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It is evident that Indian consumers are increasingly preferring
modern retail formats over small unorganised neighbourhood
stores. This is clearly a win-win situation for modern retail
chains, FMCG brands and consumers themselves who usually
get a better and cheaper deal in a sophisticated and airconditioned retail environment.
One of the factors propelling the growth of modern retail
is private labels. According to a FICCI–PWC report, Shaping
Consumer Trends, private labels have found both a footing and
favour with the value-seeking consumer. The report further
mentions that e-commerce players who have ventured into this
space ﬁnd that private labels contribute to 10-30 percent of their
total revenues. For brick and mortar retailers also, these are
much more proﬁtable than national brands, with almost double
the margins. They also help retailers create an identity of their
own in the crowded marketplace, negotiate better with national
brands and sustain local suppliers and manufacturers. Our
cover story this month covers the phenomenon of private labels
in India. We have tried to evaluate why these are becoming
popular with Indian consumers and, being at a cross-roads,
which model – premium or discount – they are going to adopt
in the future. Private labels are clearly emerging as a sweet spot
for retailers in India.
In this issue we have also covered in detail East India’s retail
market. East India is one of the most potential and untapped
regions in the country. With the changed political, social and
economic conditions and with consumers becoming more
aspirational, transformation in the retail scenario has deﬁnitely
arrived and one can say it is here to stay.
In a quest to understand the potential of East India’s retail
market so that the available opportunities in the region can be
actualised, we have tried to unveil hidden prospects of the region’s
retail scenario so that East India’s rise will gain pace once the
potential of the market has been truly understood by the existing
players and the new entrants to the market.
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THINGS PRIVATE
LABELS MUST DO TO
STAY RELEVANT IN THE
FUTURE

When retail started its ascent in
India, consumers were thrilled
by the advent of brands they had
only seen or read about. Some
of these, however, were priced
beyond the reach of the average
wallet. To offer their consumers
a wider choice, a few retailers
introduced private brands or
private labels, which appealed
to their preferences and budget.
Over the years, not only have
these labels gained widespread
acceptance, they have also
grown to become individual
entities of their own.
– By Sheetal Choksi & Sharmila Cirvante,
Co-Founders , Word Hatter
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n today’s dynamic world where consumers seem to be shaping
choices, private labels have comfortably entrenched themselves
in their hearts. The advent of online retail has also spurred its
popularity. Today, we see more and more e-commerce players in
categories beyond apparel such as food, grocery and electronics
offering a competitive range in quality and pricing, attracting a
signikcant number of buyers who are as happy to own a private label or
store brand.

Category proliferation
According to a FICCI–PWC report, Shaping Consumer Trends, private labels
have found both a footing and favour with the value-seeking consumer.
According to a Nielsen report, 5 percent of all modern trade sales in India
in 2014 were contributed by private labels which are increasingly entering
categories such as confectionary and dairy, and welcomed by shoppers who
trust the quality of store brands.
The report further mentions that e-commerce players who have ventured
into this space contribute to 10-30 percent of their total revenues. To
elucidate, it states that Big Basket private labels contributed 35 percent of
Big Basket’s revenues in 2015.
Another example of success is online furniture and home décor store,
Pepper Fry. The brand is all set to boost its prokts by the end of this year by
joining a number of single category online retailers who are heading in the
same direction. The Mumbai-based startup is moving closer to proktability
fuelled by sharp growth in its home décor, private label and home design
business, even as it espouses a more regulated approach to discounts.

MILESTONE

‘INORBIT
MALAD’

THE PIONEER
OF RETAIL
REALTY IN INDIA

Journey of Inorbit Malad
Inorbit Malad was opened on January 23, 2004. It took us a good
6-7 months to achieve a certain occupancy level. Initially, we had
around 140-odd brands in the mall and of them, almost 75-80
brands opened their krst outlet exclusive outlet in Inorbit Malad.
The list includes Biba, which opened its krst ever store in our
mall, as did Timezone. The Body Shop entered in India at that
time and launched their debut store with us.

In a tête-à-tête with IMAGES Retail, Rajneesh
Zoning at Inorbit Malad
Mahajan, Executive Director, Inorbit Malls talks
Over the years, the trade mix has changed a lot; in the CDIT
about the 13-year-long standing journey of Inorbit category, we have branded stores such as Canon and Bosch with
us, but multi-branded CDIT stores are missing from the mix;
mall, Malad, including the dynamic changes the
is one format that started off well but couldn’t stand the test
shopping centre has witnessed over the years and this
of time. Even the exclusive kidswear apparel category is almost
the initiatives taken to constantly evolve its mix.
missing from the mall.
– By Shubhra Saini
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However, the F&B category has gone up, the fashion, beauty
wellness categories are doing well in the mall and their share in
the mall composition has also gone up.

IN CONVERSATION

THE
ETHICAL
BRAND
Founded in 1976 in Brighton,
England by Anita Roddick,
The Body Shop pioneered the
philosophy that business can be
a force for good and after being
acquired by L’Oréal in 2006,
it is scaling up its vision. The
Body Shop spans 3,000 retail
locations in 66 countries and
has been operational in India
for the past decade, retailing
its products across 150+ stores.
In an elaborate conversation
with Shubhra Saini, Aradhika
S Mehta, Head Marketing, The
Body Shop talks about the
brand journey and future plans.

Please provide details about
brand, product range and
services available at your stores.
Are the products offered at your
stores imported or India-made?
What is the price range for
products at your stores? Which
price band is the most popular
with customers?
The Body Shop was founded in
1976 by Dame Anita Roddick,
in Littlehampton, England.
Anita built the brand on the
philosophy that business can
be a force for social good.
Today, The Body Shop has over
46 | IMAGES RETAIL | MARCH 2017

3,000 stores spread across more
than 60 countries.
In The Body Shop India, we
have two very special services:
Love Your Body Programme:
It is a customer loyalty
programme wherein we
engage our loyal consumers
with additional offers, special
discounts as well as organise
special parties to pamper them.
Through our emailers, loyal
members also get a ‘sneak
preview’ of our upcoming
launches.

Best Face Forward: This is
a makeover service at our
stores. This complimentary
service is designed to
empower women providing
them free make up
consultation as well as provide
them with a makeover service.
Talking of price range, we
have products from all price
brackets. From lip balm to
special skin care regimes, we
have various gamut of offerings
to satisfy our consumers from
different facets of life and
age groups.

Please give us some details on
The Body Shop’s retail footprint
in India.
The Body Shop reached India
on June 5, 2006 and today the
brand has 150+ stores across
50+ cities. The Body Shop
has endeared itself not only
to consumers in big cities like
Mumbai, Delhi, Bengaluru,
Chennai, Hyderabad and Kolkata
but is also hugely popular in
Guwahati, Siliguri, Jammu,
Aurangabad, Patna, Nashik,
Mysore, Calicut, Rajkot, Thrissur
and many more towns and cities.

REAL ESTATE

MALL
DÉCOR
GOES
MINIMALISTIC
They say that it’s best
not to judge a book
by its cover but then
it comes to a mall,
the first impression is
what counts the most
for the shopper to stay
within the place and
decide to spend (time
and money) on things
the mall has to offer.
The first impression
if gone wrong, leaves
the shopper mentally
blocked to go ahead
and enjoy all that the
mall has to offer. We
take a look at how
mall décor enhances
customer satisfaction.
– By Zainab S Kazi
50 | IMAGES RETAIL | MARCH 2017
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or a mall not
to be visually
appealing is
unthinkable.
That perhaps
is one of the
most important factors that
differentiates one mall from the
other considering the tenant
mix, food and entertainment
options remain more or less
similar. And keeping in mind
the opportunities a mall has to
play with its visual appeal with
umpteen festivals that India
celebrates, there is no reason
why there shouldn’t be enough
play of colours and props to
add a dash of surprise element
to the mall at regular intervals.
Aptly setting the context for
the story, Nishank Joshi, CMO,
Nexus Mall shares, “India
is a country of festivals. We
are also people who love to
decorate our homes during

these festivals. Mall decor in
India therefore relects the
inner festive spirit. The Mall
comes alive and shoppers tend
to feel at home and it lifts them
from their mundane lifestyles.
Mall decor gives the feeling
to the people that everything
is all right with the world and
one sees a deknite positive
impact both in footfalls and
consumption when the mood is
set right by relevant decor.”
Vikas Shetty, Mall Head –
Growel’s 101 mall highlights
how malls today have become
an integral part of our lifestyle
hence it is important that it
does relect on some part of
our personality. He shares,
“Malls are no longer considered
as places reserved just for
shopping. Predominantly,
people visit malls to spend
time with their loved ones
simultaneously fulklling their

retail, entertainment or dining
needs. Like an experiential
ambient zone where one likes
to dwell around and spend his/
her leisure time. Hence, it is
imperative for a mall to give its
consumers a holistic experience
which involves a complete
sensory treat along with
focusing on the core consumer
requirements.”
Reiterating this, Gaurang
Agrawal, CEO, West Pioneer
Properties (India) Pvt. Ltd
shares, “Urban development
& planning in today’s scenario
largely lacks open areas
for recreation and natural
environment and surroundings.
We have key public recreation
environments and spaces that
are being augmented by Malls
in today’s urban environment
(both tier-1 and tier-2) due
to easy accessibility of open
playgrounds, gardens. This

EAST INDIA IN

F CUS

EAST INDIA:

‘THE RETAIL MARKET OF TOMORROW’
Some analysts may refer to east India as a
relatively under-developed region in the
context of retailing growth and evolution.
However, this market has been on a growth
trajectory since the turn of new millennium.
The growth has been attributed to the
growing middle-class segment, rising
disposable incomes and growing aspirations
for improved living standards (especially
among the youth).
– By Shubhra Saini
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hese factors
are further
inluenced by
media exposure,
globalisation
of cultures,
lifestyles and better technology
at our disposal. From an
infrastructure perspective,
east India has been well
integrated through improved
communication systems
and modes, real estate
development, urbanisation,
frequent travels by the
population and growing
service sector.

India’s retail market value
is estimated to be `6,156,333
Cr (US$ 1026.06 bn) by 2017.
And if this number has to be
pushed further then the focus
needs to shift from traditional
North and West zones to states
like West Bengal, Bihar, Orissa,
Jharkhand, Chhattisgarh and
the North-eastern states.
The true demographic
dividend of India would
remain untapped if the eastern
region is not explored. As
the retailers are now looking
for scale, sustainability and
growth, eastern India with
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Arunachal Pradesh
Assam
Nagaland

Bihar

Manipur

Jharkhand

Mijoram
Chhattisgarh

Tripura
West Bengal
Odisha

EAST
INDIA

IN A RETROSPECT
Rich in art, craft and natural resources, East India – consisting of the states of Bihar,
Jharkhand, West Bengal and Odisha – is the proverbial land of opportunity.

B

engali is the
most spoken
language of
this region and
it is also the
second most
spoken language in India
after Hindi. Odia is the only
language in East India accorded
the status of a Classical
Language of India. Together
with Bangladesh, West Bengal
formed the ethno-linguistic
region of Bengal before
partition in 1947. The modern
state of Odisha was known as
Kalinga, Odra desha and Utkala
in ancient times. It was ruled
by indigenous rulers of the
Mahameghavahana dynasty,
Eastern Ganga dynasty and
Gajapati Dynasty.
The bulk of the region lies on
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the east coast of India by the
Bay of Bengal, and on the IndoGangetic plain. Jharkhand, on
the Chhota Nagpur plateau, is a
hilly and a heavily forested state
rich in mineral wealth. Odisha
is also a mineral rich state of
India. The region is bounded by
the Nepal and Sikkim Himalayas
in the north, the states of Uttar
Pradesh and Chhattisgarh on
the west, the state of Andhra
Pradesh in the south and the
Bay of Bengal on the east. It is
connected to the Seven Sister
States of Northeast India by the
narrow Siliguri Corridor in the
north east of West Bengal.
The 1950s saw industrial
progress in East India. These
were cut short with the conlict
in neighbouring East Pakistan
and by the Communist

movement at home. In 1971,
in the course of Bangladesh’s
independence struggle, millions
of refugees poured into East
India. From the turn of the
21st century, West Bengal’s
economic growth has been
rapid, and it now ranks as the
fourth largest GDP contributor
after Maharashtra, according to
the List of Indian states by GDP
and is now one of the fastestgrowing economies among the
states of India.
Bihar and Odisha struggled
with economic issues during
the British rule and in the
beginning of post independent
India. But in recent years,
these two states have shown
impressive growth record
and developed steadily. The
economic boom since 2005

started to spread new malls,
highways, airports and IT ofkce
complexes, but not evenly
across the region. Jharkhand
became a separate state on 15
November 2000. In the modern
times, these states have seen
rapid transformation and
home to several mineral and
metal based industries, coal
based thermal powers units,
oil rekneries, ports, textile
industries and well established
public and private educational
institutes. Bihar, Odisha and
Jharkhand rank 14th, 16th
and 18th in the List of Indian
states by GDP. Odisha has
shown consistent growth in
the state GDP and received
the recognition of the fastestgrowing economy among the
states in India.
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ALL EYES ON

EAST INDIA

FOR THE RETAIL WORLD, THE FOCUS ON EAST
INDIA SEEMS TO BE AN ONGOING LOVE FEST.
Scope
Smoothly riding on the crest of Eastern India’s
With more retail real estate
aspiration-wave and changing shopping trends
projects coming up in the
in the metros, tier II- III cities of the region have
region and consumers
also metamorphosised the conventional stores to becoming more discreet about
more organised large format retail outlets. And, to their choices the modern
retailers are making their
facilitate this growth of retail, many retail realty
projects have sprung up in all the major markets of headway toward the most
dynamic retail market of India.
East India. In this feature we have tried to interpret In this feature, we have tried
the market realities of the region and closely
to talk to all the stakeholders
analyse the internal strengths, weaknesses and
of modern retail in the region
and from their perspective we
external opportunities and threats to figure out
have analysed ‘what future
where the retail market of this region is
holds for East India’s retail
heading to.
market’.
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Giving the perspective to
the whole debate of viability
of Eastern India market, a
spokesperson of Jubilant
Foodworks says, “Domino’s
Pizza expanded its operations
to East India in 2001. We
started with two stores in
Kolkata in Alipore and Jodhpur
Park. Over the years, we have
increased our footprints in
the Eastern region. Today,
Domino’s is present in 41
Cities across 11 States We have
recently added another city to
our network when we opened
our krst store in Tinsukia,
Assam. Currently, Domino’s
Pizza has 1,111 restaurants
across India out of which 128
restaurants are operational in
East India. The average space
occupied by each restaurant is
1200 sq ft. and we are looking
at further increasing our
presence in the region as we
open more restaurants.”
Some of the avante-garde
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WOMEN
ENTREPRENEURS
SHAPING EAST
INDIA’S RETAIL
SECTOR

Being at the top of the helm
for a women is a rare spot
in the retail business world
in India. How difficult is it to
navigate this space?
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As India is paving its way toward
modernisation, gender roles are
gradually changing with women
no more being confined to houses.
Indian women multitask – they are
homemakers, decision makers, able
and skilled workers. In a country
riddled with gender stereotypes,
here is a look at some women
entrepreneurs of East India, who
are making a difference in the
retail sector.

Agnimitra Paul,

Kavita Samsukha,

Fashion Designer, Inga

Proprietor, Indian Silk House

Retail in East India is an extremely
competitive world, so the trajectory
of growth is ﬁlled with obstacles for
any designer or brand, be it a man
or a woman. Here, the demand-side
problems often overshadow the supplyside beneﬁts. Here, we get a good
sourcing of fabrics and specialised
labour but the purchasing power in the
East is low, especially if compared with
the other metro cities like Delhi and
Mumbai. This low purchasing power is
catered to by the big retail houses who
indulge in competitive pricing. Hence,
for individual brands like me, this is the
biggest problem.

As an owner of an Indian womenwear
brand, I do think that women can do
wonders in the domain of retail. A
woman understands the taste and likes
of another woman better than anyone
else. Being the proprietor of Indian Silk
House Exclusives and designing sarees
and ethnic dresses, I have acquired a
natural taste/sense of dressing. When
I am there at the shop ﬂoor, customers
look upto me to understand how I
dress and most of the times they ask for
suggestions on what will look good on
them. When I suggest anything to them
they simply go with that with great faith
and that is when I feel proud not just as
business owner, but as a woman.

Find your
shopping
destination at
Forum Chennai

With over 300 brands blending in
fashion with tradition and over 100
events every year, it’s no surprise
that we welcome 20 lakh guests
every month. That’s what makes us
Chennai’s favourite mall!
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