence on MRVI. Hence, all thgpbtheses were accepted and results are supporting
them (Refer Table 6 & Figure 2).

Table 6: Hypothesis testing results — Direct Impact

Bl
Hypothe Path B STDEV T Statistics p Values 2
4 250 Result
sis No 97.50%
%
H1 NSRM— MR 0.468  0.048 9.724 *** 0.000 0.369 0.558 0.281 upfported
H2 MR — PT 0.755 0.023 32.042 **+* 0.000 0.706 0.796 1.324 Supported
H3 MR — MRVI 0.302  0.059 5.108 *** 0.000 0.183 0.414 0.057 Supported
H4 PT— MRVI 0.296 0.060 4.903 *** 0.000 0.178 0.413 0.053 Supported
(*p<0.05, **p<0.01, **p<0.001) (Source: Author'snalysis)
FA1 | FA4 |
3908 ooc“873 0“0(0360 00‘0890 (oono
FA* R
[ mra ] [ wmr2 | [ mrs ] | MR4 ] [ mrs FA o172 OOB
T -0011 0764
901 (onﬁ)) 0862 00‘0392 0000036 0000“851 000809 (0000 /-

0907 (0.000)~ \ 0.877 (0.000)
AN
0892 (0.000) — 0.468 (0.000) 0302 (0.000) 0897 (0000)—| MRvI2 ]
0.920 (0.000)
/ 0.877 (0.000)
0915 (0.000
— NSRM
0.905 (0.000) MRVI3

0.755 (0.000) 0.296 (0.000)

//?\\ O

*
0902 0000914(00000907 (000008.35 Oo(ngwgmnoo ) FA*PT

%E

/

|PT1| |P1'z| |PT3| |pT4| [ ps ]

Fig. 2: SmartPLS 3 SEM - Bootstrapping output vithnd significance level (Source: Author’s analysis)

5.3.2 Moderating Effect

Analysis was also performed to evaluate the moihgraible of FA due to Covid — 19. As seen in
Table 7, an intangible effect (Cohen, 1988) wasenlel for the relationship between MR and MRVI in
presence of FA (H33 = -0.172, t = 2.269* %= 0.012). It is evident that FA had a negatiuat, significant
role in this relationship, implying that high FA ynamend MR’s positive influence on MRVI. Similar ake
eszect was recorded for the relationship betweeraPd MRVI in presence of FA (H@:= 0.152, t = 2.057%,
f©=0.012).

Table 7: Hypothesis testing results — Moderatiopdot

Hypothesis Path B STDEV T Statistics P Values f° Result
no.
HS5 FA on MR— MRVI -0.172 0.076 2.269* 0.023 0.012 Supported
H6 FA on PT— MRVI 0.152 0.074 2.057* 0.040 0.012 Supported

(*p<0.05, **p<0.01, **p<0.001) (Source: Author'snalysis)
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The above moderation impact can also be verifigtd Wawson's((2014)approach by plotting tw-
way interaction effects. From Figu3 it is concluded that when FA of Covi® is low, MR has a strong
influence on MRVI in comparison to when FA of Cd-19 is high. Whereas, when FA is high, PT h:
stronger influence on MRVI than when FA is low (ReFigure4).

5 5
45 45
ot ot
5 35 Moderator 5 35 Moderator
y=0.896x+ 1.645
E ——LowFA E —+—LowFA
3 High FA 3 B2 High FA
25 — Linear (Low FA) 25 - ——Linear (Low FA)
— Linear (High FA) ——Linear (High FA)
2 24
15 15
1 1
Low MR High MR Low PT High PT
Fig. 3: Twoway interaction FA(MI-MRVI) Fig. 4: Twavay interaction FA(P-MRVI)

(Source: Author’s analysis)

6. Results and discussion

The study was carried out with the objectives (apssess the impact of NRSM on ‘MR, PT,
MRVI’, and (b) to examine the moderation role of BA relationships betweeMR - MRVI, and PT>
MRVI of mall shoppers in Delhi NCR, Ind The results of the study supported the proposed conck
model, its predictive relevance, and predictiveuaacy. Observed ? values indicated that NSRM weal
accounts for the variation in MEChin, 1998; Kock, 201.. WhereadMIR moderately explains the variati
in PT and weakly for MRVI. AlsoPT moderately explains the variation in MR{Hair et al., 2014 The G
values are suggestive of weak prediction of MR ISRV, of PT by MR, and also of MRVI by MR & P
(Hair et al., 2014, 2019) ven shopping malls and markets were opened the mass lockdown due to tl
Covid-19 pandemic in Indialhe resuis have already proved significant relationshipsveeh NSRM->
MR, MR = PT, MR > MRVI, and PT-> MRVI, which culminated in the acceptance of hypsgeH1
H2, H3, and H4 as follows:

H1 accepted as The novel social responsibility of a mall (NSRM) sengthens the mal's reputation
(MR)

H2 accepted as Mall reputation (MR) has positively influenced vistor’'s perceived trust (PT)

H3 accepted as -Mall reputation (MR) has positively influenced mall's revisit intention (MRVI)

H4 accepted as -Visitor's perceived trust (PT) has positively infllenced mallto revisit intention
(MRVI)

This provides us with the clue trthe mall reputation is enhanced by the novel socigdaasibility

steps taken by the mall management durin¢ Covid-19 pandemic. These steps may include the n
voluntary behavior towards supporting the socieithintegrity and reliable operations following Gd-19
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hygiene protocols. Previous studies also opined tthe success of a mall depends upon its image or
reputation (H. Singh & Dash, 2012) and CSR ac#sithave a positive impact on maintaining the brand
image and reputation enhancement (Arief & Pange€i@l). Present results (i.e. NSRM strengthens MR,
and MR influences PT), corroborate with previousigts (Ozdora Aksak et al., 2016). During the Ceh8d
pandemic, organizations that have adopted sur@isa social responsibility had improved their rapan

and thus incorporated trust in their stakeholdels €t al., 2021). Present results also confirm eupgf MR

in developing PT, which is following many previoagidies on shopping malls and stores (Broutsou &
Fitsilis, 2012; Desai & Phadtare, 2017; Keh & X209; M.-S. Kim & Ahn, 2007; Prasad & Aryasri, 2009
Results also demonstrated a positive impact of ®MBVI which is in line with many workers (Abubakar
et al., 2017; Mosavi & Ghaedi, 2012; Raouf Ahmadhieg 2021; Su et al., 2021). Investigations frém t
present study revealed that there is a strong itmplasocial responsibility and similar initiatives the
reputation by boosting the positive image and fiosgetrust amongst the visitors and consumers ether
making shoppers loyal to revisit destinations, egpmnsumption as well as complementing prior sidi
(Latif et al., 2020; Su & Huang, 2019; Tong & Wor2§)14). The present study hypothesized that FA avoul
moderate the direct relationships between MR andaRd MRVI. The results of the analysis favorably
helped in accepting the hypotheses, H5 & H6 asanelo

H5 accepted as — Fear arousal (FA) moderated the pact of mall reputation (MR) on mall revisit
intention (MRVI) such that increased FA weakens theositive relationship between MR and MRVI

H6 accepted as — Fear arousal (FA) moderated the pact of perceived trust (PT) on mall revisit
intention (MRVI) such that increased FA strengthenghe positive relationship between PT and MRVI

As a moderator, FA had a weak, negative and saaifirole in MR—-> MRVI relationship. If FA
continues to increase, the direct positive linkneetn MR and MRVI will tend to have lower valuesthe
extent that this relationship might turn negatifeesent findings substantiate the fact that theoiogg
panicky states of isolation, quarantine, migratijobjessness, thriftiness, and high morbidity arattadity
due to the Covid-19 pandemic exhibit untoward beiraike reluctance/ fear of outings in many shagpe
The results of the present study on the moderatifatt of FA on the relationship of MR MRVI during
Covid-19 corroborate with Hassan & Soliman (202hpweonducted their studies in the tourism sector in
Egypt. FA also acted as a moderator on the relstiipnbetween P> MRVI, on the other hand, implies
that high degrees of FA could enhance the shoppengeived trust to a level, where it will positive
impact their intention to revisit the mall. The ults of the present study on the moderation efd¢dtA on
the relationship of P> MRVI during Covid-19 differed of Hassan & Solim§p021). Rittichainuwat &
Chakraborty (2009) in their study on Thailand'sgitadity industry observed that a high perceivesk rof
terrorism (i.e. FA) had a moderating role on trangebf visitors and declined to travel in risk-peoareas. In
a study on tourists in China Zheng et al. (20@43erved that trust in Government (i.e. PT) carraise
travel fear but also it restricts travel intentionshe post-pandemic era. Untaru & Han (2021) sstgd that
the adoption of Covid-19 protocols (i.e. NSRM) katailers had a significant and positive influence o
shoppers' behavior to revisit the retail enterprbich may be due to fostered trust in Covid-19rappate
behavior adopted by retaileBased on 201 participants in the US Luo et al. 2G2ported the result of
retailers to drive — ‘informing the shoppers abeunforcing the Covid-19 protocols for visiting thealfs/
stores in a mandatory and voluntary fashion, foldwoy appreciation and apology’ towards increasing
MRVI. Above previous research reinforces the usefss of measures adopted by retails similar toghgp
malls of Delhi — NCR, India in crafting novel sdcigsponsibility factors in the light of the presen
pandemicTo the best of our knowledge, similar studies @ant/ elsewhere, including India on malls and
organized retailers where Covid-19 protocols aoeiporated to assess the effect of social respititysihf
mall concerning mall reputation, perceived trust arall revisit intention.

7. Implications

72



5 ISSN: 2247-6172; ISSN-L:2247-6172
Review of Applied Socio- Economic Research

//'-. o
A W (Volume 23, Issue 1 /2022 ), pp. 60-
R F@' R URL: http://www.reaser.eu

e-mail: editors@reaser.eu

Malls and shopping complexes are inevitable in hudife to fulfill their utilitarian, hedonic and
social needs and act as habitats (Bloch et al4)1¥3ue to rapid development in civic infrastruetyreople

kept malls at the first position for hangguigilitarian needs, and consumption. Before the iG49
pandemic, the intention to revisit a particular Invehs based upon certain factors, as assessedveyake
workers. Tauber (1972) stressed designing newctitteacues for shoppers to influence their visitthe
mall, and infusing escapist behavior in shoppersldagevity (stay) and revisit. Visitors' engageméen
various in-house activity options like a movie seredining courts, fun, and gaming zones, wheritovss
relax with companions, fantasize, and feel freedi@m daily routine workBloch & Richins, 1983; Khare,
2011; H. Singh & Sahay, 2012), automate them wgitheir favorite mall. Mall attractive dimensioasnall
environment, convenience, staff, hygiene, entertaimnt, and security were identified by Kumar et al.
(2021). In India, it is clear that shoppers alsg atiention to safety needs. During the Covid-18demic,
total hygiene including hand hygiene, physical aiising, application of masks, and sanitizers were
addressed by everyone including state administrat@ovid-19 appropriate behavior and protocols were
followed by individuals and implemented by orgatimas like small to medium enterprises, offices,
manufacturing units, educational institutions, goweent offices, as well as small to big organized a
unorganized retailers including malls. The deadig highly infectious Covid-19 pandemic united tlagion

for social upliftment. Many volunteer individualad corporates/organizations donated in cash or &t
offered services for the cause. A strong feelingazfial responsibility was observed where everyaed to
support the needy in his/ her manner. This was rebdeat shopping malls too. While the opening of
markets, malls too responded to implement Covidiipropriate behavior and protocols for the saféty o
shoppers in-line with state policies. The preseutlys verifies and proved that such social respalitgib
behavior of malls reinforced their image, reputatiand brand in such a way that it further fosteredt
amongst their previous visitors and fulfilled theéiesire for utilitarian, hedonic, and social needsing
revisiting. Shoppers were positive towards visitthgir mall for environmental concerns in its opienss,
care of stakeholder’s social needs, adoption oltih@ad safety measures during acute distress altieet
Covid-19 crisis period. Mall management’s policiés being ethical and in line with state-administk
Covid-19 guidelineswere found appreciable. Shoppers relied uponrttegiity of the mall's management
and its staff in coping-up with the pandemic creasnsl also in keeping good intentions towards tifetypand
health of all stakeholders. Mall management in otdiges may adopt similar steps to align visitdra'st
with their existing reputation during an event afrasis. With low fear-arousal malls, reputatiorilwiave a
high level of revisit intentions than with the hidevel of fear. This istherefore necessary for mall
management to infuse a high level of trust amosgors. Because at a high level of fear arousdi legel

of trust is inevitably required to gain revisiténtions than with a low level of fear. Managerthatmalls or
similar hospitality sectors may incorporate flegitdnd novel social responsibility ideas and meastoe
build a positive image, reputation, and trust toviée their guests voluntarily by reducing fearidg such
pandemics. Also, they may provide good competitdbanline retailers and services.

8. Limitations and future scope for research

The present study was conducted during the Unlako® of the Covid-19 pandemic and thus
lacked responses from other cities due to regiristion inter-city travel. Shoppers were also hesita
direct physical interactions and were difficultdonvince for their responses. Therefore, the insént was
made comparatively shorter. Future studies aréylikebe intensified to access ‘fear-arousal’ agrgortant
factor in the background of the current pandemia findation. The present study further proposeses
for future research in the context of the sociapomsibilities of hospitality-related set-ups dgria
pandemic suitable direct, mediating, and moderattagionships.
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