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It’s the end of the year and retail has moved forward by leaps and
bounds. 2017 has been eventful in as far as the retail industry is
concerned. There’s been transformative change, radical store
reinventions, the firm ingress of VR and AR into the sector, and the rise
of Omnichannel analytics.
2017 was the digital tipping point for the Indian industry, with
ecommerce on a relentless growth trajectory. Pure player online
retailers turned to the traditional medium while brick-and-mortar
retailers ventured online. Both started adopting Omnichannel concepts,
which offered consumers a seamless experience across channels of
purchase.
One section of the retail community which is actively espousing
Omnichannel retail is the Shopping Centre. While it was unique (and
ground-breaking) for physical retailers to have an online presence
some time ago, it’s now highly unusual for major retailers not to have
an Internet storefront. And embracing the trend are mall developers,
who are seriously thinking Omnichannel to lure and retain the digitally
connected consumer of today.
In our December issue of IMAGES Retail, we bring a list of some of
the finest shopping centres in India in 2017. These are malls which
have embraced technology, are ecologically conscious, have a clear
sense of corporate social responsibility and more than all of this, put the
consumer above the rest.
We also bring you a peek into the life and work of retail leader,
Raza Beig, Splash Fashion CEO and Director Landmark Group. In an
exclusive interview, Beig spills the beans on Splash’s India expansion
plans to drive growth.
Rounding up the year is our final IRF 2017 segment. We bring you an
in-depth view into the importance of warehousing for the retail industry
in India.
As always, we hope you find this issue informed and beneficial. We
look forward to renewing our relationship with you in the coming year.
We welcome 2018 and hope it brings with it a plethora of new ideas,
concepts, technology and innovations for the retail sector in India and
the world.
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No mall today can afford to operate
in isolation and just be a ‘shopping’
destination. Shopping centres are
transforming into community spaces
bringing to the discerning consumer
the best of brands, food as well as
entertainment. We bring you an in-depth
look at the India’s growing mall culture
and what mall owners are doing to lure
consumers and make them stay
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The entry of
international
brands, changes
in preferences
from nonbranded apparel
to brand names,
the fast-growing
economy, and
a large young
consumer
population in
the country
has made
India a highly
lucrative market
– something
Splash Fashions’
CEO & Director
Landmark Group,
Raza Beig, plans
to cash in on…
– By Charu Lamba

RAZA BEIG
TO FASHION
A MAKEOVER
FOR MIDDLE
EAST RETAIL
CHAIN
SPLASH IN
INDIA AS
HE EYES
GROWTH,
EXPANSION
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T

he Indian retail market is expected to hit
`1,02,50,500 crore (US $1,576 billion) by 2026,
growing at a CAGR of 10 percent. A big chunk
of this number belongs to the fashion segment.
Retail pundits are predicting that the Indian
fashion retail market worth `2,97,091 crore (US
$46 billion) will grow at a promising CAGR of 9.7 percent to
reach `7,48,398 crore (US $115 billion) by 2026.
The Indian apparel industry, which is the second largest
contributor in the retail industry after food and grocery, is seeing
some major shifts. The entry of international brands, changes
in preferences from non-branded apparel to brand names,the
fast-growing economy, and a large young consumer population
in the country has made India a highly lucrative market.
To cash in on this immense opportunity, Splash Fashions,
Middle East’s largest fast fashion retailer, plans a makeover, and
will present itself to India in a new avatar.
Speaking on his big plans for the brand in India, Raza Beig,
CEO, Splash Fashions, & Director Landmark Group, said in an
exclusive interview on the sidelines of India Retail Forum 2017:
“Splash Middle East is at a very mature stage. We have already
captured quite a bit of the fashion market in the Middle East.
The brand is 287 stores strong in 13 countries covering 2.8
million sq. ft worldwide. However, in India, the growth is in
nascent stages.

SPLASH –
THE MIDDLE
EAST
FORMAT
Splash Fashion
stores comprise
of three formats
in Middle East:
POWERHOUSE
STORE –
Ranging from
20,000 to 22,000
sq. ft.
ATTITUDE
STORE –
Covering 15,000
sq. ft.
BOUTIQUE
STORES –
Ranging between
8,000 to 10,000
sq. ft.

IN FOCUS

V

– By Surabhi Khosla

We Are A Master
Retailer
— Rohit George, MD Virtuous Retail

“VR’s strategy is to hit the market in multiple ways. The
company is looking at purchasing land and will get down into
brown-field development level. The way the retail market has
been played out, it is necessary to build plans for the future,”
says Rohit George…
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irtuous Retail
has been at
the forefront
of retail news
in India over
the past many
years. VR, as it is better known,
is the retail arm of the Xander
Group, and recently marked its
10th anniversary in the retail
industry.
Renowned as the forefront
of building and operating
cutting-edge lifestyle centres, VR
Group’s objective is to serve the
evolving retail market in India
as well as discerning Indian
consumers.
Following the successful
launches of VR Surat in May
2013, VR Bengaluru in 2016,
and the acquisition of North
Country Mall and its subsequent
conversion to VR Punjab in
early 2017, the brand has now
moved on to polishing the latest,
exciting addition to its kitty – VR
Chennai.
VR’s current portfolio
comprises of 5.5 million sq. ft.
of space with these four flagship
centres across India. Going
by its reputation of leveraging
extensive capabilities across the
value chain of development,
ownership and operations,
VR aims to grow its portfolio
by adding centers in other key
markets, including the National
Capital Region of Delhi, the
Mumbai Metropolitan Region,
Pune, Hyderabad and Kolkata.

Brand Impact
VR got into the retail business
exactly 10 years ago. The group
was formed in 2005, ironically at
a time when the retail scenario
in India was in the doldrums,
severely struck by soaring
inflation rates.
However, the group took
it slow and steady, making
impactful inroads in the field to
successfully establish organised
retail of 4-5 percent over the

COVER STORY

Such is the growing mall culture in India that 34 new shopping
malls, covering 13.6 million sq. ft. area, are expected to come
up in top eight cities by the year 2020…
– By IMAGES RETAIL BUREAU

N

o mall today can afford to operate in isolation and just be a ‘shopping’
destination. Shopping centres today are transforming into community
spaces bringing to the discerning consumer the best of brands, food,
and entertainment. They’re hubs where people go to rejuvenate,
socialise and entertain.
Talk to any person living in a city, a small town and they would all
give you a plethora of reasons why they love to visit malls. And although malls have not
yet penetrated remote, rural pockets of India, people living in these areas are aware of
them and eagerly await the day one opens in the vicinity.
Without a doubt, these centres have changed the way India shops so much so that
consumers are even hitting malls to buy household basics today. From a customer
perspective, frequent traveling can be exhausting. It can get worse in the festival or the
holiday season, when crowds throng dirty markets, when finding parking space can be
a struggle and haggling for discounts a near nightmare.
In such a situation, shopping centres give the consumer an edge. They not only
provide everything basic and upscale under one roof, but also take care of convenience.
Shopping is time taking process. Mall developers and owners ensure that costumers are
relaxed, engaged and generally.
Today shopping centres have options available for food, entertainment, gaming
zones for kids as well as adults, and leisure apart from a plethora of retail choices to for
an uninterrupted experience. Large format stores in malls further provide consumers
with all they need – from branded clothes to grocery, electronics to footwear, Malls
house restaurants, movies theatres and even spas.
Shopping in the scorching heat or the blistering cold has now been replaced by the
option of a climate controlled environment. Millennials view visiting malls as a status
symbol, college going teens choose malls for entertainment, couples consider it for
a romantic tête-à-tête. Malls are also becoming regular after office hangout places or
even during office workspaces – with the new generation frequenting coffee shops and
preferring to work there on their laptops, rather than their staid old offices.
In keeping with the evolving tastes of consumers, mall developers are fast warming
up to the idea of Omnichannel retail to stay relevant in this digital age.

SECRET TO SUCCESS
The Indian shopping centre industry has been under continuous dynamic
transformation since 2000. In the year 2001, there were only three malls in India. The
number increased to 343 by 2007. As of 2017, India has more than 600 operational
malls and going by the report of Cushman & Wakefield, the International property
consultancy firm. Such is the growing mall culture in India that 34 new shopping malls,
covering 13.6 million sq. ft. area, are expected to come up in top eight cities by the year
2020.
Despite this, the mall industry in India is very tough place to be in. Almost every mall
aspires to deliver similar kind of facilities to consumers and expects enormous footfalls
and business in return. However, only a few achieve the target successfully. The success
of the shopping malls depends on certain factors:
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INTERVIEW

DLF SHOPPING
MALLS: THE
PREFERRED MALL
DESTINATIONS
– By IMAGES RETAIL BUREAU

Gone are the
days when malls
were only about
shopping. Today,
they are all about
offering shoppers
experiences – F&B
options, special
promotions and
entertainment hubs
are fast becoming
the norm rather than
the exception…

I

n an exclusive
conversation with
IMAGES Retail,
Pushpa Bector,
Executive Vice
President and
Business Head DLF Shopping
Malls, talks about the mall’s
journey, retail expansion
plans and future strategies.

Tell us about the journey
of DLF malls? What
challenges did you face
coming up to the top?
The journey of DLF malls
has been challenging but
extremely rewarding with all
malls (DLF Promenade, DLF
Mall of India, DLF Cyberhub,
DLF Place Saket & DLF City
Centre Chandigarh) doing
exceptionally well. We have
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successfully established
DLF Promenade as the most
admired fashion destination
and DLF Mall of India as the
largest mall in India today.
DLF Place Saket has also
carved an identity for itself
with more and more brands
finding space in it and rapidly
growing footfalls on a daily
basis. DLF Cyberhub is a
unique F&B destination that
offers the best world cuisines

in the heart of Gurugram.
In the recent past GST and
demonetisation have been
the major challenges but the
impact of the same vanished
soon after their implication.
From a technology standpoint,
there have been no significant
challenges as we have been
moving ahead of the curve
using innovative technology
to elevate the customer
convenience quotient.

In your opinion, what
factors have led to DLF
malls being such a huge hit
in India?
An ideal brand and product
mix is sacrosanct in
determining the success of a
mall. Additionally, elements
like hospitality, location,
convenience and safety
play a significant role. Malls
are increasingly becoming
experiential centres and

EXCLUSIVE

Jayen Naik, Vice President (Mall of Amritsar and Ahmedabad One), Nexus Malls

Anil Malhotra, Executive Director, Elante Mall

NEXUS MALLS: THE FLAGBEARERS OF
THE INDIAN MALL RENAISSANCE
– By Sandeep Kumar

The management of
Nexus Malls is upbeat
about Indian Retail and
is confident that they
can be flagbearers
of the much-needed
renaissance through
fresh perspectives and
innovations

B

lackstone
Group, one
of the world’s
leading
investment
firms, forayed
into India’s shopping centre
sector with its fully-owned
subsidiary, Nexus Malls
last year. The aim of the
Blackstone Group was to
transform the shopping
experience of Indian
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consumers. The management
of Nexus Malls is upbeat
about Indian Retail and is
confident that they can be
flagbearers of the muchneeded renaissance through
fresh perspectives and
innovations.
In conversation with
IMAGES Retail Bureau, Jayen
Naik, Vice President (Mall of
Amritsar and Ahmedabad
One), Nexus Malls, and Anil
Malhotra, Executive Director,
Elante Mall, talk about the
innovations their malls have
adopted and the roadmap for
the future for Nexus Malls…

Tell us about your mall
– the inception, and the
challenges faced.
Jayen Naik: Our mall opened
its doors to patrons in October
2011 and pretty soon became

one of the most popular
shopping destinations in
Gujarat. Nexus Malls took
over the asset in July 2016
and there came about a sea
of changes, the first one
being that our brand identity
changed to Ahmedabad One.
The retail mix was churned,
and we brought in a lot of
international fashion labels.
Our process of transformation
is not yet over, as we are
working on more futuristic
innovations and ideas.
Anil Malhotra: Since its
inception in April 2013,
Elante has emerged as the
hub of the city by providing
the right tenant and brand
mix and constantly engaging
its patrons with a plethora of
exciting activities. The mall
has made a mark as a leading

shopping destination of the
northern region, having
introduced leading brands
and retail chains like Hackett
London, Vero Moda and
Collective. We have emerged
as the only mall in the region
which can boast of 100
percent occupancy. Spread
over 1.2 million sq. ft., Elante
has recorded a footfall of over
1 crore since its launch. This
vibrant and upscale shopping
hub is part of the overall 21.5acre complex being developed
as per the government’s
conversion policy.

Give us a lowdown on the
innovations – tech and
in-store in 2017, in Nexus
Malls.
Jayen Naik: Over the last
18 months, we have upped
our game in terms of the

IN CONVERSATION

PHOENIX
MARKETCITY,
BENGALURU:
A COMPELLING
LIFESTYLE
SHOPPING
EXPERIENCE

Tell us about the inception of
Phoenix MarketCity?

– By IMAGES RETAIL BUREAU

Developed by Island Star Mall
Developers, Phoenix MarketCity
is spread across a total built up
area of 1.4 million sq.ft. and has a
gross leasable area of 9,70,000
sq.ft. It boasts of a nine-screen
PVR multiplex spread across
85,000 sq.ft. and a 35,000
sq.ftfood court. The mall has four
floors with 300 stores, a 40,000
sq.ft parking space and is by far
the largest mall in Bengaluru…

I

n an exclusive conversation with
IMAGES Retail Bureau, Gajendra
Singh, Centre Director of Phoenix
MarketCity, Bengaluru, talks about
the strategies and planning it has
taken over the years to become
one of the most sought-after shopping
destinations in the country.
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Phoenix MarketCity Bengaluru is a
marquee development in Retail Real
Estate space that opened in 2011 and
has established itself as a lifestyle and
entertainment destination, operating
with full occupancy. The mall has
grown more than 15 to 20 percent in
terms of sales and bottom line.
Phoenix MarketCity Bengaluru
revolutionised the customer shopping
experience and has become a fully
integrated recreational Centre in
Bengaluru in a very short period
of time. It has established itself as
an urban lifestyle consumption
destination, which offers a holistic
and premium experience for retail,
entertainment and movies, food
and beverages and many more.
With over 300 stores representing
an exhaustive mix of international,
national and regional premium brands,
Phoenix MarketCity offers the most
comprehensive and compelling lifestyle
shopping experience in Bengaluru. The
mall hosts several theme based events,
and large scale musical concerts where
best in class music bands and popular
Bollywood singers perform.

What, according to you, are the
key elements that determine the
success of a mall?
There is no one formulae for success

of any mall. A right mix of research
and planning, location, design,
brand and category mix, customer
centricity, and constantly refreshing
and updating the mall to stay ahead
of the competition. We focus a lot in
personalisation of services offered to
customers.

What has Phoenix MarketCity
done in terms of innovation and
customer centricity?
It is important to have some sort of
differentiation so that we rise above
competition. We have a courtyard
where we host a plethora of events,
such as live concerts by acclaimed
artists, and shopping festivals.
We have recently launched a
Phoenix Gift Card which offers
customer abundance of choice for
gifting.
At our centre, we have always
used technology and innovation in
favor of customer satisfaction. The
touch screen floor plans used at the
mall, innovative direction signages,
themed décor, art and ambience
upgradation to meet expectations of
our customers and retailers, are few
factors that differentiate our mall
from others.

Tell us about the digital
experience, personalisation, and
intelligent technologies Phoenix
MarketCity offers consumers?
The mall has digital directories
at multiple locations to help our
patrons to navigate. Our website is
interactive, user friendly, filled with

CSR

MALLS WITH
THE BEST

NONPROFIT
CAMPAIGNS
IN INDIA
– By IMAGES RETAIL BUREAU

The world is a burgeoning place, unevenly
balanced between the haves and the
have nots. But even as this disparity
mushrooms, there are many privileged
who have taken it upon themselves to
do some good in society. Among these
are malls, using their social connect
and status to do their bit for the
underprivileged in the society…

As Corporate Social Responsibility
(CSR) in the country continues to
develop, malls are coming up with
vibrant campaigns and exceptional
innovations to counter increasingly
complex societal challenges. IMAGES
Group picked the malls that impressed
with their CSR activities in 2016-17.
They were all nominated this year
for the IMAGES Award for Excellence
in Social Inclusion & Community
Initiatives Award. The awards
ceremony was held at the India
Shopping Centre Forum 2017, in
Mumbai. The winner of the award was
Virtuous Retail.
68 | IMAGES RETAIL | DECEMBER 2017

VIRTUOUS RETAIL
VR Bengaluru collaborated with “Make My Wish” to grant the
wishes of orphans and underprivileged children from chosen
orphanages and child caring agencies in Bengaluru. The mall
gathered the wishes of these children and distributed them
to expat and Indian connections who were happy to grant
these wishes. This initiative concluded in December with the
“Make A Wish Children’s Carnival”, a special day for these kids
which the mall made even more special.
VR Surat has also worked along with various partners at
the centre and beyond to organise activities like Green-walk,
Say No to Drugs, Nukkad Natak, Neon Run, Say No to Child
Labour, Blood Donation Camps, and Health Check-Up
Camps.
Apart from this the mall also organised events on Women’s
Day, Mother’s Day. Events like Book Donation and Water
Donation were also a part of their way of giving back to the
society.
For the first time ever, the mall also made an eco-friendly,
edible Ganapati idol at the centre for 10 days on the festive
occasion of Ganesh Chathurthi. On the last day of the festival,
the idol was immersed in milk and given to underprivileged
children.

TECHNOLOGY

The warehouse
industry has
come a long way
from godowns
and mismanaged
empty spaces
to become the
backbone of the
manufacturing
and growing
e-commerce
industry…
Powered by

T

he Indian
warehousing
industry,
which is
estimated to be
approximately
`56000 crore, refers to the
storage and safeguarding of
retail goods until they are
dispatched to end consumers.
A few decades ago, what we
now call warehouses, used to
be decaying buildings called
godowns. Any empty space
surrounded by walls and a
roof overhead which would
be transformed into godowns,
just for the sake of storing
goods, without spending
much on its maintenance or
modernisation.
The industry has come
a long way from oldstyle storage units. Large
distribution centres and
warehouses have become
integral to the supply chain
and sale of merchandise
to customers. They are
the backbone of the
manufacturing industry
as well as the growing
e-commerce industry.
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INDIAN RETAILERS
WORK TOWARDS

BUILDING THE
WAREHOUSE
OF THE FUTURE
– By IMAGES Retail Bureau
However, what needs to be
understood is that there is
much more to designing
a warehouse than simply
choosing the best site.

EVOLUTION OF LOGISTICS
& WAREHOUSING
Warehousing in India is a
fast-evolving sector, with both
the nature of the business and
technology driving it, apart
from undergoing dynamic
changes.
With India budding as
an economy, warehousing
systems and logistics are key

elements that play a major
role in generating smooth
trade activities in and around
the retail and manufacturing
sectors. Storing goods in a
way that they are available at
a moment’s notice to buyers
at every stage of the retail
process is the ask of the day
and this is what warehousing
needs to enable. They should
also be able to store good
which are only produced
in a particular season, but
in demand all year round.
Warehousing needs to
facilitate production and

distribution on a large scale.
Going by the current
industry estimates, the
warehouse space in India
will grow from the current
909.5 million sq. ft. to
approximately 1,439 million
sq. ft. by the end of 2019.
At the Indian Retail Forum
2017, held on September
19 and 20, 2017 in Mumbai,
experts from the warehousing
sector in retail met to debate
its modern aspects basis latest
technology, infrastructure
apart from discussing
many other benefits. They
also talked about how the
implementation of GST
as well as a centralised
warehousing system would
ease things for the industry.
The esteemed panel
included, Deven Pabaru,
Stellar Supply Chain, Chief
Strategy & Implementation
Officer; Divyanshu Rathore,
Vice President (Operations)
-Future Supply Chain
Solutions Ltd.; Vineet
Kanaujia, Vice President,
Marketing, SafeXpress;
Suresh Chugh, Head

