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I ’m truly glad that ISCF 2011 has 
been successful in its mission of 
delivering an action platform for 

the industry to not just discuss issues 
but also search for workable solutions 
and work towards implementing them. 

Taking forward one of the major 
topics of the latest ISCF agenda, this 
edition presents the burning issue of 
data insufficiency that the industry has 
to deal with, a major stumbling block 
for any reliable research, planning or 
business analysis. 

As was pointed out at the forum, 
because the Indian industry lacks 
enough information or is simply shy 
of sharing it, it’s actually leading to 
the retail real estate assets being 
undervalued. Shopping malls are 
business entities and thus, need a 
correct valuation – this is key to 
arriving at investment decisions. Our 
cover story discusses vital aspects of 
the subject. 

In today’s competitive market 
place, tenants don’t pay just for 
the per square feet space in a 
shopping centre, they pay for the 
value the shopping centre and its 
management brings to that space – 
that differentiates it as a preferred 
shopping destination. In shopping 
centre parlance this would mean – 
relevant footfalls, profitable sales, 
meaningful promotions, community 
connect and most importantly, a long-
term vision which comes from a sense 
of mutual responsibility between the 
tenant and the mall owner towards 
sustained success of the enterprise.

Shopping Centre News, a focused 
B2B platform for shopping centre 
professionals, will continue to discuss 
current and pressing issues and 
also present constructive solutions. 
Needless to say, your participation 
and contribution will make the 
winning difference. SCN invites 
experts to share insights, opinions 
and knowledge on various aspects of 
the business – mall planning, asset 
management, leasing, mall marketing 
& promotions, international trends, 
new retail concepts in malls, mall 
design et al.

It’s important to keep reinventing, 
rediscovering and innovating to be 
a leader, and more so to remain a 
leader. Bringing together the major 
stakeholders of the retail industry, 
we are happy to present yet another 
wonderful opportunity to connect with 
your business associates from around 
the globe at one common platform – 
India Retail Forum 2011 – in Mumbai.

IRF is your space to meet, discuss, 
ideate and discover newer and better 
ways to create a better and more 
vibrant future for retail in this country. 
We have the power to create an 
India that’s truly Incredible! Let’s get 
together and do it!
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report

Globally, 
there is broad consensus that the 
per capita mall space (PCMS) is 
in a huge oversupply position in 
markets such as Dubai, USA, China 
and Singapore. On the other hand, 
Japan, UK, Sweden, Netherlands, 
Australia and NZ are much better 
off with the PCMS ranging between 
3.8 sq ft and 6.8 sq ft.

In any market, there needs to 
be some correlation between the 
PCMS and the per capita income. 
For instance, while 3.8 or 3.9 
sq ft may not be considered as 
oversupply in Japan or UK, the 
PCMS of 3.2 sq ft in South Africa 
is definitely in an oversupply 
position. Taking into account the 
above comparisons and considering 
India’s current per capita income 
and spending power, together with 
estimated growth rates for the next 
five years, Asipac estimates that 
the ideal PCMS in India’s top 20 
urban centres is about 1.2 sq ft per 
person, but this can fluctuate from 
1.0 sq ft and 1.5 sq ft in different 
micromarkets, based on the per 
capita income of that particular 
micromarket.

Malls in Mumbai Metropolitan 
Region

With an estimated current urban 
population of 18.30 million people 
(as per Census 2011-provisional 
data) and based on an ideal per 
capita mall space of 1.1, Mumbai 
Metropolitan Region (MMR), herein 

after referred to as Mumbai, can 
currently absorb total mall space of 
20.130 million sq ft in GLA (Gross 
Lettable Area).

Of this, there are 32 operational 
malls in the region, with a total GLA 
of 13.054 million sq ft (including 
developments with a GLA of less 

This report (the sixth in the series by Asipac) studies the demand and 
supply scenario, both current as well as projected till the year 2014, for 
mall space in Mumbai Metropolitan Region (MMR)

By Asipac in Mumbai Metropolitan Region
Demand & Supply of Mall Space

than 150,000 sq ft, grouped under 
‘Other Miscellaneous’). See Table 1 
for a list of existing malls in Mumbai 
and Table 2 for upcoming malls.

As of now, as per available 
information, there are only seven 
new malls in Mumbai planned till 
2012, totaling a GLA of 3.011 

Table 1 – Existing Malls in Mumbai (as of August 2011)
Sl. Name of the Mall Location GLA in sft

1 Neptune Magnet Mall Ganesh Nagar, Bhandup (W) 900,000

2
High Street Phoenix (including 
Palladium)

Senapati Bapat Marg, Lower Parel 850,000

3 R City (Phase 1) Amrut Nagar, Ghatkopar (W) 657,000

4 Inorbit Mall (with Hypercity) Link Road, Malad (W) 545,000

5 Nirmal Lifestyle Mall Jata Shankar Dosa Road, Mulund (W) 495,000

6 Oberoi Mall Off Western Express Highway, Goregaon (E) 484,442

7 Infiniti-2 Mall New Link Road, Malad (W) 465,000

8 Korum Mall Samata Nagar, Thane (W) 426,000

9 Raghuleela Mall S Pranavanandji Marg, Vashi 385,000

10 Dreams the Mall LBS Marg, Bhandup (W) 350,000*

11 Inorbit Mall Sector 30-A, Vashi 340,000

12 R Mall Ghodbunder Road, Thane (W) 300,000

13 Metro Junction Mall (Phase 1) Kalyan Shil Road, Kalyan (E) 278,000

14 Infiniti Mall New Andheri Link Road, Andheri (W) 265,000

15 Eternity Mall Eastern Express Highway, Thane (W) 250,000

16 High Street Mall Old Agra Road, Sainath Nagar, Thane 250,000

17 Maxus Mall 150 ft Road, Bhayandar (W) 250,000*

18 R Mall LBS Marg, Mulund (W) 250,000

19 Big Shopping Centre Kasarwadawali, Thane (W) 237,000

20 Crystal Point Mall New Andheri Link Road, Andheri (W) 220,000*

21 Atria Mall Dr. Annie Besant Marg, Worli 200,000

22 Kohinoor City Mall Off LBS Marg, Kurla (W) 200,000*

23 Maxus Mall Andheri-Kurla Road, Kurla 175,000*

24 Palm Beach Galleria Sector 19-D, Vashi 175,000

25 Orchid City Centre Sukhlaji Marg, Kamathipura, Mumbai Central (E) 173,000*

26 Centre One Mall Mumbai-Pune Highway, Vashi 150,000

27 Centurion Mall Near Seawoods Railway Station, Nerul (E) 150,000

28 City Centre Mall Palm Beach Marg, Vashi 150,000*

29 Glomax Mall Mumbai-Pune Expressway, Kharghar 150,000

30 Raghuleela Mega Mall Off Swami Vivekananda Road, Kandivali (W) 150,000

31 Sobo Central Pandit Madan Mohan Malviya Marg, Haji Ali 150,000

32 Wonder Mall Ghodbunder Road, Thane (W) 150,000*

33 Other Miscellaneous 2,883,646

TOTAL 13,054,088

million sq ft (refer Table 2). There 
may be a few more projects on 
the planning sheets or drawing 
boards of developers which are 
not yet public information. Even 
if all the seven upcoming projects 
listed in Table 2 were to commence 
operations, Mumbai will have 39 
malls (with a GLA of 150,000 sq ft 
and above), adding up to total GLA 
of 16.065 million sq ft by 2014. 
Table 3 shows the total serviceable 
demand (based on population) and 
the total Stock (scheduled supply 
plus the total GLA of existing 
operational malls) for the next 
three years. Since all the existing 
and planned/upcoming malls put 
together only cover about 80 per 
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fiscal year, companies such as 
Shoppers Stop, Trent and Gitanjali 
Gems have given far more relevant 
and easy to understand data than 
ever before. For example, there are 
many firsts in Trent’s Annual Report 
for 2010-11:
•	 There	is	a	graphical	correlation	

between number of stores and 
overall revenues for the past five 
years, for both Westside as well 
as Star Bazaar.

•	 The	locations	(names	of	malls)	
of 14 new Westside stores 
have been published. In fact, 
addresses of all 113 stores of 
the company (including Sisley) 
have been listed.

•	 A	graph	shows	the	“like-for-
like” sales growth of Westside 
stores for nine years.

•	 There	is	a	transparent	
management discussion on the 
relatively poor performance 
of Landmark, with detailed 
explanations put forth with 
great humility.

•	 There	is	a	graph	showing	the	
break-up of Landmark’s (the 
books & music superstore 
format of Trent) sales by five 
categories.
Shoppers Stop disclosed its 

average selling price per unit and 
average transaction size (same as 
ABV), as shown on next page. I 
hope other retailers take the cue and 
start publishing such data. We can 
collaborate and try to improve as an 
industry on the whole if people are 
willing to share performance data 
openly. Look at two of India’s most 
transparent sectors in recent times 
– the IT industry and the telecom 
industry (3G spectrum apart). It is not 
a surprise that these two have been 
the most successful sectors of the 
Indian economy in the past decade.

However, I must add that there 
is still a lot of important data 
missing, and the availability of this 
would help industry analysts as 
well as start-ups in the industry. For 

Insufficient or improper data in India is a major stumbling block in planning/analysing any kind of 
retail business, whether it is a shopping centre, a retail format or brand, an industry sector or even 
nationwide statistics. But this is changing slowly, and the good news is that some of the “listed” 
retail companies are sharing the actual statistics.
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cover story

Traditionally, malls are valued as real estate 
assets. Real estate valuation techniques are 
well known and have been comprehensively 
documented. In this article, the author (a 
member of RICS, candidate valuer of the South 
African Institute of Valuers) summarises the basis 
of these valuation systems and suggests that an 
additional means of valuation be addressed too. 

By Jonathan Yach 

Business 
enterprise valuation techniques 
similarly have been well 
documented and applied. The 
combination of both valuation 
systems underscores the importance 
of sound mall management and 

how this positively affects the value 
of the mall.

Traditional real estate – mall 
valuation techniques defined 
and explained:
1. What is the need for a correct 

valuation of a mall?
What is needed most is readily 

accessible and 100 per cent correct 
information, especially to cover and 
substantiate the cost and income 
cash flows needed for the valuation 

Business Enterprise
The

Value of a Mall
How you manage your mall today affects and benefits its value tomorrow
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calculations. Without good data, 
the valuation is flawed from the 
start. Data must include lease 
information, cost / AMC contract 
terms, income and CAM budgets 
and of course, tenant sales reports 
and statistics. It is in this last point 
relating to the tenant sales reports 
that the enterprise value of the mall 
can correctly be determined too.

2. What methodology is usually 
applied?
Internationally, income 

producing real estate is valued in 
one of four methods:

a) Market Sales Comparison 
– more applicable to residential 
properties than shopping malls

b) Income method – where 
income, to the total exclusion of 
costs, is valued

c) Cost method – where income 
is considered but a greater reliance 
on cost evaluation is made

d) Direct Capitalisation 
method – internationally more 
applicable and acceptable; easier 
to understand; in this paper, this is 
the method that is assumed as the 
best and most pertinent valuation 
method. Applying this method, net 
income is divided by the market 
yield (capitalization rate / cap-rate). 
This formula represents an inverse 
relationship where value rises when 
cap rates drop.

The Direct Capitalisation 
Method links the mall to the 
investment environment, making 
comparisons easier between malls 
in the same area, city, country and 
across borders. Organisations such 
as the IPD (Investment Property 
Databank) track changes to market 
capitalisation rates, advising their 
international clients where the best 
yields on malls are to be found. 
Clear and crisp valuations, especially 
of mall real estate assets, supports 
the development of REITS (Real 
Estate Investment Trusts). REIT 
establishment is in its infancy in India 
and given the huge changes in the 
retail industry and in the statutory 
environment (most particularly with 
FDI), foreign investment trusts eye 
Indian retail mall investments with 
some keenness! Surely this strong 
interest will herald more see-through 
valuation systems?

Alas, the current paucity and 
unreliability of such data prevents 
the IPD and similar real estate 
rating agencies from successfully 
operating in India.

Organisations such as the Royal 
Institution of Chartered Surveyors 
(RICS) supports all facets of valuation 
best practice and RICS’ guidelines 
should be adopted by all mall and 
real estate owners, establishing 
a sentiment of transparency and 
openness in the industry.

3. Where is information usually 
sourced from?
There are two primary sources 

of valuation data:
a. Market information, relating 

to the market yield, market 
perspective of the subject mall, 
sentiment and rental and tenant 
performance data.

The beTTer a 
mall is managed, 
The greaTer The 
renTal premium 

earned.

Credit: Shutterstock
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perspective

In many places in the 
developed world, the building of 
new malls has virtually come to a 
standstill. The focus has, in those 
places, shifted more to repositioning 
and refurbishing malls as well as 
minimising vacancies particularly 
those caused by the failure of 
retailers. More prudently, retailers 
are taking a hard look at their real 
estate exposure and deciding which 
malls work and which ones don’t. 
They are also looking at their own 
store exposure and saying they need 
to close non-profitable or non-viable 
stores. This all leads to rationalisation 
and questions being asked about 
the ongoing viability of some malls. 

On the other hand, in many 
of the emerging markets mall 
development continues at a pace, 
driven by the lack of suitable retail 
space. This coincides with many 
of the well known international 
brand names seeking new markets 
in which to expand and grow their 
businesses. For retailers to move into 
a new market, they need to be sure 
that they can open sufficient stores 
that make the move a viable and 
meaningful one. In other words, 
they need a certain critical mass to 
ensure that their business can both 
survive and grow while at the same 
time ensuring that there is sufficient 
demand to justify the supply chain 
and logistics that go with it.

The current global financial 
crisis is playing out in several ways 
in different parts of the world and 
is impacting many preconceived 
notions of what is good and what is 
bad. It also challenges formulas and 
models that may previously have 
worked. The point that we need to 

take into account is that “Change” 
usually occurs when there is a great 
deal of pain. Unfortunately, the 
retail world is experiencing pain 
from a number of directions and this 
is going to result in some substantial 
changes that will knock on into 
most if not all the retail markets.   

As retailers in the USA and Europe 
come to grips with the pressures of 
the financial and economic problems 
they are faced with, they are looking 
at ways to streamline their costs and 

efficiencies. But at the same time, 
they need to grow their business 
and the world has suddenly become 
a much smaller place with easier 
access to new markets. Disciplines 
that are required to be put in place 
in developed markets will suddenly 
become extremely important when 
opening in new markets. Retailers, 
particularly big brand names, will 
want to ensure that their new stores 
are familiar in appearance, size and 
configuration to what they have 

elsewhere. They are going to become 
less likely to just take any space 
just to get into a market. They will 
also examine how a mall is run and 
managed and what trade is like in a 
mall. Certainly they will avoid malls 
where they cannot be sure of the 
support and spend of the customer.

Coping with the Internet 
challenge
In addition to this, there is also an 
assault on traditional retailing via the 

Challenges for Mall developers

 External view of Gateway Theatre of Shopping, a major shopping centre in South Africa, which embraces shopping, leisure, hospitality and entertainment
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the internet to research the item they 
are buying, calling on the need for 
better quality service and trained and 
knowledgeable sales staff. There also 
seems to be a trend to have more 
leisure and entertainment, which will 
impact the tenant mix. However, mall 
owners need to note that with the 
ease of access to make purchases 
online, a mall that is difficult to access 
and has inadequate parking and 
lacks a good experience is likely to 
be avoided by the customer. Owners 
cannot just rely on the customer 
having to visit a mall, they will now 
have choices and one of those 
choices is to shop online or visit 
another mall that has more to offer.

Where are the differentiators?
Many of the established shopping 

centres have responded to the risks 
raised by the economic conditions 
by reducing their exposure to 
smaller retailers (also called mom-
and-pop stores), rather trying to 
secure the larger national chains and 
brand names. This in itself is a new 
challenge as the tenant mix becomes 
more of the same and runs the risk 
of becoming bland and even sterile 
as we eliminate those very retailers 
capable of making the difference 
via their uniqueness. One also needs 
to look at the longer term wisdom 
–   when competing malls have 
similar tenants, how do they position 

We are in a strange period in the history of mall development – Ian Watt, 
director of Pioneer Property Zone (PPZ), takes a look at what is happening 
around the world and how this could impact the mall development 
environment in India.

internet; retailers and mall owners 
need to consider this in their future 
plans. They need to embrace the 
challenge and adapt to the new 
ways by which retailing will be 
conducted in the future. It’s a simple 
case of adapt or die – this does not 
mean that traditional retailing as we 
know it will totally disappear but it 
will certainly need to change. The 
question that springs to mind is what 
will the shopping experience become, 
as shoppers turn more and more to 

Ian Watt
director, Pioneer Property Zone

themselves differently? This trend also 
has some longer term implications in 
that it will become more difficult to 
start a new business as mall owners 
want to avoid that risk. This ultimately 
means that these smaller retailers will 
not be around to differentiate your 

  External view of ION Orchard in Singapore with an exciting and welcoming appearance. The centre has multi-level parking garage above the retail. 
The centre is well served by public transport, with both buses and taxis providing easy access through a great road network. The mass transport rail 
network provides below ground links directly into the shopping centre



70 > Shopping Centre News > OCTOBER-NOVEMBER 2011

centrepoint

Today, customer is 
king and malls are considered as 
temples of consumerism and the 
Indian consumer is now increasingly 
becoming “brand” conscious. 
‘Comfort’, ‘style’, ‘luxury’ and 
‘convenience’ are expressions, 
synonymous with malls today, and 
are the pull factors for shoppers.

A significant share of young 
adults to mature adults (ages 13-
55) sport a wide range of branded 
ware and proactively seek a wide 
range of products and services that 
are renowned as well as distinct. 
Catering to this shopping demand 
are the many hundreds of malls 
and shopping centres across the 
country. In fact, these places have 
boosted the growth of national 
and international brands, allowing 
them to reach their desired target 
audiences. Even tier II and tier III 
cities are witnessing similar changes 
in customer preferences and a 
growing trend in brand loyalty. 

Over the past decade, India 
has witnessed a significant level 
of growth in the number of mall 
properties spread across the 
country.  At present there are over 
30 malls that operate within the city 

of Mumbai alone. That adds up to a 
total of 7.13 million square feet of 
retail and entertainment space.  

In India, the vast middle class 
and its almost untapped retail 
industry are the key attractive forces 
for global retail giants wanting to 
enter into newer markets, which in 
turn help the Indian retail industry 
to grow faster. The Indian retail 
industry is said to be the fifth 

largest in the world and accounts 
for over 10 per cent of India’s GDP 
and around eight per cent of the 
employment.

Today, retailing is no longer 
about just stocking and selling 
but about efficient supply chain 
management, developing vendor 
relationship, quality customer 
service, efficient merchandising and 
timely promotional campaigns. India 

has witnessed a rapid growth of the 
middle class over the years. There 
are numerous factors that have led 
to the emergence of a powerful 
middle class in India. According 
to the McKinsey’s India’s Urban 
Awakening - 2010 study, by the 
year 2030, 91 million households 
will come under the middle class 
bracket. This dynamic growth will 
be further fuelled by rise in income 

The evolving mall culture in India has brought with it a metamorphosis in the retail market with 
regard to choices, affordability and convenience for customers. Considering the robust upcoming 
supply of malls, a well-planned and executed tenant-mix after a meticulous zoning exercise can 
help a mall sustain its ‘’destination’’ status even in the face of ferocious competition, and help 
retailers attract both types of consumers – focused as well as impulse buyers.

Zoning & Tenant mix
the winning combinationBy J P Biswas

Credit: Shutterstock








