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New Year, New Hopes
There is a lot happening in the retail industry 
in terms of retail experience, technology 
and expansions. The industry seems to have 
overcome the bump in its growth trajectory 
caused by the pandemic and is back on track to 
achieve its expected growth of USD 1.5 trillion 
by 2030. The Indian e-commerce industry, on 
the other hand, is expected to surpass USD 350 
billion by 2030, growing at a Compound annual growth rate (CAGR) of 23 per cent. 
The threat of the pandemic, and global in  ationary pressures notwithstanding, the 
environment appears conducive to the growth of retail.

A pro-consumption budget and more business-friendly policies will give the 
desired push to help the retail and allied industries in unlocking their latent potential. 
In that sense, 2023 will be a crucial year for retail.

We got talking to some of the leading founders and CEOs from retail brands across 
India to know their vision for growth in 2023 and the strategies and plans they are 
putting to work. It was heartening to learn about the kind of work that is being put 
in various areas of retail.

In this issue, we take a fresh look at retail across sectors and highlight progress 
made so far, the trends to follow, and insights from key analysts. The issue sets the 
tone for days to come this year and rightfully establishes the narrative of growth and 
higher ROI.

We would like to mention that this is a green edition – using Favini 
Shiro Echo, an environmental paper with 100% recycled  bres 
– from cover to cover. Shiro Echo paper is CO2 emissions neutralised, and all raw 
materials are sourced from controlled and certi  ed sources. The o   cial certi  cation 
is placed at the top of the page. 

Happy reading and wish you all a happy and pro  table 2023. 

RETAIL Editor's Note
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Retailtainment

Inox so far has added 7 cinemas and 37 screens in this 
 nancial year including a 3-screen multiplex in Srinagar. 

The upcoming cinema launches lined up in cities are 
Hyderabad, Vijayawada, Delhi, Patna, Indore and 
Dharwad. 

By Sandeep Kumar 

‘We Have Always Been 
Hungry for Expansion 
and Desire to get Closer 
to our Consumers’
– Alok Tandon

E ver since commencing 
operations in year 2002, 
INOX has been engaging 
the masses and has 
entertained more than 

700 million guests throughout the 
journey. With 712 perfectly appointed 
screens in 167 multiplexes across the 
country, INOX continues to be an 
epitome, getting closer to the Indian 
cinema lovers. The  agship venture 
of the $5 billion INOX Group, INOX 
Leisure Limitedremains on a growth 
path which is envied across the globe.

The brand has always worked 
upon enhancing the experiences, 
right from creating a world-class 
infrastructure which is high on 
comfort and aesthetics, to staying 
updated with the latest in the cinema 
technology space. 

In an exclusive interaction with 
IMAGES Retail, Alok Tandon, Chief 
Executive O   cer, Inox Leisure 
Limited, talks about the brand’s 
achievements, vision and goals after 
celebrating the 20th anniversary. 

INOX recently celebrated its 20th 
anniversary. Tell us about the 
journey of the brand highlighting 
the key milestones. 
We have been entertaining India for 
more than 2 decades now. In 2002, 
we opened our  rst multiplex in Bund 

Pioneers in India to:
 First cinema chain to 

introduce the concept of 
Laserplex (a multiplex with 
all screens equipped with 
laser projection). 

 India’s  rst MX4D screen 
with advanced multi-sensory 
theatre e  ects. 

 First cinema chain in India 
to introduce the 270-degree 
multi-projection technology – 
ScreenX. 

 First to introduce tier-based 
loyalty program.

 First to o  er an app-based 
payment wallet. 
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In 2023, retail in India is expected to grow better than all 
other key markets globally with Omnichannel becoming 
the norm for the retailers. Concepts like these will 
enable millions of small retailers to participate in digital 
commerce. 

By Sandeep Kumar 

The 
Demand for 
Experiential 
Retail to Grow 
in 2023 

T he retail industry starts 
another year with new goals, 
objectives, mission and 
hopes. Another year, where 
the threat of the pandemic is 

still looming large globally, the industry 
cannot a  ord to take the step o   the 
pedal and is gearing up for another set 
of challenges associated with it.  

The year 2022, was a good turnaround 
for the industry as we witnessed every 
segment of retail recording a reasonable 
revival rate, both in terms of pro  ts and 
footfalls. India’s retail trading sector 
attracted US$ 4.11 billion FDIs between 
April 2000-June 2022. According to data 
released by the Ministry of Statistics 
&Programme Implementation (MoSPI), 
India’s Consumer Price Index (CPI) 
based retail in  ation stood at 6.77% YoY 
in October 2022.

Categories That Stood out 
The reports and analysis from Retailers 
Association of India (RAI) states 
that retail businesses across regions 

18_22_Cover Story Intro.indd   18 13-Jan-23   2:33:12 PM
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Awards

Top Indian food retailers hog limelight at 15th Coca-Cola Golden Spoon 
Awards of India Food Forum 2022.  

By IMAGES Retail Bureau

Celebrating India’s Most 
Admired Food & Grocery 
Innovators of 2022  

I n a glittering ceremony, IMAGES Group felicitated India’s food and grocery 
retail innovators and pioneers with ‘Coca-Cola Golden Spoon Awards 2022’ at 
Hotel Westin on December 7, 2022. The food retailers led by Reliance Retail, Le 
Marche, Wellness Forever among several others stole the limelight at the 15th 
edition of the awards, which was powered by Coca-Cola and supported by Inorbit 

Mall and Valley Culture. 
India’s most prestigious accolades for food and food service retailers, the Golden 

Spoon Awards, were launched in 2008 to acknowledge the growing successes 
of progressive food and grocery retailers, and their crucial role in boosting 
consumption and evolution of e  ective marketing and distribution strategies 
in this sector.

“India’s blockbuster retail evolution has been a cumulative compilation of 
several brands that have demonstrated tremendous grit and innovation to be 
successful. Their achievements merit recognition to inspire several million 
other enterprises to take this story of Asia’s third largest economy globally,” 

said Nikhil Behl, CEO — Food Business, IMAGES Group.
Avinash Joshi, Fruits and vegetables, Sr. Vice President, Beverages and 

Confectionary, Reliance Retail was honored with the Category performer 
of the year. Reliance Retail was conferred with a few more awards in 

categories including Arti  cial Intelligence & Machine Learning Life-Cycle 
Technology System — for Loyalty Program implementation and for brand partnership. 

Its Fresh Signature store at Tirupati was recognized for highest annual revenue growth.

Top Indian food
Awards of Indi

By IMAGES Retail 
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Selection Process
The honors and awards under 
various categories of food 
service were decided on the 
basis of nominations invited 
from food service operators 
across India. In addition, 
shopping centre developers 
voted for their best-performing 
food service operators across 
formats. Final adjudications 
were based on an online 
judging process and real-time 
presentations before an eminent 
jury comprising experts from 
the food retail industry.

Celebrating India’s Most 
Innovative Food Service 
Organisations

The 6th Pepsi IMAGES Food Service Awards by IMAGES Group honoured 
leading food service operators for their big role and outstanding 
achievements in the  elds of business performance, marketing, innovation, 
and retail growth of the food service business in India.

By IMAGES Retail Bureau

Awards

IMAGES Group honoured India’s leading 
food service pioneers with Pepsi-IMAGES 
Food Service Awards (PIFSA) at a glittering 
ceremony held under the aegis of India 
Food Forum at The Westin Mumbai Powai 

Lake, Mumbai on December 8, 2022. The awards 
celebrate outstanding achievements in business 
performance, marketing, retail growth, and 
innovation in food service in India. 

PIFSA is India’s most prestigious accolade 
for food service brands, and it recognises the 
evolution of restaurant and dining formats 
across the country, besides honouring excellence 
in menu & format innovation, marketing, 
business expansion, and customer experience 
across multiple categories. 
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JioMart, Myntra, Head Up for Tails, 
Plum Goodness, Uber, Marks & Spencer, 
IIFL Securities and Paytm among India’s 
Digital Commerce Leaders at the Images 
E-commerce Awards 2022.

By IMAGES Retail Bureau

India’s Most 
Innovative Digital 
Commerce Brands 
& Companies 
Honoured at 
IMAGES 
E-Commerce 
Awards 2022

eCOMMERCEAwards
2022

Excellence in 
Ecommerce 
Innovation

S ome of India’s most exciting e-commerce 
companies and brands were honoured at the 
debut edition of IMAGES E-commerce Awards 
(IEA)on December 14, 2022 at Hotel Sheraton 
Grand White  eld, Bengaluru.  Organised by 

IMAGES Group and attended by the C-Suite of India’s 
digital commerce, retail and technology sectors. The 
glittering awards ceremony conferred recognition on 
brands and companies representing a wide universe of 
e-commerce businesses in India.

JioMart, Myntra, Head Up for Tails, Plum Goodness, 
Uber, Pee Safe, Croma, Marks & Spencer, IIFL Securities, 
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Market Watch

T he retail sector has 
been racing back to 
normalcy since early 
2022 as customers are 
now resorting to a trend 

called ‘revenge shopping’, much like 
‘revenge tourism’, wherein they want 
to experience and shop for things 
they did not have access to for nearly 
two years. However, ‘experience’ 
now has become the buzzword. It is a 
critical factor driving the retail space 
due to its ability to drive up customer 
engagement and not only sales. Pent-
up demand among consumers who 
had been forced into isolation for two 

years but are now emerging from 
their homes following a receding 
pandemic.

Moreover, the retail fever is no 
longer limited to metro and Tier 
I cities but has spread to Tier 
II & III cities. Most corporates 
are encouraged by the quality 
infrastructure, a  ordable land costs, 
and operations in these locations. 
While some are leasing space to set 
up their own operations, others are 
also opting for the  exible space 
route.

Also, retailers and mall developers 
are looking to leverage the buying 

power of the populace residing in 
these cities. In addition, growing 
internet usage has whetted the 
appetite for quality products in these 
areas, thus giving a  llip to malls and 
e-commerce. 

Tier II Cities: The New Places in 
Vogue
As India transitions from being 
largely rural to an urban society, tier-
II cities will continue to play a crucial 
role in the country’s future growth 
story. Thus, we believe harnessing 
their economic and development 

Retailers and mall developers are looking to leverage the buying power of the populace 
residing in these cities. In addition, growing Internet usage has whetted the appetite for 
quality products in these areas, thus giving a  llip to malls and e-commerce. 

By Anshuman Magazine, Chairman & CEO, India, South-East Asia, Middle East & Africa, CBRE

Retail’s Relay Across 
Tier II Cities!
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Retail Experience

I ndian consumers have 
forever relied on their 
corner shops and 
neighbourhood stores to 
provide for most of their 

needs. These shopkeepers have 
deep insights into their shoppers, 
know them, know what they 
want and what’s more – they 
even make it available if it isn’t 
available immediately.

The sudden onslaught of a 
global pandemic made India as 
the third-largest online shopper 
base in the world.So, is this the 
beginning of the end for physical 
retail? Hold that epitaph, all 
is not lost yet.There are some 
interesting behavioral reasons 
why physical retail may never go 
out of fashion and demand. 

Consumers are now beginning 
to feel the brunt of ‘online 
fatigue’. The endless scroll and 
blue-screen exposure from 

running business meetings to shopping 
online are taking a real toll. Consumers now 
look forward to getting out there, into the 
physical world. This includes shopping.

Opportunities: Revenge Shopping 
Covid lockdowns meant there was very little 
opportunity to spend. This has resulted in the 
twin e  ects of pent-up demand and spare 
cash. The result? ‘Revenge shopping’, as was 
seen in the festive season that went by.

The mode of shopping a customer decides 
to favor, is the function of how easy it is to 
choose and ful  ll that choice. As a species, 
we loathe anything that requires additional 
e  ort. Our brains are wired that way; we 
decode any additional e  ort as pain. Why 
should the e  ort in shopping be any di  erent? 
Any barrier that keeps us from achieving our 
desired outcomes is unwelcome.

The decision to go online or go physical 
shopping boils down to the context of the 
consumer. What is the consumer looking to 
buy? What will make her purchase experience 
e  ortless? What will make her choices and 
decisions easy? How much assistance and 
assurance are available? The answers to 
these questions should be on the mind of 
retail brands.

Consumers are now beginning to feel the brunt of 
‘online fatigue’. The endless scroll and blue-screen 
exposure from running business meetings to 
shopping online are taking a real toll

By Richa Bhagwat, Behavioural Analyst, Terragni Consulting

Will Retail 
Bounce Back 
as the Most 
Preferred Mode 
of Shopping?
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E-commerce

T he year 2022 saw millions of orders being processed, 
packed and delivered online through various delivery 
and e-commerce apps. Several of ‘tech-enabled’ apps 
have successfully delivered orders carrying various 
categories of products. The latest Data from Borzo 

(erstwhile WeFast) and Dunzo Daily reveals the most popular and 
trending categories that Indians ordered online in 2022. 

Food and clothes are the most popular delivery categories of 2022 
followed by documents in the third spot on Borzo, while groceries 
were the fourth trending category ordered.The most interesting post-
pandemic consumer behaviour change to be noticed was the least 
active day of the week being Sunday as delivery partners received 
fewer orders as compared to other days of the week. Mumbai, Delhi 
and Bengaluru were the most active cities in terms of deliveries. 
The top industries amongst orders comprised of Grocery at 40%, 
Food at 20%, ecommerce at 20% and others at 20% which includes 

While Borzo reveals that 
food and clothes were 
the top category ordered, 
Dunzo Daily’s latest data 
suggests that onions, 
tomatoes, and potatoes 
were the most ordered 
veggies in all cities.

By Nehal Gautam

Here’s 
What 
India 

Ordered 
on 

Q-Comm 
in 

2022
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