MALL REVOLUTION HAS NOT BEEN A BIG SUCCESS 

Approximately 6.7m sq ft of mall space lies vacant across the country; retailers are forced to alter growth strategy 
RAGHAV GUPTA PRESIDENT TECHNOPAK ADVISORS 
YES: Let’s begin with defining success. In the case of a shopping mall (and most other consumer facing businesses),I believe this lies at two levels success at a customer value proposition level (end consumer and retailer / occupier),and then at a financial level for the mall developer. For the shopping mall revolution to be considered a grand success, one would want at least 50-60 % of malls in the country to deliver on these two counts. Now, let’s look at the reality. Malls were hailed as one of the key growth drivers for the retail and entertainment sector in the country 5-7 years ago, as they provided a plug and play opportunity for retailers to expand footprint and promote consumption. Today, there are an estimated 150 malls in India, and the sad reality is that only around 20-25 of these are successful. Malls like Select City Walk and Ambience in the NCR, Inorbit and High Street Phoenix in Mumbai, Forum in Kolkata, Garuda and Forum in Bangalore have done a phenomenal job of creating shopping and leisure destinations for consumers and retailers. They have even impacted traditional high streets such as South Ex., Greater Kailash-1 (M Block) in Delhi, and Commercial Street and Brigade Road in Bangalore amongst others. However, with fewer than 20% malls delivering on the customer and financial counts, one can clearly say that the mall revolution has not been a grand success in India. Issues with malls exist at a mindset, planning (or lack of it), execution, as well as mall management level. Few developers realise that malls are a retail business that needs to be planned, managed and nurtured like one, and not just another piece of real estate to sell to the highest bidder at the soonest possible. Also, with rentals taking up a disproportionate share of revenues for a retailer (25-35 % for a number of fashion retailers!), this is a broken economic model for the occupier, hence for the developer. Like in any other industry, understanding, partnering and servicing customers on a continual basis is the key to success for developers. Till this happens, a number of retailers will continue to refer to CAM (Common Area Maintenance charges) as SCAM! 

RAJEEV TALWAR GROUP EXECUTIVE DIRECTOR DLF 
NO: Mall revolution has been a resounding success in India, both in the context of growth in number of malls and profitability of these malls as well as in the broader context of enhancing the shopping experience of Indian consumer. Before looking at the growth of malls, let us focus on the experiential aspect of Mall revolution and reasons for its rise. Malls entered India at a time when the consumer was getting increasingly frustrated with the shopping experience on a high-street. The consumers lapped up the convenience and comfort provided by malls right from ample covered parking space, centrally air-conditioned shopping ambience, multiple brands and options for entertainment and dining under same roof. For the first time, the consumer started perceiving shopping as leisure and pleasure activity rather than a chore. This willingness to spend more time shopping and exploring new options led to growth of new retail formats. It was truly a revolution. The mall culture has been spurred along by the growth in the middle class population, rise in number of youngster in the age group of 18 to 35 as well as the rising purchasing potential of youth. The malls provided just the outlet for this segment. The multiplex & food revolution in this country has been led by malls in changing the way India spends its weekends. Almost 5000 to 10,000 people visit a mall during weekend purely for recreation & food, besides shopping. In terms of business growth, the tremendous growth in Indian retail sector can be attributed majorly to the revolution brought in by malls. With increasing number of malls & retail outlets, a retailer can achieve economies of scale quickly. The arrival of global retail majors combined with their mega projects will further boost the development of shopping malls in the country. Clearly they will need additional retail space, which is not possible without the construction of more and more malls in the country. The real mall revolution, in fact, has just begun!
Source: Economic Times
