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Organized retail stock in India grows by more than
10 times since 2005

In the past five years, nearly 18.6 million sq ft of new 
shopping mall space was added across India’s top 
7 markets, taking the operational Grade A stock to 
88.7 million sq ft, majorly driven by Mumbai, Delhi 
NCR and Bengaluru. These cities collectively 
account for 63% of the existing retail stock in the 
country as of H1 2025.

Retailers lease 22.5 million sq ft in 2.5 
years
Despite global turbulence, leasing activity between 
2023 and H1 2025 has been resilient. In this period, 
over 22 million sq ft of space was taken up by retail 
brands across India’s top 7 cities. Shopping malls 
dominated the overall leasing activity with a 52% 
share, followed by high streets at 45%. The remain-
ing 3% was in mixed-use developments and prime 
retail developments. It is interesting to note that 
amenity retail blocks in business parks witnessed 
high demand, primarily by F&B retailers.

F&B emerges as a high performing 
retailer category 

Fashion & Apparel, F&B and Entertainment have 
been the top performing retail categories between 
2023 and H1 2025. These 3 categories amongst the 
total 10 categories, collectively contributed over 
two-thirds to the overall leasing activity in each of 
the preceding periods (2023, 2024 and H1 2025).

DO YOU KNOW?

Bengaluru, Mumbai and Delhi NCR, the country’s 
top 3 metros have been the front runners in the 
India retail leasing activity. Together, these 3 
cities have contributed almost two thirds to the 
country’s overall retail leasing activity since 2023.

Over 60 new global retailers opened their first 
stores in India during this period. Majority of these 

new retailers were EMEA-based, followed by 
American retailers. Delhi NCR and Mumbai 
remained the hotspots for such brands.

Space take up by Direct to Consumer (D2C) 
brands have also contributed to the surge in 
retail leasing activity during this period. To pro-
vide consumer’s experience, these retailers have 
expanded offline and have opened brick and 
mortar stores as well.
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India’s F&B sector demonstrated remarkable 
expansion with 4 million sq ft of retail leasing 
activity across seven major cities since 2023.

Bengaluru established itself as the undisputed 
leader in F&B absorption, securing more than one 
third share of the total leasing volume. 

Mumbai emerged at the second place across 
cities with 0.8 million sq ft space leased by F&B 
operators, accounting for 20% share. 

Delhi NCR positioned itself at the third place with 
a 17% market share, with approximately 0.7 million 
sq ft leasing. 

Hyderabad continued its growth trajectory with 
14% of total F&B leasing volume, representing 
about 0.6 million sq ft.

At a Pan India level, high streets emerged as the 
preferred destination for F&B operators, account-
ing for 2.1 million sq ft of total gross leasing 
(across the top 7 cities) from 2023 to H1 2025. In 
total, high streets accounted for a cumulative 
share of 54% across all cities. The organic expan-
sion opportunities provided by high streets is a 
key factor why F&B operators preferred to be      
situated at high streets as compared to shopping 
malls.

Shopping malls constituted a significant share of 
38% in F&B leasing, contributing 1.5 million sq ft of 
total absorption across the top 7 cities.

Other retail developments accounted for 8% of 
total leasing across the top 7 cities.

Domestic F&B brands from India dominated the 
leasing activity in the period between 2023 and H1 
2025. International F&B brands leased 0.6 million 
sq ft of space during this period with U.S. based 
brands leading the chart.

During this period, there has been a sustained 
influx of international F&B brands in India. Since 
2023, 20 new global F&B brands have entered 
India. Majority of these brands chose Delhi NCR 
and Mumbai to open their first restaurants in the 
country.

F&B leasing dominated by 
Bengaluru, Mumbai and Delhi NCR

High streets at the forefront of F&B 
leasing in most cities

Chennai, Hyderabad, Bengaluru, Mumbai, and 
Kolkata demonstrated a clear pattern with high
streets witnessing vibrant F&B leasing. However, 
Delhi NCR and Pune were exceptions to this trend as 
shopping malls dominated the F&B leasing in these 
markets.

Real estate trends redefining the F&B 
landscape

The F&B category has undergone a profound stra-
tegic transformation, evolving from a supplemen-
tary offering in a shopping mall to a pivotal driver of 
destination appeal within contemporary retail and 
mixed-use developments.

Domestic F&B brands lead the 
leasing activity
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What Makes Shoppers Follow You?
In India’s fast-evolving retail landscape, social 
media has become the new front door of the shop-
ping mall. From discovering new brands to plan-
ning weekend visits, consumers now interact with 
malls digitally long before stepping inside. But what 
draws them in?
Recent retail insights reveal a clear driver: 47% of 
shoppers engage with brands and mall pages on 
social media primarily for deals, discounts, and 
promotional offers.
This single statistic highlights an undeniable truth — 
value remains the strongest magnet for digital 
engagement.

Shoppers Follow Value, Not Just 
Vibes

While creative campaigns, influencer tie-ups, and 
lifestyle storytelling help build awareness, tangible 
benefits are what sustain engagement.
Shoppers expect real rewards for their attention — 
early-bird access to sales, festive coupon codes, or 
exclusive loyalty redemptions. For malls, this means 
followers aren’t just seeking inspiration; they’re 
looking for actionable opportunities.

Platforms like Instagram, Facebook, and WhatsApp 
are where deals are discovered, shared, and acted 
upon often driving immediate store visits or 
e-commerce transactions linked to mall tenants.
For example, DLF Mall of India, Phoenix Marketcity, 
and Nexus Select Malls frequently use digital chan-
nels to announce “Weekend Specials,” “Buy & Win” 
contests, and “Shop & Dine Rewards.” These create 
excitement and urgency, turning digital engage-
ment into measurable footfall.

From Digital Clicks to Physical
Footfall

Social promotions are proving especially powerful 
in bridging the online-to-offline journey.
A limited-time deal shared on Instagram can moti-
vate a mid-week visit; a loyalty bonus announced 
on WhatsApp can trigger spontaneous shopping 
plans.
This synergy between social engagement and 
physical experience lies at the heart of modern 
mall marketing.
Consider mall-driven loyalty programs such as DLF 
Club5 or Phoenix Pulse — both integrate online deal 
notifications with on-ground rewards. Members are 
notified via social media about special discounts or 
partner brand offers, motivating repeat visits.

STRATEGY TALK
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Such campaigns don’t just create sales spikes — 
they build habit and loyalty.

Promotions With Purpose: Doing It 
Right
The key, however, is not just offering deals but doing 
so strategically. Constant discounting can dilute 
premium perception, while generic offers get lost in 
the clutter.
The most successful malls and brands follow a 
structured promotional rhythm, blending value with 
engagement:

This integrated approach ensures promotions 
don’t just drive one-time visits but create a sense of 
belonging — making followers feel part of an exclu-
sive mall community.

The Takeaway: Engagement That 
Converts
For shopping malls, the 47% insight is more than a 
marketing statistic — it’s a strategic cue.
It signals that half of the digital audience engages 
with intent, looking for real reasons to visit, spend, 
and share. By aligning social media activity with 
deal-led engagement — while preserving a premi-
um, experience-driven narrative — mall profes-
sionals can achieve the perfect balance: entertain, 
inform, and reward.
In today’s attention economy, value is visibility. And 
when every click counts, the mall that offers the 
best mix of experience and exclusive deals doesn’t 
just get followers — it earns loyal customers.

Thematic offers: Festival or seasonal promotions 
tied to mall décor and events.
Exclusive social media contests: “Follow & Win” 
or “Tag to Shop” formats that build organic reach.
Collaborative deals: Cross-category offers 
(shop + dine + movie) that increase spend per 
visit.
Personalized value: Loyalty-linked offers tailored 
to spending behaviour, sent through social 
media or app notifications.
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The History of Christmas Décor in Shopping Malls: 
From Festive Displays to Immersive Experiences

When the first twinkling lights go up and the air fills 
with the familiar melody of carols, it’s a signal that 
Christmas has arrived—not just in homes, but in 
shopping malls around the world. Over the past 
century, Christmas décor in malls has evolved from 
simple seasonal adornments to elaborate, immer-
sive experiences that blend art, technology, and 
commerce. This festive transformation reflects not 
only changing consumer tastes but also the retail 
industry’s adaptation to cultural shifts & technolog-
ical innovation.

Origins: Department Stores and the Birth of 
Festive Retail
The story of Christmas décor in shopping malls 
begins long before malls even existed. In the late 
19th and early 20th centuries, department stores 
like Macy’s in New York, Harrods in London, and 
Marshall Field’s in Chicago pioneered elaborate 
window displays that drew crowds to city centres 
during the holiday season. These “Christmas       
windows” were not just advertisements; they were  
theatrical spectacles animated figures, mechani-
cal toys, and shimmering lights that turned retail 
into entertainment.
When suburban shopping malls emerged in the 
1950s and 1960s, they inherited this tradition. 

The enclosed, climate-controlled environment of 
malls made them perfect venues for year-round 
community gathering—and Christmas décor 
became their biggest annual attraction. Early mall 
decorations were modest: wreaths, garlands, a 
central Christmas tree, and perhaps a “Santa’s 
Corner” for children’s photos. But as competition 
among malls grew, festive displays became a tool 
to differentiate and attract footfall.
By the 1980s, malls had transformed Christmas 
décor into a major seasonal investment. The goal 
was to create wonder—larger trees, grand light 
displays, and interactive elements that extended 
the shopper’s stay. This era saw the rise of themed 
décor, with malls adopting motifs from popular 
culture, fairy tales, or winter fantasies.
For instance, The Galleria in Houston became 
known for its 45-foot Christmas tree rising from the 
centre of its ice-skating rink, drawing tourists and 
locals alike. In Canada, Toronto’s Eaton Centre 
introduced suspended reindeer sculptures made 
of twinkling lights an icon of holiday décor still 
admired decades later.
With the boom of organized retail in the 2000s, 
Indian malls such as DLF Promenade (Delhi), Select 
CITYWALK (Delhi), and Phoenix Marketcity (Mumbai 
and Bengaluru) began transforming their spaces 
into holiday destinations. The décor evolved from 
being ornamental to being experiential with tower-
ing trees, themed installations, and light tunnels 
that created memorable visual journeys.
In Asia, where modern malls were booming in cities 
like Singapore and Hong Kong, Christmas décor 
became an aspirational expression of global 
lifestyle. Even in countries with small Christian    
populations, malls embraced Western-style         
celebrations, seeing them as an opportunity for 
visual grandeur and retail excitement.
 

HISTORY BYTE
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Technology and the Experience Economy
The turn of the millennium brought a new dimen-
sion to Christmas décor technology. LED lighting 
replaced traditional bulbs, allowing for dazzling 
light shows synchronized with music. Projection 
mapping and digital displays enabled moving 
imagery to transform mall façades and atriums 
into winter wonderlands.
Malls began to realize that holiday décor could do 
more than look beautiful it could create shareable 
experiences. As social media platforms like Insta-
gram rose, décor became content. Visitors were 
not just shoppers; they were participants in a visual 
narrative, snapping photos in front of giant orna-
ments, snow tunnels, or interactive installations.
In India, for example, malls such as Select CITYWALK 
in Delhi and Phoenix Marketcity in Mumbai rede-
fined festive décor by combining cultural 
elements—Christmas trees adorned with Indian 
motifs, musical performances, and charity tie-ups. 
The emphasis shifted from decoration as display to 
décor as engagement, connecting brand storytell-
ing with emotional resonance.

Case Study: Westfield London’s Immersive 
Christmas Wonderland

A defining example of modern Christmas décor’s 
evolution can be seen in Westfield London, one of 
Europe’s largest shopping centres. Each year, 
Westfield reinvents its Christmas theme to blend 
design, technology, and retail activation.

In 2023, Westfield launched an “Enchanted Forest” 
theme—an immersive environment featuring over 
one million LED lights, a 30-foot interactive tree that 
responded to touch, and augmented-reality sta-
tions where visitors could see virtual snowflakes 
and elves through their smartphones. Beyond visu-
als, Westfield integrated experience zones: a San-
ta’s Grotto powered by AI-driven storytelling, 
pop-up artisan markets, and sustainabili-
ty-themed installations made from recycled mate-
rials.
This approach paid dividends foot traffic rose by 
nearly 15% during the holiday season, with strong 
social media amplification. The décor wasn’t just 
festive; it was strategic, designed to foster emo-
tional connection, encourage longer visits, and 
drive retail sales. Westfield’s success illustrates how 
mall décor has become a business ecosystem one 
that blends art, technology, & marketing.

Case Study: Phoenix Marketcity, Mumbai – 
“A Season of Wonder”

Phoenix Marketcity, one of India’s largest retail    
destinations, offers a perfect example of how 
Christmas décor has evolved into an immersive 
experience.
In 2023, the mall unveiled its theme “A Season of 
Wonder,” inspired by magical winter landscapes. 
The central atrium featured a 45-foot Christmas 
tree adorned with thousands of LED ornaments and 
a light show synchronized with music 
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every evening. Surrounding it were interactive 
installations a life size Santa sleigh for selfies,        
animatronic reindeer, and an augmented-reality 
corner where visitors could “catch snowflakes” 
using their phones.
What set Phoenix apart was its community 
engagement. Alongside the décor, the mall hosted 
choir performances, charity gift drives for under-
privileged children, and DIY ornament workshops 
for families. The décor became not just a visual 
spectacle but a shared emotional experience that 
tied together entertainment, empathy, and retail 
activation.
The campaign resulted in a 20% increase in footfall 
compared to the previous year and a significant 
spike in social media engagement, as thousands of 
visitors posted images under #SeasonOfWonder. 
This success underscored how Christmas décor 
today serves as both a brand statement and an 
emotional connector.

The Present and Future: Sustainability and 
Emotion

Today’s Christmas décor in malls faces a new  
challenge balancing spectacle with sustainability. 
In an era of environmental awareness, many malls 
are adopting eco-friendly practices: reusable 
décor materials, energy-efficient LED systems, and 
partnerships with artisans for handcrafted displays. 
The message has evolved from “bigger is better” to 
“meaningful and memorable.”

Experiential storytelling continues to dominate. 
Malls now collaborate with design studios and cre-
ative agencies to curate multi-sensory experienc-
es—fragrance diffusions of pine and cinnamon, 
soundscapes of choirs, and augmented-reality 
elves guiding children through digital treasure 
hunts. Technology is again central—but now it’s in 
service of emotional connection and brand 
authenticity rather than mere spectacle.

The Heart of Holiday Spirit

The evolution of Christmas décor in shopping malls 
reflects the broader transformation of retail 
itself—from a purely transactional space to an 
experiential, digitally enhanced environment. What 
once began as simple festive embellishment has 
blossomed into a cultural expression that beauti-
fully weaves together community, commerce, and 
creativity.
In India, this journey holds special significance. As 
malls have evolved into social and lifestyle            
destinations, Christmas décor has moved beyond 
mere ornamentation to become a medium of 
storytelling and emotional connection. It represents 
celebration, shared joy, and a sense of belonging 
that   transcends shopping.
Each festive season, as the glow of lights fills         
atriums and the sound of carols lingers in the air, 
malls remind us that the true spirit of Christmas lies 
not just in grandeur, but in togetherness. The décor 
continues to fulfil its deeper purpose to enchant, to 
engage, and to unite hearts in the magic of the 
season.
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INTRUSION PROTECTION AND THREAT MITIGATION FOR 
YOUR MALL ASSET – PART 1

In the current political environment, once again, 
safeguarding mall assets from potential intrusions, 
terrorist attacks or bomb threats has unfortunately 
come to the fore. Threats from armed intruders or 
attackers cannot be countered by a mall and its 
team as the security and mall personnel are 
neither equipped nor trained to handle such      
eventualities for obvious reasons. But these types of 
threats can be mitigated to a large extent by 
making the asset difficult to intrude into through 
simple measures that could be implemented on 
the ground.  
We can broadly divide these into 3 access catego-
ries:
      Access to site
      Access to building
      Measures within the building premises

As one could infer from the above, external and 
building access are much most critical in compari-
son to the in-mall measures. These set of articles 
are more of a suggested guidelines rather than a 
SOP or a foolproof threat mitigation plan. In the first 
part of this 3 part article, I would be covering the 1st 
part that is risks associated with access to site. 
Here, liaison and regular interaction with con-
cerned authorities is sacrosanct as they have 
access to intelligence information as regards local 
threats and movement of terror related modules 
etc. Also, when needed, they could be called upon 
to check the bona fide of suspect visitors identified 
by the mall security team. An internal communica-
tion plan and SOP manual maybe developed for 
this.  Also, in case of a bomb threat, BDS team would 
be people to help. Let’s evaluate this threat and its 
counter measures. 
Risks / Issues regarding Site Access:

Monitoring neighboring areas in close 
proximity to the mall: 
here, suggested mitigation measures especially in 
high alert situations could be as below:   
1. Have security personnel in plain clothes patrolling 
area of around 1-2 kms. around the mall on a 360 
degree basis where they keep a look out for suspi-
cious movements and any group which forms and 
are perceived as threats (may have duffel bags 
and seem to be of a particular ethnicity. Some-
times a set of individuals may even communicate 
with each other through gestures and eye contact 
much like the movies.
2. Install long range, high resolution CCTV cameras 
and an additional night vision camera on the mall 
periphery / terrace such that these cover a range 
of 1-1.5 km. These cameras must be a part of the 
critical area monitoring screen in the CCTV surveil-
lance room.

Intrusion from the periphery: 
this is essentially to protect the mall from intruders 
trying to enter the mall from the periphery or the 
boundary of the mall site.
1. Mall boundary should preferably have a 7 ft. high 
concrete wall with 3 ft. double strand barbed wire 
fencing fixed onto it in either the traditional or roll 
form which further is bent 2 ft. outwards at an angle 
of say 30 degrees. Instead, this could be an electric 
fence too with suitable signage indicting this. 
2. Risk & vulnerability survey must be done to see 
the high risk boundary areas especially at the rear 
and two sides of the mall and areas which have 
freer access. In a mixed use asset, a similar assess-
ment would be required keeping the multiple com-
ponents of the asset and their respective periphery 
and external entries.

INSIGHT

Vehicular intrusion into the site 
Intrusion from the periphery

Possible gathering of intruder or a group of 
intruders a distance away from the mall
Planting of a vehicle at high traffic locations 
external to the mall



18

3. Area outside the fence should be clear view as far 
as possible with CCTV cameras monitoring along 
the entire length of the fencing of the most vulnera-
ble area/s as well as the possible external 
approach area. These should be both PTZ (pan tilt 
zoom) and dome type cameras with both types 
having night vision capability. 
4. During night time, the area should be well lit and 
must illuminate not only the inside part of the 
perimeter but also the area of outside the perime-
ter preferably for 50 meters. This too could have a 
night vison camera set-up.
5. If there is a red alert, then, police personnel could 
be requested to be deputed at site for manning the 
external site and mall building entries. Additionally, 
sand bunkers could also be made for police         
personnel manning these posts.

Vehicular Intrusion:
this is essentially to protect the mall from potential 
blasts from explosives contained in a vehicle. I will 
cover more measures in the next article which 
would help in syncing external and building       
measures to make the overall measures holistic.
1. A good measure here is to patrol the site perime-
ter on round-the-clock basis and prevent any vehi-
cle (two or four wheeler) from illegally parking close 
to vulnerable locations (especially the crowded 
areas) of the mall perimeter. Close coordination 
with the local police station is suggested here.   
2. Visitors who are trying to intrude via a vehicle 
must be profiled and barriers especially the zigzag 
type or hydraulic bollards or concrete / sand filled  
crash barriers could be installed at the plot entry to 
prevent easy access.
3. The persons who are being profiled could be from 
a certain community, seem reserved,  low on 
response, anxious, shifty eyes and maybe sweating 
a bit especially on the brow.
4. One could also watch out for multiple duffle bags 
/ sling bags / dry fruit or chocolates etc. on their 
person in addition to the profiling part.

5. In high alert situations, vehicles could be banned 
from driveways close to the mall building and even 
basements if there is alternate surface parking. 
6. Visitors should be asked to come out of the vehi-
cle and the vehicle maybe thoroughly checked 
from the inside as well. This is apart from the stan-
dard under vehicle checks via mirrors and inspec-
tion of the boot and the bonnet of the said vehicle.  
A vapor tracing machine / sniffer dog could be 
used to detect any explosives or their traces that 
could potentially are there or have been there in 
the vehicle. 
7. During the above “high / red alert” times, a secu-
rity supervisor may be needed at all crucial entry 
points to oversee the checks and who in turn 
maybe monitored frequently by their superiors. 
8. Goods vehicles and other service vehicles (like 
water tankers, garbage trucks etc.) are to be 
allowed inside only after due diligence and             
verification.
9. All staff (retail, mall, vendor) vehicles to be 
allowed in from a single designated entry and that 
too after due diligence is done.
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Pedestrian threats:
these are needed to protect the mall from potential 
IED blasts carried on a person. Here, too, I will cover 
more measures in the next article which would help 
in syncing external and building entry measures to 
make the overall measures holistic.
1. The plain clothes patrolling will also assist in    
monitoring any potential human bomb threats.
One could watch out for any suspicious movement. 
Here, profiling persons who are seemingly suspect 
is definitely a good idea. 
2. A good measure here is to patrol the site perime-
ter on round-the-clock basis and look out for a   
suspect person/s. If the potential human bomb is 
by way of a lady, then, it makes things a lot more 
complicated as their garb etc. prevents easy visual 
checks for a bomb etc. on their person.
3. It is a good idea here to have frisking of pedestri-
ans away from the mall building and away from 
areas which may have a larger set of people like 
external entries and/or external seating areas 
around the plot periphery.
4. Like in case vehicle bound intruders, profiling 
needs to be done whilst looking for similar telltale 
signs.
5. All staff (retail, mall, vendor) to be allowed inside 
the site from one gate and that too after due 
diligence and verification. 

We welcome your feedback at
editormt2008@gmail.com
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VOICE OF CHANGE

In the corporate world, where boardroom debates, 
brainstorming sessions, and networking events 
often reward the most vocal participants, there is 
an underlying assumption that visibility equals 
influence. Many professionals believe that to be 
noticed, they must be assertive, outspoken, and 
constantly “on.” Yet, countless examples prove   
otherwise: the most impactful leaders are often not 
the loudest in the room, they are the most inten-
tional. Their quiet presence commands respect, 
their words carry weight, and their influence 
endures long after the meeting ends.

The Psychology of Quiet Influence
Personality psychology, especially the framework 
of introversion and extroversion introduced by Carl 
Jung, helps explain why some people exert influ-
ence differently. Extroverts draw energy from social 
interaction and thrive in fast-paced discussions, 
while introverts gain strength from reflection, deep 
thinking, and one-on-one connections. Neither 
style is superior—each has its own power. However, 
corporate environments often lean toward valuing 
extroverted behaviour: speaking first, being visible, 
and displaying confidence through volume.
 

But psychological research shows that impact and 
influence come from a different place—credibility, 
emotional intelligence, and authenticity. A study 
from Harvard Business Review found that introvert-
ed leaders often deliver higher performance out-
comes when managing proactive teams. Their 
ability to listen, process input, and empower others 
leads to more collaboration and innovation. Psy-
chologist Susan Cain, in her book Quiet: The Power 
of Introverts in a World That Can’t Stop Talking, calls 
this “quiet leadership”—an approach that values 
depth over display.

Case Studies: Quiet Leadership in Action

Nadella, known for his calm demeanor and empa-
thetic leadership, shifted the organization’s focus 
from “know-it-all” to “learn-it-all.” By listening 
deeply to employees, customers, and even com-
petitors, he fostered a culture of curiosity and 
collaboration. Under his quiet yet clear leadership, 
Microsoft’s market value quadrupled. Nadella’s 
style shows that empathy and thoughtfulness can 
transform corporate culture more effectively than 
charisma alone.
                          

DEEP DIVE

Satya Nadella, CEO of Microsoft
When Satya Nadella took over  
Microsoft in 2014, the company’s 
culture was known for its internal 
competition and outspoken domi-
nance.

Mary Barra, CEO of General Motors
Barra is often described as com-
posed and measured, preferring 
substance to showmanship. When 
GM faced the ignition switch crisis,
she didn’t deflect blame or 
over-communicate defensively.  
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His ability to synthesize multiple perspectives 
before making decisions has earned him deep 
respect across teams. Pichai’s effectiveness lies not 
in commanding attention, but in cultivating an 
environment where everyone feels heard.

The Hidden Strengths of Quiet Professionals
In psychology, this approach aligns with emotional 
regulation and self-monitoring—traits that allow 
individuals to stay composed, read room dynam-
ics, and respond strategically rather than react 
impulsively. Quiet professionals often excel in these 
areas. Their measured communication style pro-
motes psychological safety, encouraging others to 
speak openly.
Furthermore, in an age where hybrid work and 
global teams rely heavily on digital communica-
tion, impact is increasingly about clarity and       
consistency, not volume. Written communication, 
thoughtful analysis, & empathetic digital presence 
often carry more influence than forceful speech.

How Corporate Professionals Can Leverage 
Quiet Power

The New Face of Corporate Leadership
The modern corporate ecosystem is shifting. With 
growing emphasis on diversity of thought,           
emotional intelligence, and well-being, organiza-
tions increasingly recognize that leadership doesn’t 
have to be loud. The most successful teams are 
often led by those who make others feel seen, 
valued, and empowered.
In the end, the measure of impact is not how much 
you speak, but how deeply your words resonate. 
Quiet professionals remind us that influence is not 
about decibels—it’s about depth. In a culture 
obsessed with visibility, they demonstrate that true 
leadership shines through presence, purpose, and 
poise.
The next time you enter a meeting, remember: 
silence can be powerful, reflection can be persua-
sive, and your calm voice can shape the loudest 
transformation.

Sundar Pichai, CEO of Alphabet 
(Google)
Pichai is another leader who epito-
mizes quiet influence. Known for his 
low-ego style and inclusive deci-
sion-making, he often lets others 
speak first in meetings. 

Prepare with Purpose: Thoughtful preparation 
enables concise, impactful contributions. 
Speaking less, but with precision creates a repu-
tation for reliability and depth. 
Cultivate Active Listening: True influence often 
comes from understanding others deeply. 
Listening builds trust, a foundation of sustain-
able leadership.
Use Strategic Visibility: You don’t have to domi-
nate every meeting. Choose moments where 
your input can shift direction or clarify complexi-
ty.
Lead Through Empathy: People remember how 
you make them feel. Empathy driven profes-
sionals foster loyalty and inspire performance 
more effectively than assertiveness alone.
Build Reflective Confidence: Quiet confidence 
stems from competence. When your expertise 
speaks for itself, you don’t need to raise your 
voice to be heard.
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Gen X: The Overlooked Generation With Outsized 
Impact on India’s Retail and Mall Growth

In an era where marketing conversations are domi-
nated by Millennials and Gen Z, Generation X             
those born between 1965 and 1980 remains the 
unsung powerhouse of Indian retail. They are the 
cohort that grew up in an analog India, witnessed 
the liberalization of the 1990s, and adapted seam-
lessly to the digital economy. Today, they form the 
financial backbone of India’s consumption story, 
quietly driving both in-store and online retail 
growth.
For India’s shopping mall ecosystem, which 
increasingly blends leisure, lifestyle, and digital 
engagement, Gen X represents a high-value, loyal, 
and influential audience that has often been over-
shadowed in marketing focus.

At the Peak of Affluence and Decision-
Making
Gen X consumers are currently in their 40s and 50s 
— a life stage of stability and affluence. Most are 
mid to senior-level professionals, entrepreneurs, or 
business owners with dual responsibilities: caring 
for aging parents and supporting children’s             
education or early careers.
According to data from NielsenIQ and Deloitte, 
India’s Gen X households contribute nearly 32% of 
total discretionary spending in urban centers — 
particularly in metros and Tier 1 cities where 
modern retail and malls dominate. 

Their key spending categories include fashion, 
home décor, technology, dining, and travel — all 
major anchors for mall consumption.
Unlike the younger cohorts who are experimental 
and deal-driven, Gen X shoppers seek value,      
quality, and trust. They are not browsing for enter-
tainment; they come with purpose and purchasing 
intent. For mall operators, this translates into higher 
conversion rates per footfall and more predictable 
spending patterns.

The True Omnichannel Generation
Gen X embodies the bridge between physical and 
digital retail. They are comfortable researching 
products online but often prefer to complete pur-
chases in-store, where they can assess quality and 
engage with trusted brands.
Across India’s major retail hubs — from DLF Mall of 
India (Noida) to Phoenix Palladium (Mumbai) and 
Forum South Bengaluru — mall managers report 
that Gen X visitors form the core of weekday and 
early-weekend traffic, especially in premium seg-
ments like lifestyle, wellness, and fine dining.
They are also digitally fluent. This generation em-
braced UPI payments, loyalty apps, and online 
bookings early, not as trend followers but as practi-
cal adopters. For example, mall-integrated digital 
platforms such as DLF Club5 or Phoenix’s loyalty 
programs have seen high participation from 
40–55-year-old consumers who value points, per-
sonalized offers, and convenience.
They browse brands on Myntra or Amazon, but still 
visit the mall for touch-and-feel assurance and for 
experiential shopping — combining purchases with 
family dining or movie outings. In effect, Gen X sus-
tains the omnichannel continuity that keeps both 
e-commerce & physical retail ecosystems thriving.

Cultural Anchors and Family 
Decision-Makers
Gen X is also the chief family decision-maker. 
Their choices influence not only their 

TRENDS WATCH
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Experience with efficiency: Gen X values time. 
Simplify parking, enhance wayfinding, and offer 
seamless app-based concierge services.
Premium comfort zones: Lounge spaces, quiet 
cafés, and exclusive events appeal to their pref-
erence for calm, quality-driven environments.
Integrated loyalty programs: Link offline visits, 
online brand interactions, and co-branded 
credit card benefits.
Family-inclusive events: Gen X visits with fami-
lies; child-friendly zones and intergenerational 
experiences enhance dwell time.
Communication with credibility: Avoid 
trend-chasing. Highlight trust, reliability, and 
service excellence in brand storytelling.

own consumption but also that of their parents and 
children. They are the ones selecting electronics, 
choosing holiday destinations, financing educa-
tion, and even deciding where the family shops or 
dines out.
For shopping malls, this translates into multi-gen-
erational footfall. A Gen X parent may visit the mall 
to buy an appliance or apparel, dine with family, 
and end the day at a cinema — engaging multiple 
tenants across retail categories. Their spending 
behavior has ripple effects across fashion, F&B, 
entertainment, and services, driving sustained 
engagement.
Culturally, Gen X is also fuelling nostalgia based 
trends. Indian brands and malls are increasingly 
weaving retro-inspired campaigns from 90s music 
playlists to old-school décor — tapping into the 
emotional resonance of their growing Gen X audi-
ence. Phoenix Marketcity’s “Back to the 90s” week-
end events and DLF’s “Retro Rewind” campaigns 
have both seen strong participation from this 
demographic.

Digital Maturity Without the Hype
While Gen X may not dominate social media 
trends, they are digitally mature, analytical con-
sumers. They read reviews, compare specifications, 
and make rational choices. In mall contexts, this 
means they respond well to data-driven personal-
ization, loyalty rewards, and communication that 
emphasizes utility, transparency, and quality over 
flash.
According to CBRE India’s 2024 Retail Report, Gen X 
shoppers have the highest average transaction 
value (ATV) among all urban mall visitors particu-
larly in categories like electronics, premium appar-
el, home improvement, and jewellery. They are also 
the most brand-loyal group, staying with trusted 
names like Titan, Tanishq, Shopper’s Stop, and        
FabIndia while gradually embracing premium 
global labels available in Indian malls.
For shopping mall professionals, this suggests a 
shift: Gen X doesn’t need to be re-engaged every 
season through discounts — they need to be 
rewarded for loyalty and consistency.

Why Indian Malls Should Refocus on 
Gen X
As mall strategies increasingly tilt toward Gen Z-led 
entertainment and Instagrammable experiences, 
there’s a strong business case for rebalancing 
toward Gen X. This segment may not drive viral 
buzz, but they deliver sustained profitability. Here’s 
how malls can better serve and retain them:

The Quiet Force Powering Indian Retail 
Evolution
India’s mall ecosystem — now a blend of experi-
ence, leisure, and community — owes much of its 
consistent success to the Gen X consumer. They 
were the first to embrace organized retail in the 
2000s and remain its most reliable patrons two 
decades later.
As developers expand to Tier 2 cities and digital 
integration deepens, Gen X’s blend of purchasing 
power, digital comfort, and family-centric habits 
makes them indispensable to India’s next retail 
growth phase.
They are not the loudest voices on social media, 
but they are the foundation of mall profitability — 
the cohort that values service, spends with inten-
tion, and sustains retail ecosystems year after year.
For India’s shopping mall professionals, recognizing 
and designing for Gen X isn’t nostalgia — it’s smart 
business strategy. Because while trends may come 
and go, this generation continues to be the steady 
heartbeat of Indian retail.
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Nexus Vega City Celebrates 8 Years of Growth, Milestones & 
Customer Joy

Burger King is Now Open at Metro Junction Mall !

Nexus Vega City proudly celebrated its 8th anniversary on 24th November, marking a journey of 
achievements, innovation, and unwavering customer trust. The celebration was filled with joy and com-
munity spirit, highlighted by uplifting cultural performances that reflected the vibrancy of our mall and 
its visitors.
As part of the anniversary campaign, which ran at the mall from 8th November to 24th November, cus-
tomers who shopped for ₹8,000 and above were eligible to participate in the special lucky draw. On the 
anniversary day, 8 lucky customers were rewarded with exciting giveaways worth ₹80,000, sharing in 
the happiness of this milestone moment.

EVENT WATCH
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Nexus MBD Neopolis Mall
Happily announcing the joining of Nexus MBD Neopolis Mall, 
Ludhiana as a SCAI Member. 
Nexus MBD Neopolis Mall brings together 100+ brands, vibrant 
dining, entertainment, and a premium 5-star hotel with 96 
rooms, making it Ludhiana’s most comprehensive lifestyle 
destination.

Crossroads Mall, Siliguri
Happily announcing the joining of Crossroads Mall, Siliguri as a 
SCAI Member. 
Crossroads Mall is Siliguri’s leading mixed-use luxury destina-
tion, showcasing world-class architecture and a carefully 
curated lineup of 80+ premium retail brands and 5+ anchor 
stores. 
Anchored by an integrated Radisson Blu hotel, the develop-
ment also features a spacious 500+ seater food court, 
fine-dining restaurants, premium offices, a state-of-the-art 
multiplex, and a dedicated family entertainment centre—set-
ting an all-new benchmark for lifestyle and luxury in North 
Bengal.

Avenue Malls
Avenue Malls spans 3,50,000 sq. ft. and houses 90+ vanilla 
stores, an international hypermarket, 5+ anchor tenants, a 
1,500+ seater multiplex, a 500+ seater food court, and one of 
the region’s largest Family Entertainment Centres. Strategical-
ly positioned on NH 544, it benefits from a high-visibility corri-
dor with over 25,000 cars passing daily. Avenue Malls is part of 
Texvalley — South India’s largest marketplace, spread across 
20,00,000 sq. ft.
Texvalley is a complete destination featuring the Global 
Market, Avenue Malls, Big Box Bazaar, a vibrant Food Hub  
(Drive-Thru & Food Court), a Sports Hub with turf facilities, and an upcoming hotel with a banquet.
With its exceptional retail mix, entertainment choices, diverse dining, and integrated ecosystem, Texvalley 
is not just a development — it is a landmark destination for Shopping, Leisure, and Lifestyle.

WARM WELCOME
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For More Information, Please Contact:

Follow us: @scai08

Sachin Nakti : +91 9029643729, sachinnatki@scai.in


