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As we step into September, our shopping centre continues its journey of growth, renewal, and meaningful 
connections. This month brings with it a season of fresh beginnings from the back-to-school spirit to          
new lifestyle launches — and we are thrilled to share updates that reflect our promise of innovation and 
excellence.
At the core of our mission remains a focus on enhancing the visitor journey. Our teams have worked           
tirelessly to introduce a new mix of brands, seasonal activations, and engaging experiences that speak to 
the evolving needs of our patrons. September is also a time of inspiration, and through thoughtfully curated 
campaigns and trend highlights, we aim to deliver not just products, but memorable stories and moments.
In keeping with our responsibility to the industry, we continue to drive knowledge-sharing initiatives and 
collaborative platforms. This month, our masterclasses and workshops are designed to empower both 
businesses and customers, ensuring that our mall ecosystem stays ahead of the curve in shaping              
sustainable, forward-thinking retail practices.
Community remains the heartbeat of everything we do. From family-centric events to cultural showcases, 
our September line-up is built to celebrate togetherness and foster connections that go beyond shopping. 
We are proud to be a space where diverse voices come together, creating a dynamic hub that reflects the 
spirit of our city.
As the year gathers momentum, we look forward with optimism and determination to deliver even greater 
value to you — our patrons, partners, and community. Thank you for continuing to walk this journey with us. 
The best is yet to come, and we are excited to unveil more in the months ahead.

Anjeev Kumar Srivastava
COO, SCAI



04

DEEP DIVE



05



06



07



08



09



10

FUTURE OF RETAIL



11



12

- By Anjiv Kumar

EXPERIENCE



13



14



15



16

BEYOND FOOTFALL



17



18



19



20

- By Manoj Kumar

BEYOND THE METROS 



21



22



23



24



We welcome your feedback at
editormt2008@gmail.com
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THE RIGHT PLACE, 
THE RIGHT GROWTH
For decades, retailers relied on a familiar formula to 
attract customers: bigger discounts, festive offers, 
cashback schemes, and promotional sales. While 
these tactics continue to generate short-term 

          liater naidnI ehT .htworg mret-gnol niatsus
landscape is undergoing a fundamental transfor-
mation, where the right store location is proving to 
be a far more powerful driver of business success 
than the deepest discount.

In today's experience-driven economy, consumers 
are not merely searching for the lowest price. They 
are looking for convenience, accessibility, trust, and 
a seamless shopping experience. As a result, retail-
ers are increasingly realizing that where they open 
a store often matters more than how much they 
discount their products.

India's Retail Growth Story
India is among the world's fastest-growing retail 
markets and is expected to exceed US$2 trillion by 
2032, fuelled by rapid urbanisation, rising dispos-
able incomes, expanding middle-class consump-
tion, and the growing economic importance of Tier 
II and Tier III cities.

       liater lacisyhp ,snoitciderp reilrae ot yrartnoC
continues to remain resilient despite the rapid 
growth of e-commerce. Apparel, lifestyle, food, 
beauty, and premium categories continue to 
witness healthy growth through brick-and-mortar 
stores because consumers increasingly prefer to 

experience products before making purchase 
decisions.

This evolution has shifted retailers' focus from 
promotional pricing to strategic expansion.

THOUGHT STARTERS

For nearly two decades, shopping malls dominated

organised retail expansion. Today, however, high streets

are witnessing renewed interest, particularly in India's

emerging cities. Consumers increasingly prefer shopping

destinations that are easy to access, require minimal travel

time, and o�er convenient parking.

Unlike destination malls, high streets encourage

spontaneous purchases because they integrate naturally

with daily life. Many fashion brands today follow a balanced

strategy — maintaining �agship stores in premium malls

while simultaneously expanding through carefully selected

high streets to maximise reach.
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The New Consumer: 
Buying Convenience Instead 
of Discounts
Modern consumers value time as much as money.
A conveniently located store naturally becomes 
part of a customer's daily routine. Whether situated 

metro station, or popular high street, accessibility 
encourages repeat visits without requiring heavy 
promotional spending.
On the other hand, a store offering aggressive 
discounts but located in an inconvenient area often 
struggles to generate sustainable footfall.
Successful retail locations generally possess four 
characteristics:

In effect, location functions as silent marketing, 
working every day without recurring advertising 
expenditure.

For nearly two decades, shopping malls dominated 
organised retail expansion. Today, however, high 
streets are witnessing renewed interest, particularly 
in India's emerging cities. 

      ,taruS ,wonkcuL ,rupiaJ ,erodnI sa hcus seitiC
          gnissentiw era erotabmioC dna hragidnahC

developments. 

Consumers increasingly prefer shopping destina-
tions that are easy to access, require minimal 
travel time, and offer convenient parking.
Unlike destination malls, high streets encourage 
spontaneous purchases because they integrate 
naturally with daily life.
Many fashion brands today follow a balanced 

malls while simultaneously expanding through 
carefully selected high streets to maximise reach.

I N D I A N  S U C C E S S  S T O R I E S

Westside: Building Presence 
Through Strategic Locations
Rather than competing solely on discounts, Tata's 
Westside has consistently focused on opening 

high-growth commercial zones. Many of its outlets 
become neighbourhood fashion destinations 
where customers shop regularly rather than only 
during sale periods.

Its expansion demonstrates how consistent 
accessibility builds customer loyalty more 
effectively than periodic promotional 
campaigns.

Easy accessibility01

02

03

04

High visibility from busy roads

Proximity to complementary brands

Presence near residential or commercial 
catchments
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DMart: Convenience Over 
Promotions
Perhaps the best Indian example is DMart.

              eht ,gnicirp evititepmoc rof nwonk hguohtlA
             sti ni seil htgnerts evititepmoc laer s'reliater

disciplined real estate strategy. DMart carefully 
selects locations with dense residential popula-
tions, excellent connectivity and long-term owner-
ship of properties wherever possible.
Customers often choose DMart because it is 
nearby, easy to reach and reliable—not simply 
because it offers discounts. Its remarkable sales 

             fo ecnatropmi eht enilrednu toof erauqs rep
location as a business asset.

Global Lessons in Store Placement

Zara: Premium Locations, Minimal 
Advertising

Spanish fashion retailer Zara has become one of 
the world's most successful fashion brands despite 
spending relatively little on traditional advertising.

Its strategy revolves around opening stores only in 
the most prestigious retail districts and premium 
shopping centres worldwide. Locations such as 
Fifth Avenue in New York, Oxford Street in London 

           muimerp s'araZ ecrofnier oykoT ni azniG dna
positioning.
The store itself becomes the advertisement.

Apple: Experience Through Iconic 
Locations

Apple Stores are rarely located by accident.
Whether in New York, Singapore, Dubai or Shanghai, 
Apple chooses landmark locations with exceptional 

function not merely as retail outlets but as experi-
ential brand centres that strengthen customer 
engagement.
The location itself reinforces Apple's premium 
image before customers even step inside.

Starbucks: Winning Through
Convenience

Starbucks transformed coffee retail by prioritising 
accessibility.

Reliance Trends and Shoppers 
Stop
Both retailers have accelerated expansion into 
Tier II and Tier III cities, focusing on neighbour-
hood markets with rising purchasing power. 
Instead of depending exclusively on festive 
sales, they are investing in stores that remain 

         ybereht ,raey eht tuohguorht elbissecca
creating habitual shopping behaviour.
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Rather than depending on discounts, the company 

hubs, universities and busy intersections. Frequent 
visibility encourages habitual visits, making conve-
nience one of Starbucks' strongest competitive 
advantages.

Location as a Branding Strategy
In today's retail environment, every store commu-
nicates a message.
Consumers subconsciously judge a brand based 
on where it operates.

signals aspiration and exclusivity.
A prominent high-street location communicates 
accessibility and everyday relevance.
A neighbourhood store builds familiarity, trust and 
repeat business.

Increasingly, retailers use data analytics, mobility 
     gnidneps dna hcraeser cihpargomed ,seiduts

patterns to determine store locations rather than 
relying solely on intuition.

Why Discounts Alone Cannot Build 
Sustainable Growth
Discounting remains an effective tactical tool. 

      dna sngiapmac evitsef ,selas nosaes-fo-dnE
promotional offers continue to attract customers 
and clear inventory.

Conversely, an excellent location creates lasting 
competitive advantages:
•   Consistent footfall
•   Higher repeat visits
•   Lower customer acquisition costs

•  Stronger brand recall

•  Greater resilience during economic slowdowns

Simply put, 
purchase; location encourages the next hundred.

The Future of Retail Expansion
The next decade of Indian retail growth will increas-

mapping, mobility data, demographic analytics 
and consumer movement patterns to identify 
high-potential micro-markets. Store placement 
decisions are becoming data-driven rather than 
instinct-driven.
This approach is particularly relevant as India's 
growth increasingly shifts beyond metropolitan 
cities into rapidly expanding urban centres.
Success will depend not merely on entering new 
cities, but on choosing the right street, the right 
neighbourhood and the right catchment within 
those cities.

Retail success is no longer determined solely by 
pricing strategies. As Indian consumers become 

ented, convenience has emerged as a decisive 
competitive advantage.
Discounts will always remain an important market-
ing tool, but they are temporary. Strategic store 
placement delivers enduring value by increasing 
visibility, strengthening customer relationships and 
enhancing brand perception.
The most successful retailers of the future will not 
necessarily be those offering the biggest discounts. 
They will be those who understand where their cus-
tomers live, work, travel and shop—and position 
themselves accordingly.
In the evolving landscape of Indian retail, visibility is 
becoming as valuable as value itself. The right 
location is no longer just a real estate decision; it is 
one of the most important strategic investments a 
retailer can make.

For retailers, location therefore serves two 
strategic purposes simultaneously:

•  It generates sales.
•  It strengthens brand perception.

However, excessive dependence on discounts 
creates several long-term challenges:

•  Customers postpone purchases while waiting 
    for sales.

•  Brand value weakens.
•  Customer loyalty shifts from the brand to the 
   discount.
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VEGAS MALL

MGB FELICITY MALL

GRAND HIGH STREET MALL

Event: Celebration of 150 Years of Vande Mataram
Location: Central Atrium, Vegas
Performance: 25-member Women’s Brass Band from Delhi Police
Special Guest: APC Shri Kishore Kumar
The Delhi Police Women’s Brass Band performed at the Central Atrium as part of the celebration, 
commemorating 150 years of Vande Mataram and its enduring spirit of patriotism and unity.
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For More Information, Please Contact:

Follow us: @scai08


