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IKEA Focuses on
Stronger Omnichannel Play,
Local Sourcing in COVID Era

As a purpose-led company, during this time IKEA focused on safety and
security of their people, building digital capabilities, meeting customers in new
ways as the home became the center of everything in everybody’s lives. The
brand aims to reach 100 million people in India online by 2022…
By IMAGES Retail Bureau

W

hat the world has
gone through during
last few months
was completely
unprecedented. As
a purpose-led company, during this time
IKEA focused on safety and security of
their people, building digital capabilities,
meeting customers in new ways as the
home became the center of everything in
everybody’s lives.

Click-and-collect, contactless shopping
service, along with other online home
furnishing services like remote planning,
consultancy etc. were launched. The
brand also launched New Lower Price
and IKEA Family Credit Card by Citi,
to make home furnishing solutions
accessible to many more people. Their
e-commerce sales grew signikcantly (3x4x) and so did sales of some of product
categories like work from home (3x-

5x), living room, children furniture and
kitchen products.
“We are proud of our journey so far
and we are growing in India. Along
with Retail, IKEA Purchasing, IKEA
Foundation, and other group entities
investing in India will together create
an even more positive impact as ONE
IKEA. Our ambition is to reach 100
million people in India by 2022. We will
establish a strong omnichannel presence
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Pandemic Learnings:
Upcoming Mall Developers Talk Consumer
Behaviour, New Mall Design
The pandemic-led shutdown of all economic activity threw the Retail and Shopping Centre industries
into chaos. Mall supply was severely impacted, and the future of many projects still remains
ambiguous. Those who managed to overcome the worst of the pandemic spoke to IMAGES Retail
Bureau about how different the future is for them – namely, building agility and resilience to face
uncertain times, being ͤt for growth by aligning costs with priorities and investing in differentiated
capabilities and digital levers…
By Sandeep Kumar

T

he beginning of the year
2020 saw a remarkable
opening for the shopping
mall industry. Industry
experts predicted a smooth
journey ahead, mall developers were
bullish on the growth potential of
organised retail keeping in mind the
lourishing economy and industry experts
including ANAROCK had predicted the
launch of around 100 new malls spanning
over 49 million sq. ft. pan India by the
end of 2022. Then the pandemic hit, and
it was pandemonium all around.
The subsequent global lockdown,
shutdown of all economic activities threw

the Retail and Shopping Centre industries
into chaos. The growth scale became
imbalanced in a matter of weeks and all
predications were disproved.
Needless to say, therefore, that mall
supply was severely impacted by the
pandemic and the future of many
upcoming malls/projects still remains
ambiguous. In the COVID era, only 5
malls came up in India, in Gurugram,
Delhi, Lucknow and Bengaluru, covering
an area of around 2.75 million sq. ft. Mall
developers in other Tier I, II & III cities
and towns, unsure of what lies ahead,
have yet to announce any launch dates.

Impact of COVID on
Upcoming Projects

Upcoming projects had to face lots of
challenges and situations during this
period:
No Revenue
Construction work delays
Shortage of workers
Delay in clearances/ paperwork
since there was a pandemic-induced
shutdown
Financial losses, yet burdened with
bank loan EMIs
Rental issues
Retailers backing out from projects
Employee safety

34 Retail Revival

Rewarding Customers
for Walking-In is the
‘IN Thing for Retailers
Today’

Retail therapy is the best therapy to beat the blues.
Post an over extended period of lockdown, as much
as everyone seemed enthusiastic to go and shop
to their heart’s content, there were many safety
concerns. However, the retail community in India
ensured that they not just addressed these worries
but also designed enthralling marketing strategies to
entice people back into their stores. Here’s a quick
look at things that worked to create sales way above
the expectations of the retailers…
By Zainab S Kazi

IMAGES RETAIL FEBRUARY 2021

C

ritics who predicted the
eventual death of ofline
retail during the lockdown
period are now eating their
words considering that post
lockdown, not only did India witness a
lot many brands opening new stores but
also saw quite a few international brands
taking a leap of faith by either expanding
their presence or entering the Indian
retail space, for example – Desigual
opening their krst online store in India
in October at the DLF Avenue Mall
and Japanese eyewear brand Owndays
opening their krst store in Mumbai.
But what truly led to people to step
out and shop – other than of course, the
urge to just be out of the house after
months? Brands which targeted and
rewarded consumers via the social media
during the lockdown and offered heavy
discounts and other schemes and prizes
saw major footfalls post the lockdown
– this despite the Big Billion Day and
Prime Day sales on various e-commerce
platforms. In fact, especially around
the festive season, the crowds at stores
were a sight to behold. One look at the
crowd gathered at Mumbai’s New Beauty
Centre at Khar would have led anyone
to dismiss the fear of the pandemic as
a myth. Lucky Draws and surprise gifts
created magic, compelling people to
venture out and shop.

Pulling in the Footfalls

Amit Panchal, Chief Executive Ofkcer,
Ethnicity Retail gives us a glimpse of
the various strategies the brand put
in place post the lockdown, “At our
stores, our customers are introduced
to the Ethnicity experience and receive
instant gratikcation in the form of Gift
vouchers, which have substantially
contributed to repeat footfalls and high
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What Omnichannel Means
For Brands & Retailers

Although Omnichannel has been
a buzzword of modern retail for
quite some time now, it still has the
ambivalence of being open to many
interpretations, stemming out of
respective business requirements.
“Omnichannel can be very different for
different people. For us, Omnichannel is
a means of ensuring seamless customer
experience across ofline and online
channels with regard to purchases and
returns. So, whether our customers
are shopping from one of our stores,
through our website, or from an online
marketplace, they should have a similar
experience and our Omnichannel

W

ith the onset of
the pandemic,
consumers needed
a contactless way to
shop. Today, they
are hopping across multiple channels,
while shopping brands and retailers
are compelled to ensure that they
offer a consistent experience across
all touchpoints. The pandemic has
accelerated the need for an Omnichannel
marketing strategy across all brands and
retail businesses as buying habits are
now constantly evolving in the wake
of the need for sanitization and the
importance of no touch.
In an attempt to get a 360 degree
view of how to build Omnichannel
capabilities, India’s krst Digital
Transformation Strategy Summit,
PHYGITS LIVE conducted a session title,
Building Omnichannel Capabilities,
on January 12, 2020. The session was
powered by OMUNI (Arvind Internet).
It was moderated by Mukul Bafana CEO - Omuni.

Why Building Omnichannel
Capabilities are Crucial for
Retail Businesses
In the wake of pandemic, as digitalisation accelerates and
consumer buying habits constantly evolve, the need for a
sound Omnichannel strategy seems more important now
than ever before…
By IMAGES Retail Bureau

The panelists included:
Himanshu Chakrawarti – CEO,
Unlimited
Namrata Chotrani – CEO, Khadims
Ranjan Sharma – CIO, Head of SCM,
Captive E-commerce Business and QA,
Bestseller
Omuni, powered by Arvind Internet
is India’s leading Omnichannel retail
enablement platform built by retail
practitioners and industry insiders
who understand the complexities of
Omnichannel retail transformations, both
technological and operational.
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Retailers &
Shopping
Malls Talk
Collaboration,
Technology,
Initiatives,
Digitisation
as Key
Objectives for
Revival and
Growth
IMAGES Group’s 1st onground event post-COVID,
Retail Real Estate Strategy
Meet was all about listening
to and absorbing ideas
and initiatives which some
of the top retailers and
shopping centre heads
came up with during and
after the lockdown to get
back on the track of revival
and growth…
By IMAGES Retail Bureau

supported by

I

n an attempt to announce the return of normalcy to the real estate and retail
sectors, IMAGES Group successfully conducted its krst physical event – after a
long gap of 12 months, ever since the pandemic broke out. ‘Retail Real Estate
Strategy Meet’ was organised on January 22, 2021 at Aerocity, which witnessed
a gathering of around 100 experts from the Shopping Centre and Retail
industries. The event was conducted keeping all the COVID guidelines mentioned by
the Central and the State governments, giving importance to social distancing and
hygiene.
The evening was spent listening to and absorbing ideas and initiatives which some
of the top shopping centres have come up with during and after the lockdown to
get back on the track of revival and growth. The event was powered by Arklan and
supported by IRIS Broadway, Palm Walk, EPICAH, Migsun, KW Delhi6, Mohali
Walk, Boulevard Walk, and JS Martin & Co.
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The Evolving Roles
of Gold Jewellery:
RECENT TRENDS & WHAT THE
FUTURE HOLDS
With its universal value
and stature, gold is
often regarded as the
best investment for
common people. Gold
is, and will always be at
the top of the pyramid,
and therefore India’s
appetite for jewellery is
pretty considerable…
By Sameer Nanda,
CEO - Merchandising,
Khimji Jewels

T

he love for jewellery, especially
gold is not a new thing for
the Indian consumer. The
fascination for gold is centuries
old and with time it has been
an integrated part of the retail and Indian
economy. It is considered one of the most
precious metals, and its value has been used
as the standard for many currencies, through history, across the world. This is what
we refer to as the gold standard.
Gold has come to stand for purity, value, and royalty. And roles that combine all
these properties are distinctively symbolized by gold. With its universal value and
stature, gold is often regarded as the best investment for common people. Gold is, and
will always be at the top of the pyramid, and therefore India’s appetite for jewellery is
totally considerable.
Be it COVID or pre-COVID, change is the only constant and gold being an essential
part of the retail is not untouched from it. The year 2020, the pandemic succeeded in
changing the face of every single industry and including gold and jewellery. However,
the change was far from unpleasant. As far as this industry was concerned, this
heralded the beginning of a new era. An era which is more customer-centric and userfriendly. Through these challenging months, gold has reafkrmed people’s faith in its
value as a long-term investment and as security for hard times. There are changes
for good that are redekning the future of the
jewellery industry.
Meanwhile, the structure
of the gold market
is facing an
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E-Commerce Order
Volume in India Clocks
36% Growth in 2020 Q4

Key Highlights:

E-commerce in the post COVID-19 and
trends witnessed
The last quarter of 2020 saw
e-commerce grow by 36 percent and
30 percent YOY in terms of order
volume and GMV respectively, while
the average order value declined by
5 percent in Q4-2020 as compare to
same period last year
Last year, the e-commerce industry
reported 26 percent order volume
growth in Q4-2019 vis-a-vis Q4-2018.
The sharp spike in volume growth of
Q4 2020 signikes that the demand for
e-commerce has increased signikcantly
in the last year
The growth accelerated in light of
COVID-19 and the effects of lockdown
led to a massive change in consumer
habits with many new shoppers and
sellers coming online
The ofline retail continues to have
a single-digit growth, whereas the
ecommerce sector is growing at a
CAGR of more than 20 percent

New segments making their
presence felt

E-commerce as an industry saw a signiͤcant uptick
in demand. The last quarter showed the real reflection
of changing consumer behaviour, and highlighted the
actual shift to online shopping even after the lockdown
was lifted...
By IMAGES Retail Bureau

U

nicommerce and Kearney,
released an ‘Q4-2020:
E-commerce Trends
Report’ for the last
quarter of 2020. The
report assesses the e-commerce growth
in Q4 2020 and deep-dives into the
sector-wise analysis. It extensively covers
trends related to the overall e-commerce
growth, region-wise consumer demand
and D2C trends and how it affects the
industry in the post COVID-19 world.
In 2020, the COVID-19 pandemic
affected industries across sectors.
E-commerce as an industry saw a

signikcant uptick in demand during
these times. Moreover, the last quarter
was extremely interesting, as it showed
the real relection of changing consumer
behaviour, and highlighted the actual
shift to online shopping even after the
lockdown was lifted. This report talks
about emerging sectors and changing
consumer preferences. Given the rising
number of online shoppers and the
maturing ecosystem, this report presents
a point-of-view on the rising number of
D2C brands and important technology
solutions needed to thrive in the everevolving e-commerce ecosystem.

Personal care, Beauty and Wellness
(PCB&W) as well as FMCG &
Healthcare (F&H) were the biggest
benekciaries and saw volumes grow
by 95 percent and 46 percent YOY
respectively
FMCG &Healthcare (F&H) is one of
the fastest growing category, with
value growth of 94 percent in Q4-20
compared to the same period last
year. The strong value growth is
supported by the 46 percent order
volume growth in Q4 2020. This has
helped the category to achieve the
highest AOV growth of over 33 percent
in the quarter. The category has been
able to record strong growth with the
increased size of the consumer basket
as consumers seek larger packs/
more SKUs. Major FMCG companies
in India are now looking to ramp
up e-commerce efforts with many
adopting online-only or online-krst for
select brands and products.
Electronics segment was buoyed
by homebound consumers turning
towards high-end products. The
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Phygital
Retail
Convention:

What’s
Next –
CEOs Talk
Strategies,
Solutions
Consumption is an
such an integral
aspect of modern
lives that even
a pandemic of
the catastrophic
proportions of
COVID-19 couldn’t
abate it. It did,
however, create
a big dent in
consumer behavior
and consumption
patterns. Industry
titans talk to solutions
and strategies which
can used to abate the
negative effects of the
pandemic…
By IMAGES Retail Bureau

T

he coronavirus pandemic was
a once-in-a-lifetime test of
business continuity planning
for retail businesses across the
globe. Even when things have
stabilized to an extent and economies are
gradually opening up, the industry is being
confronted by a string of questions, the
hardest of which are:
What’s next?
What has changed in consumer
behavior and what impact will it have
on businesses? What’s the New Normal
going to be?
What changes are likely to persist and
which of them are reversible?
“Throughout this time, we just slept on
the implications of the pandemic on our
businesses, how to deal with it, about
cash conservation, cost reduction, various
survival strategies, etc. I think that the
need of the hour is to prepare for what is
next,” said Vishak Kumar, CEO Madura
Fashion and Lifestyle (Aditya Birla
Fashion & Retail), while moderating

a session at India’s krst Phygital Retail
Convention, by IMAGES Group.
Fortunately for the Retail Industry,
consumption is an such an integral aspect
of modern lives that even a pandemic of
the catastrophic proportions of COVID-19
couldn’t abate it. It did, however, create
a big dent in consumer behavior and
consumption patterns evolved suddenly
and radically.
“The consumer has been subject to a
massive metamorphosis. But the resilience
that we have seen in our consumers is
very heartening for all of us in the retail
industry. What businesses need to do
now is track the change in consumer
expectations as well emerging trends,” said
Abhishek Ganguly, MD, Puma India &
Head South Asia.
The pandemic has compelled the entire
businesses ecosystem to be unit economics
centric. While businesses too were forced
to focus on strategic cost management
and roll out cost improvement initiatives,
the lockdown made consumers analyse
their knancial baseline and pinpoint bad

