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HIGHLIGHTS

At ¥1,050 bn, the MMRE has the
higheast patential for madern retail
in the country. The region offers
big oppartunities for retailers
across all four product categories
— apparel, F&B, entertainment and
daily needs

Bengaluru has the highest per
capita annual modern retail
expenditure, at ¥16,191, across all
seven urban centres, making it an
ideal catchment for retail

Modern retall penetration is
expectad to be 50% in NCR by
2028
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INTRODUGTION

India’s retail sector has been undergoing
structural changes for the last two decades.
Shopping malls, lined with specialty retailers,
started dotting the retail markets of the
country's top cities during mid-1990s. Since
then, the ‘mall culture® gradually pervaded the
population, especially in the metros and mini-
metros, heralding the beginning of the modern
retail movement in India.

Tha pace of mall construction was maderate during the first 5-7 years
and gained substantial momenturm after that. The impact of the global
financial crisis on the Indian econemy in 2008 and 2009 checked this
pace, and this trend continues today. & mall's success depends on
various faciors, and the number of successful malls in the matros and
mini-metros i3 much lower than those that are underperforming. In fact,
many malls have shut down in the last couple of years,

The next big wave that has changed the skyline of the retall sectorin
Indiz and acceleratedithe presence of madern retail is e-tailing, or tha
sale of preducts and senvices through the Intermet, telephane and
telzvision. This trend started in 2010 and has become prominent in the
lzst three years. We balieve that the modern retall segment in India will
ba driven by e-tailing as well as the brick-and-mortar madern retzil
format thraugh anintegrated approach.

B.S. Nagesh
Trust for Retailers and Retail
Associates of India (TRRAIN)

“E-tailing is cpening the doors for modern retail
in Tier-ll and Tiar-Il| cities."




Arather trend that is becoming
consFouoUs since the last couple of
vears is the ransfommation of nan-
modem storss in shopping streets
into medearn farmats. This trend is
likely to gain momentum in imes Lo
come because of the prevailing
consumer preference for madern
amenities. such as air conditioning
and farmal Lilling systems even in
shopping streets.

Fresently, the modern retail
penetration in India is alysmally low
compared to the developed and
amerding ecaonomizs, Whils the
share of modem retail is 84%, 71%,
and 53% in the LS, Singapore and
htalaysia, it is only 19% of the value
of the total retail spending in tha
Mational Capital Rzgion, Mumibai,
Katkata, Channal, Bengalur, Funs
and Hydarabad comufativaly. In fact,
the degres of penstration in the
whola of Inclia would e even kowear,
since the presence of modam retail in

Structure of the repori:

Apparel
Ethnic

A
S
Man-Ethnic |

X
1

Daily needs
Hyper!
Supermarkets

Knight
Frank

smaller cilies and rural arsas is nol
significant. Gaoing forward, the sharg
of modern retail in these lop sever
citizs will be a quarter of the total
retall spending by 2019,

Against this backdrop, this study
discusses the vanous lrends
emerging in India's retall sectar,
followed by an estimation of the
markeat size of the four major product
categorias — apparel, food and
beverages (FAB). entertainment and
claily needs (hyoermarkais and
suparmarkats). We have resiricted
oUr study to the Mumbai
Metropolitan Region (ME), Mational
Capital Region (MGR) and Bangalury,
which account for @9% of the total
retail spending of the top seven cities
taken tagether. The stucy ends with
case studies of aix successiul mals
selected from these cities, with the
objective of highlighting the factors
influencing thieir sucoess,

FPART [: Retail sector — the emerging paradigm
FART Il: Modern retail — market size and potential

FART Hi: Successful shopping centres — lessons learmt

Retail product categories presented in the report

Food & Beverages
F&E Fine Dining
F&B Cafes

F&B Q5R

Entertainment
Family Entertainment Centres
Multiplexes
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Market Size: Approach

Annual
Consumption
Expenditure

Annual Hetail Expenditure:
Apparal and lootwesr, Tood and bevarage,
home and lilestyls, slectronics, walchas

and jewelny enterdainment; dally neads

“transportation, medical etc.

Sourt: hadicus Analiics, WSSO

| Estimated from ANES0 snd indieus Anakiios

| Annual Modern Retail Expenditure ==

Estimated from:

* Knight Frank research survey (2014} of
Joccupled medem retad siore space in
shopning streets and malls

* Proguct category ATDS across cities
and Zones.

* E-fall spanding patiarn

Annual Mon-hocern Hatgll Expanditure:

"

List of select terms
used in the report:

Modern retail stores (brick-and-mortar)

All storas in malls + stores in shopping streets that
provide a purchase invoice, have air conditioning or
are recognised forgign/naticnal brands.

Meodern retail potential
Modern retail potential is the gap betwesn total retai

spending and modern rstail spanding.

Alok Tandon

Shopping street : g
pping CEQ, Inox Leisure Limited

Thesa are connected stores with-a 40% ar micre ratail
ancl brand presence.
“The potential for growth of Indian multiple: industry is

CAGR
Compounded annual growth rate is the mean annual

growth rate,

immense and we arg very bullish about the
development, India is a very under screened nation
with 2 screans per million population, which includes
singla screen. We sall around 2 hillion tickets and
praciuce the largast number of movies in a year, yet the
saraen pengtration is albysmal, MOX today has a pan
Inclia presence and it is only getting hetier from here.”
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RETAIL SECTOR
THE EMERGING
PARADIGM
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Background

The Indian retail market witnassed an enormaous
change in the last few yaars, Evalving consumer
spending patierns and increasing disposable
incoms levels are redefining the country's retail
lanclscape, There is ampla dynamismeat prasent,
with & number of international brands entering the
marset. The existing brands are also WDrh'!ng
toweards reinventing ways to keep up with the
pace of growth in the sector, Currently, the total
retail spending in the top seven retall markets of
the country amounis o 4,172 bn ($52 bn) and
this is projectad to reach T8,762 bn (5132 br) by
2020, Gaoing forward, & substantial portion of this
ratail spending will continue to take place in the
nan-rmicdern retail segment as well. Tha
penetration of modern retail will also witness a
substantial rise, from the current 12% fo 24% in
the next five yaars in the top seven retail markets.

Incliz iz ons of the important retail markets for
global retailers. Other than the fact that it one of
ihe hiogest economiss of the werld, its
demographics also waork inits favour, Mumbai,
Bangalcre and MO are at the epicentre of this
retail wave, The majority of the global retailers
planning to enter the couniry are considering
thasa three locations in the first phase. Nearly 400
intarnational brands are alreacly present in Inclis;
some of the recent entrants in the Indian market
imclude lkea, HEM, Gap, Aéropostale and
Massimo Duthi.

INDIA GDP GROWTH RATE
%, % L l!-, y

I.-" Jxﬂ.. | o "';-"_"f,: 7 : 4 |

\6.6" 7_2 Ko i

201314 2014-15 2015-16 {est)

SodrcE: Govarvnent of inda

Kishore Bhatija

Managing-Birectar

Real Estate Development, K. Rahefa Corp
e e

“Wesloalk) forvward o

grewing ncomealevals, favourable
clemeographics, entry of ioreign. players:ancl
Inereased roanisatian.




Pushpa Bector

Exacutive Vice President

|'|E£ad, BLE Mall efindia

P e e e Ty

Alhe mall business|is a Uniqueeusprbetwesn
An FMEE BUSIRESS & Senvices sector When
malls are:builtkeeping customers i mirid &
each senvice is vollime efficient; we can lock at
developinga syeeessil mall The nght fEnant
it expenent:al shopmingis key i
BUCCESS:

INDIAAGE PYRAMIE
(POELILATIGN:"1.3/BN)

I ————————— i
65 =85

7% s5-25|
|10% 4555 |
13% 35-45
117% 25-35
18% 15:25
| 209 015

Sodmeas Gowyrunoni af Mo, Kiigh Arank Besoanc)

Aquantum shiftinthelrdian retail sectarwill
e passibleianhy with the govermments
paricipator. Thegovernment hastefacilitate
growih By preparing clear poelicies fer the retail
sector and creating proper retal zones
through & comprehensive planning process,
thershy reducing Inirastructire botlenscks.
Curranthy; the urban glanning process inlinia
does not have awall-defined place for retall
and recreation Use,

The Government of [ndia’s Urban and
ReglonaliBevelopment PlanFormilation and
Implementation (URDPR) Guidelines 2015
identify retail a5 commercial bise. The
guidelines alsa provice nerms for the hieranchy
of cammercial cenlres, based anpapulation
and a detailed (ist of activities that can be part
afitheiretall development The state
govermments are expected to incorporate
these giidefines in the Urban planning precess
while prepanng s regional armastar plan:
sineethere Is neiclear dermarcation between
commersial and retallilise; the respectiva city
rmaster plansihaveng space eanmanked for
retall dewe!-npmgnt — b= aften nciidedin
commereialiuse.

As a8 result retail development iakes placein g
haphazardimannen withicommercial and retzil
offeneampetng forthe same space. Eiice
projeets gaet pricrity because ofithe retlirns
they giveiic developers andinvestars.
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Government as a facilitator

Aecent initiatives, such as the FDI ratail
policy and stata-level retaii policies, are a
step in the right direction. The government
is taking up the role of a facilitator to create
an enviranment conducive to the retail
business.

FDI POLICY IN RETAIL

2006 2012

51% FDlin a
single brand with
prior approval
from DIFP

DIPP

= 51% FDI allowead in
multi-brand retaiing

= 10059 FOI allowsad in .
single-krand ratailing,
with mricr approval fram

2015

Single-brand retailars
can sell procucts onling
without any approval

» Sourcing nomms can also
be relaxed on a case-to-
case basis

In 2006, the Indian government allcwsad

2 51% FDI in single-brand retail, with

the aim 1o atiract investments, This was

subject o prior government approval

and the guidelines issued by the DIFF,

as follows:

» Products to be sold should be of a
single brand only

« Products should be sold under the
same brand intermationally

« Single-brand product retailing would
cover only products branded during
manufaciuring

In 2012, the government relaxed the
51% cap and alowed up to 100% FDI
in single-brand product retail trading,
urider the government approval roubs,
subject to spacified conditions. Apart
fram the condilions set in 2008, the
governmant stipulated cartain other
conditions, as follows:
= Only one nan-resident entity, whether
the owner of the brand or othenwise,
shall be permilted 1o undertake
singlz-brand product retail trading in
the country for the speaific brand
through a legaily-tenaile agreement
with the brand owner for undertaking
single-brand praduct retail trading in
respect of the specific brand for
which approval is Deing sought
* In respect of proposals invelving an
FDI beyond 51%,; sourcing of 30% of
tha value of the goods purchased
(taking an average of a five-year total
value of the goods purchasad), will
be dong fram India, praferaily fram
rASkEs, vilags and cottage
industrias, artisans and craftamen, in
all sactors

12'

In 2012, the government went a step
further and also allowed a 51% FDEn
rulti-Brand retadling. subjact to certain
conditions, as follows:

= Fresh agriculiural produce, including
fruits, vegetalbles, flowsars, grains,
pulzes, frash pouliry, fisheny and meat
pracucts, may be unbranded

= The minimum amount t© be brought
in as FO by tha forsign imvesior
wolld be 5100 milion

* Al least 50% of the total FDI brought
in shall be investad in "backend
infrastructura’ within three vears of
the first tranche of the FOI

« At least 30% of the valus of the
proacurement of manuiactured’
processed products purchased shall
bie sourced from Indian 'smal
industries'

» [Hetail sales cutlets may be sat up
only in cities with & population of
mora than 10 lzkh as per the 2011
Census and may alsa cover an area
of 10 km around the municipal’ urban
agglomeration limits of such aities. In
statesd union territories that do not
have cities with a population of more
than 10 lakh as per the 2017 Census,
refaill sales outlets may be sat upin
the cilies of their choice, preferably
the largest city, and may also cover
arvarea of 10 km around the
municigal” urban agglomeration limits
of such cities

= The government will have the first
right of procurement of agricultural
praducts

In 2013, the gavernment relaxed the
FOI conditions In single-brand ratail
aven further. FDI in single-brand
product retail trading has bean allowed
up to 100%, wherein 49% would be
thraugh an automalic soute and the
rest, through the government route,
Until then, tha entire 100% FDI in
single-orand ratail was allowed only
through the government rouia, In the
case of multi-orand retail, an FOI cap
has besn retained at 51%.

In Movember 2015, the Department of
Imclustrizl Palicy and Promiotion ([OIPF
announced a string of FOI reforms
across 15 seclors, including retail. 1
states that a manwtacturar is permitted
le gell their products manufactured in
Indlia through wholesale andfar retail,
including e-cammerce, withoul
government approval,

Thus, single-orand retal companies
with storas will be allowed to sell onling,
using the e-commerce plalform with
certain conditions. Where a retailer is
allowed to rade onling, an Indian
manufactursr would ba the investes
company and the cwner of Indian brand
rmanufacturing ir India, with at least
70% of its products in-house, and
sourcing not mors than 30% from
Indian manufacturars.

The governmeant may relax soUrcing
norms in the case of companiss
engagad in single-brand retail trading
and having state-of-tha-art, cutting-
eclge technology and where local
sourcing is not possible.



State governments are also introducing
state-spaciic retall policies 1o improve the
ease of conducting business in the retall
sector Andira Fradesh and Maharashtra
are the first states to create a draft retail
policy. The Andhra Pradesh staie retail
policy has already been unvailad, whereas
Maharashtras policy will be releasad in the
mionth of Felruany 2018,

Some of the key highlights of the Andhra

Praclesh state retail paolicy are:

« Inclusion of food and groceny retailing in
essential senices

= Single-desk clearance of busziness plans

= Easier land scquisition for retailers to build
warehousas

« Tailor-made incantiees for mega retail
anterprises with investments of at lzast
1 bin ar that emplay at least 2,000
peopla

« Simplified labour laws

- Belaxed stccking limits for essential
commadities

Ore of the additional inclusions in tha
Maharashtra ratall policy is the developrent
of retail entertainment zones (REZs)L The
cancept of an BEZ is to craate a saparats
Zone iar retall and recreation with direct
acness to mass publc transport

syatermns. This will be inclucled in the master
plan of tha various cities in Maharashtra.
These zones would have large land parcels
for mall development. Since the Uuss is
alreacly idertified az retail’entertainment, the
land prices will be rationalised far this
paricutar use, Physical infrastructure, such
as roads, public franspart and power, which
comprise the backbons of a successiul retail
centre, will also be planned in advance
within the master plan. The relaxation in the
developrnent contral norme will ba
favourable to mall developars. Additionally,
o enhance the viability of retai
development. up to 50% additicnal floor
space indsy (F21) will b2 admissible over the
baza F2I.

Ina nutzhell, these eforms are a welcome
mave and will enhance India’s attractiveness
i the global market. The recent relaxation in
the FOI policy to sell products rmanufactured
in India through e-commernce glatforms
without governiment appraval will give a

B & 157

Kamal Tandon

COO, Nall
-

“Every business has its own strategy to move
Tapward e Believe that Being in thehigh trads
density bisiness thatwe deal with, the prident way
toexpand olr Brandiisthrough mantaining

online portal and eunewn properties in lBeations as
and when the'situation'demands."

One of the additional
inclusions in the
Maharashtra retail policy
is the development of
retail entertainment zones
(REZs). The concept of an
REZ is to create g
separate zone for retalil
and recreation with direct
access to mass public
transport systems.
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greal impetus 1o onling retailing in the country. This
initiative is in line with the recent transformation in the
country’s retall market, wherein brands are either
alreacy using or considaring muliiple channels for
salzs. Among the various channeals, e-commerce is
the higogest changs maker,

Internet users

> 402 mn

Mobile users
D 306 mn

E-tailing is opening doors for
modern retail in Tier-1l and
Tier-lll cities, where the brick-
and-mortar format has limited
viability.

Technology - the game changer

LIntil & few yvears ago, shopping maant a visit to a mall or
high strest, With the advancement of technology and its
increasing usage by consumers and retailers, shopping
options are not rastricted to physical siores anymora. E-
tailing is not onfy a reality; it is evolving canstantly (o create
synergies with other retail channgls. According io the latast
report released by the Inlemet and Mobile Assooialian of

Inclia (ladal and IMBE Internatiznal, India was estimated to
have the warldl's secand largest Internat wser base by
December 2015, avertaking the LIS, Hioh-speed intermet
connections have become better and more aifordaile,
Interestingly, Indiz is the second largest smartphona market
glabally, and is expected to witness fast-track growth in the
next five years,

Mare consumers are connected and socially active with the
use of such technology, E-tailng is much more conveniant
thraugh smartphenes, and is accessible to all age groups
across all geographins.

In fact, e-tailing is opening daars fer modern rslal in Tere
and Tier-lll cities, where the brick-and-maortar format has
timited viability. The growth of e-tail has expanded (he etz
market by increasing the impulse to purchase and rezching
aut to the most remole rural customesrn, wino would olherwisea
nave no access o any modern brand.

Consumears are now becoming aware of various modamm
products. Henes, when brick-and-martlar modern retail
enters these markets, it will find the consumers of thase
smaller towns higher up an the l2aming cunve.

The never ending debate:
Digital vs Physical

Although it may seem like e-tailing is the naw way of
shiopping, brick-and-mortar is alsa here to stay. Indian
consumers continue to find physical stores appealing. and
shopping is a form of recreational activity for them, Brick-
and-moartar storas provide consumars with a physical
expetience that allows them to touch and feel the products,
Ratail stores also employ personnsl to attend to customear
reqjuirements and suggest options, which is important to a
high percentage of consumers avan today. So, an integrated
approach of brick and mortar and digital is the nead of tha
o,

KEY STRENGTHS OF THE BRICK-AND-MORTAR AND DIGITAL MODELS

Brick-and-mortar

Digital

Highly personal

=&l 1ha products
Personal help from store attendants
Instant purchase: no waiting time for

dlelivery

Allows consurmers to physically touch and

= Wida s=laction

+ Customer reviews readily available

« Price companson is vany convanient
= Shop from anywhers

S
=

AL
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Omnichannel retailing: the way forward

Crur interaction with retailers scross all
product categories reveals that the g-
tailing versus brick-and-maortar detate
is not relevant anymare; both have 1o
bz integrated seamlessly 1o create a
satisfying shopping experisnce,
Lenskart, Pepperfry, Frescultr and
Firstcry are some of tha a-tailers that
have opened physicat stares to
showecasa thair products and senvice
anline custamears. Similarly, e-tailing
giant Flipkart has alzo launched
phwsical stores, whare customers can
collect the items orderad cnling at their
convenienca. These stores will act as
expariance centras inthe future and
will offer valus-added senvices, such 83
trials, instant returns and product
damos. On the other hand, & number

of traditional brick-and-mortar playars
nave gone online, sither with their owm
websites or by ting up with already
existing a-tailers, such as Amazon,
Snapdeal, Jabong or Myntra. Mahindra
Retail, Shoppers Stop, Jack & Janes
and Adibyva Birla Group are samsa of the
retailers that want anling in 2015, The
figure is sat ta increass further in the
coming years as more retailers
undarsitand the importance of offering
muttiple touch paints to consumers,
Several brands are bringing t2chnology
inio their physical stores, with kiosks to
showcase products and pravide
custormer suppart. Virtual tial rooms
have alzo been introduced in stores,
wihnarein customers can try out any
rumber ef oulfits availakle with just 2

Shopper’s Journey for Grocery and Apparel

. Knigh
Brai TS hmaht

click. Jealous 21, Mika, Lavi’s, Arrow,
and Satya Paul alrsady have stores
that usa this technology. Some of
these stores also allow customers to
check the availability of a prodact
across all brand outlets and arder
home delivary.

Consumers have already exparienced
the convenience of e-tail and axpect
improved intagration in the futisre.
Hence, an omnichannel strategy is the
only way for retailers to perform in the
coming years, The key iz to be
connected with censumers through
vanaus channgls, such as wabsites,
mabile apps, social media, kiosks and
mary mors, A consumer should be
able to shiflt betweesn various madia
seamlessly during a shopping journey,

Limited channels for shopping

2009

ARPAREL Walk to the nearsst
high street or & salect mall [T
g =
! g )|

GROCERY Wallk torthe === Call up-a lncal grocer “ -

L T neighbourhood market '.ﬁa::-:-m.‘] i and ask for home delivery .é&)
W | | mmm T e
il F) | — =h

Decent penetration of e-tail 2015
« Walk to the nsarast hinh + Check onfine = Oreler from a mabile app

« Try on clothes

streat or a select mall

Compare prices
Gatit hame cleliverad

= Aggregatar websites like
Scootsy

« Buy Try on clothes = Get It home deliverad
Retum
AF"tF"f-'LHEL F—— f:k :
: e o -
. T E;__i L8 =y H

Walk ta tha nearest

ar mzll

GROCERY

neighbourhocd market

Call up a kcal grocer
and ask for home detvery

Order gracany onling’
an & mobils app and
qelit homs delivared
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Shopping in an omnichannel world

2020

v Check preducts on vanous onling porials
» Loginta the wabzite

profile and order history
» Sel=ct aptions

want to continue with the purchass
APPAREL » Complete the order

withit

SCreen
« Compare the price for the items online

enline and get it hame deliversd

« Get persanalissd recommendalions based an your
+ Share it with friends, get likes and then decide If you

» Getit home delivered or pick it up frem the stors
i + When you arrive to pick up the purchase from the
store, they offer more options and accessories to.go

» Try the'new optionsin & trial room or an the virtual

« Maks s purchase i it is availabis on discount; crder it

» Loginto the mokile app

GROCERY nistony.

- » Personalised deals based on your prafila
wmE + Place an order in a single click
a o

» Get it home deliversd as psryour
convenience ar pick it up from the nearest
slore while driving back from work

« Get recommendations based on your arder

S5
o
!

Reinventing the
brick-and-mortar space

The omnichannel retail model is bound have an
impact an tha brck-and-mortar retail space. Walls
and stores within will have 1o adapt to the changing
consumear requirements, Shopping at a mall will not
e a necessity in the caming years. Purchases can
e mads anywhere and at any time with ease and
at tha consumer's comvenience. Henca, malls have
to provide much more than shopping to be able to
atiract customers, Shopping malls wil have to be
remodelled or rearranged into racreation centres,
offering mone spaces ta sociaiise, host events and
concerts, and provide ample FAB options.

Tha e-tail wave hacl hit other countries befors Indiz
and thare ara several examples wherein malls have
been repositionad to cater to the evolved neads of
the consumers. Enlarged and evolved spaces for
entertainment and FAB is the trend consisient
across Sl countries.

16

SOME OF EXAMPLES OF INTERMATIONAL MALLS
WITH & FOCUS ON ENTERTAINMENT

Madrid Xanadu, Spain
The mali fealurss a sk
slops, go-karts, balloon
rides, bowling and Liliards.

Mall of America,
Minnesota, US

The mall has an undensaiar
aquarium, hems park and
cinasaur wallkk musaum.

West Edmonton Mall, Canada
The mall has ona of the world's
largest indoor amusement pari,
an underground  aguarium,

a miniaiure goli course for Kids.
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Similar changes are taking place in the Indian market
as well. The share of entertainment and FEE in the
overall mall space previously ranged between 5-9%
and has grown to 15-20%. A numbar of existing
rmalls, such as Inorkit and Oberal in Mumbai, have
strategically carved cut more space for enterfainment
and F&E.

Similarly, a number of new malls in Bengaluny, suzh as
Brigads Crion and Phasnix Market Gity, have
sllcoated substantial space for family enteriainment
centres (FECs). One of the latest addilions 1o India's
mall list is DLF Mall of India, Meida, where the shara of
thesa two calegories is as high as 40%.

Entertainment and F&B can be
defined as the new anchors that
attract the maximum footfall and
generate consistent revenue.

Reity, Mumbai, houses an indoor theme
park—KidZania —which attracis consumears from
acmss the city, According to a recent study by FICCI
and KEMG, films and the gaming industry are
gxpected to grow at a CAGR of 10.0% and 14.2%
respectively, in the naxt five years, presenting big
opportunities to relailers. Anolher change that is
evident across all cities is tha resizing of stores.
Traditionally, an anchar tenznt ina mall was
cateqorised based on the size. The store size was
(hougin 1o be of utmost impartance when defining an
anchor, followed by the product catagony.

The majority of the malls had planned department
slares as anchars, with areas ranging batween

B0, 000-70,000 s ft. However, this trend is changing,
and a number of successiul malls are modifying their Parthasa rathy H

strateqy, either reducing the size of the axisting Head - Betall Business Devefc}pmenf
anchors or identifying new anchors based on the Madra Fashion & Lifestyle '

brand’s attractiveness. Intarnational rands are
gaining importance, as their averagsa trading densiiies ]
Hithe brand s elavant for a catehment anc

are also relatively higher. The size of anchor stores has i e T S e | T T

now redl.{(:eci i ED.QDD—EE.DDD sq i, .This clmn_.ﬂ?sizing stores in the same market only helps Increase
is improving the refailers” average trading densities market share! Gannibalisation will be for a
while also creating mora space, giving tha mall short periodiand one has to get the cost nght.
maqugemegﬂlt an Gppﬂnunit}l o ope inmare brancds It'ls Batter to self-cannibalize tharn allow

and enhance revenues. As typically the rentals paid by -E;ETE:ETIZ: ;i:f:f?:a; ;EE;;;!DWE\-'EE the

anchor iznant are far below that of vanilla tenants.

; o -
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eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee
;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;

aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa



THIME INDIA.
THINK RETAIL.
2016

The way forward

REVIVAL
GF EXISTING
BRICK-AND-
MORTAR
SPAGES:

Downsizing of anchor stores is not only
improving the retailers’ average trading
densities while also creating more space,
giving the mall management an opportunity
to rope in more brands and enhance
revenues.

Inchia’s retail market is expected to grow manifold in the next
five vears, With the right suppaort from the government,
mocern retail will witness tremendous growih ancl move up
the grawth curve, The omnichannel medel, which focuses on
the customer, will have to be adopiad by retaiters and mall
developers. Innovation will be the key, as customer
awaranass lzads 1o higher expectations, convenignce being
the requisile factar,

Retailers nesd to innovate in order to cater to the shopping
needs of the new-age consumer who has limited time and a
plethora af options to choose from. The retailer strategy has
aleo to take into account the opportunity for partnerships —
the entire industny nesds o work as an ecosystem. Same of
this is already being done — Shoppers Stop realizad the nead
for an onling presence and enhanced il by entaring inte a
partnarship with Snapdeal to reach 1o More consumers,

PARTNERSHIPS |

-

Collaborative working among the
leading players will be the key to
SUCCess.

It could be in the ferm of partnerships, ar mergers and
acquisitions. Brick-and-martar spaces will have 1o reinvent,
with a-focus on consumear axperiance, The axisting malls,
which are either facing challenges or were shui down
recently, can be revived if the basic fundamentals arz in
place, i.e. a good location, design and appropriate size.

Some of the international funds are looking
for lucrative deals in this sector as well. In
the short term, they are considering malls
that have been performing steadily since
the last three years. In their mid-term
outlook, they would consider malls with the
basics in place but failed due to
management issues such as strata sales,
lack of funds or other leasing model failure.

Hawever, the these funds are currently not considering
greanfield projects in the near future, which would have beean
a big opportunity for mall developers and a substantial value
addition to the modarn retail sector in India.
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CUSTOMER BASE

MMA MCH Bengaluns Top Wrban
Centres ™

TR 7 [ 5 | 6 [ es

g % B rAMBR MCR Bangalum Tul:tlirban

i h b O S S i
el 21 ) 22 | 8 | 86

Decadal growth between 2001 & 2011

MMR NCR Bengaluru  Top Urban
; Ceantras ~

NG [235% | ar% | 33% | 265%

FPopulation 2015 (E) (mn)

PEETEe MMR MCR Bengaluru E%ﬂf;'e'i?“
tse [ 22 [ 24 [ 10 [ 3 |

A

Fowrn: Cenoys 201 ), Indicus Arslins; Kright Fravk Rosasnon

Tl NOA: Banmaluy, Hhvolsrabad, Pue, Chsns, Kodala

» Bengaluru has emarged as a scught-after retail market in recent years, with
several forgign and national brands setting up thair stores in tha city. The
cily houses large-format retail mals, largeing boli he ey segmeant ard
valuz shoppers, while providing far madem ratail Space in shopping sirests
as well

» Fueliad by tha advent of he TATES saclor, whizh wilnessad 1he prolifaration
of a large number of peopts from cher radicns, Bengaluar is e third most
populous city of India oday, supparting a diverse demograpiy

» Ciuring tha last decade (2001-20711), the pooulation growih was obsaried
10 hewa besn signifcant, ai a decacal growth rateof 33%, which was
substantially hiaher 1har the growth witnessed in the Mumbsai Metropoiitan
Region {hiE)

With an estimated population of 10 mn as of 2015, a sizeable 54%
of the city's population comprises households earning abowve
F300,000 per annum, thereby translating into 5.2 mn people that
play a major role in Bengaluru's modern retail growth story
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Population across
household income brackets

Bengaluru's total population stands
at approximately

10 mn as of 2015

% share of total population 28%

19%
SHMNY |1/, (A
e X 15%
- s 7195

e

= il ! : — , - '\,l\_.\ = _._:
| S | [ e | |

= 75,000 7F5001- 150,000- 300,001= 500,001~ 1,000,000
150,000  300,000°0 500,000 1,000,000

Income < per annum

/N

5.2 mn people; accounting-for 54%

of Bengaluru’s population, earn more
than 300,000 per annum and contribute
the most towards the modern retall
growth story

Source: Kplgnt FrenkRessanch, indels Anakilics
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MARKET SIZE

Total consumption expenditure 2015 (% bn)

Mumbai HCH Bengaluru Top Urban
Centres *

[ 2113 | 3,494 | 2020 12,782 |

Per capita consumption expenditure 2015 (3)

Mumkbai NCR Bengaluru Tap Urban
Centres *

A A\ i A A |
188,745 | 138,335 | 212,444 | 137,758 |

Total retail expenditure 2015 & bn)

Mumbai HCH Bengaluru Top Urban
Centres *

Iﬁ 1214 | 1,047 | 640 | 4_,2I06

Per capita retail expenditure 2015, (%)

Mumkbai [ Bengaluru Tap Urban
Centres ™

il A\ P M
E 55,714 | 44,055 | 67,289 | 45,328

Total moderniretail expenditure 2015.(% bn)

Mumbai NCR Bengaluru Top Urban
Centres *

04 | 164 | 269 .ﬂl |

Per capita modern retail expenditure 2015 ()

Mumbai NCR Bengaluru Top Urban

m&m M\ M A Gen,t *rf &
WD | 7519 | 11,290 | 16,191 | 8,635
Sowee fnh! Frank Sesamly, moeus Anghdics, NEED

TR, NG, Bariahy, Hyohaalad, Pons, Glisteai, Sovra

Thea Bangalure retail market is characterisad by a fair distribution of modern retai,
largely impacted Dy rising consumer income levels, We have sized the city’s
customer spending to get an understanding of the total consumption expanditure
pattern

& key observation inthis regard is the city’s highear per capita consumption
expenditure

Wilh & growing populalion bass, the lotal consumplion sxpendilure in Bengalune is
on the haels of NCR and Murmbai, and slands at $2,020 bn - & 16% share of the
top seven urban cenlres

Whilz tha city lagged behind MCH and hMumbat in total censumption and total retail
expenditura, it emerged as the region with the highast per capita consumption
expanditurg and per capita retail expendilure, 1S per capita ratail expanditura
slands at ¥67,280

The cily's total madern retail expenditure stood at a competitive
+154 bn, behind Mumbai and NCR, while its per capita modarn retail
expenditure surpassed these lwo cities considerably, by a margin of
115% and 88%, respectively
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MODERN RETAIL
POTENTIAL

maodarn ratail has always bean
and, far the
nsiderad as i I

za of ratail

IRmarn
on, with

The total consumption expenditurs
fwhich includes rant, ransporlalion,

2 in Bangaluru stands at
%2 020 bn, of which 540 bn

Comprises the total retall expenditure

The present markst size of modern retail
ity stands at $154 b, denoting
stantially Iow penstration of

iarn retail in the r(24%), as

penetration of
arn retail portends well for
Bengalury, as it holds immenss potential
to increase its share of madern ratail in
tha forthcoming years

The potential of modern
retail in Bengaluru stands
at an estimated <486 bn

Total retail e;:penditure.

2640

on

PRODUCT CATEGORY SPLIT OF
MODERN RETAIL IN BENGALURU

G

Total retail
expenditure




Potential for

modern retail

486 bn

RET

£ 52% of the
‘ total
‘ expenditure on

modern retail is
contributed by
apparel, F&B,
entertainment
and daily needs

MA ~a
?70 bn ?44 bn ?275 bn

‘l'lmnﬂ-u

Wrai . Sdraak

RILULER ASACCUETICA F IHEAL

Between 2015 and 2019, the modern retail
market size in Bengaluru is expected to
grow at a CAGR of 23%, from 2154 bn in
2015 to maore than 263 bn in 2012

1

Further improvement in the macreeconomic
parameters; a fast-growing cosmaopolitan
populace characterised by double incomes,
high purchasing power and discerning
tastes; and expaosure to evolving trends are
expected {o enhance the share of
Bengaluru's modern retail

We have estimated that by the year
2026, modern retail penetration in
Bengaluru will increase to 50% from
the current 24%, with both brick-
and-mortar and E-tail formats
contributing significantly to the
growth
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Product Category-level Analysis

1. APPAREL

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015 | | centml  Nomh  Sowh  West  OAR  Benganu
Retail market
size [ bn) v 2 6.1 b4 123 0.8 28.8
Modern retail
market size 0.4 1.6 0.4 1.0 2.0 w 9.5
& bn)
Modern retail
putentirelll & bn) 1.2 0.6 5.7 4.3 10.3 0.8 23.2
Retail ket
et o 37 49 5.0 115 10.9 5.3 1.4
Modern retail
market size 1.2 4.8 0.5 3.0 3.5 0.9 14.0
& bn)
Mad tail
e 25 0.1 4.4 8.4 6.5 0.8 23.0
Chverall apparel: !
modern retail 3.7 0.7 10.2 12.8 16.9 1.7 46.2
potential ¥ bn}

Source: Kmight Fank Ressarch, indous Analtics, NS0

Mote:4 denotes negligible value



Bengaluru has a strang apparel market,
dominated la

with the madern ratail potential inth

apparel calegary estimated at 46 bn

Bengaluru, Th
wwith: M

e [awar madsarn retall market siz

in 2015

The nartharm region, too, has & minimal moderin

number of 2
Utz

Owing to the current low modern
retail presence, Morth, South and
West Bengaluru have a high
growth potential in the apparel
category. Together, these zones
have an annual potential of 340 bn

®rai 23

Knight
Frank
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The penatration of madern retail in the ing dining
s the highest in Bengalunu, which
aplions, genarating
tail spending of the
chment population. This may be attributad to
the spending from other regions as well

The profusion of F&B caig and Quick Sarvice

Restaurants (3R] in East Bengalurw, the majority

of wwhi

haalthy madern retail market sizes. The business

generated in these segmants is largsly a (=T
15

in Whitefial

The potential for the overall FAE segrment in South
and West allru is estimated to be

primarily in mall spa d a spanding
population b > raquired to utiise this
cpportunity in these zones

W




Wrai, $drank

AL PR ALRSEUCICA S HEAL

2. FOOD /3\NF&[{)B BEVERAGE

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015
W

Fetail ket
e 0.3 0.4 0.6 1.0 1.3 0.1 3.9
Maod tail
mzrkE;Tsri-:ear{? b} 01 0.2 0.02 0.1 0.1 0.05 0.7
ot SR 02 0.1 0.6 0.8 12 0.1 3.2
Retail market
cive (% br) 1.0 1.3 2.0 3.1 4.1 0.4 12.3
Meod tail
i 1.0 0.05 0.1 0.6 0.09 3.1
e imL fefek 00 2.0 3.0 35 0.4 9.1
Retail ket
ive € bn) 2.3 3.0 47 7.1 9.4 1.1 27.6
Mod tail
FEtas w09 2.3 0.2 1.7 1. 0.1 6.0
Modern retail
Sotential B b 1.9 07 44 5.3 8.2 0.9 21.6
Overall F&B:
modern retall 1.9 1.1 7. 9.3 13.0 1.4 34.0
potential & bn)

Source; Knight Frank Rassarch, indicus Anafdics, WESD

wdrde implies that the modern retail space in these zones has been generating more business
than the total retail spending of the catchment population in this product category
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3. ENTERTAINMENT

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015
V

Tatal

entertainment 2.2 3.0

expenditure [ bnj

4.6 7.0

9.3 1.1

Market size of

multiplex and 2.1 2.2

FEC { bn)

1.5 3.6

4.1 4.0

{7

Sodrgar KRighl Rk Reseanchy ot Araldics, WEE0

The total retail market size of the
enterlainment category is T27.5 b The
expenditure comprizses spending on
multiplexes, pienics, family autings,
amusement parks, fairs and family
entertainment certres (FECS)

The modern retail penetration of
entertainment (FECs, multiplexes) as a
category comprises a significant 645
of the total retail spending on
antertainment inBangaluru

With an expenditure of
24.06 bn on multiplexes
and FECs, the ORR
generates more business
than the total retail
spending of the catchment
population in this product
category. This can be
attributed primarily to the
low population in its
catchment, thereby
attracting consumers from
other parts of the city
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4 DAILY NEEDS

(OUPERMARKETS/RYPERMARKETS)

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015

W

Retail market
size (v bn)

Modern retail
market size

(£ bn)

9.8

Modern retail
potentlal € bn)

T = =urs

Sowmcar Knight Frame Research, dnolces Analplics, MES0

The total retail market
size of the daily needs
category (supermarkets/
hypermarkets) is 275 bn,
of which 60% is
concentrated in South
and West Bengaluru,
which have traditionally
been the preferred
residential zones of the
city

20.31

45.3

Motably, daily needs as a product
categony i dependent largely onits
own catchmentzone population,
unlike cther categories, such as
apparal and F&AB, which:can be'in
demand fram consumers in other
ones

|

R B ] e vt S B 7]

The city's modern retail penetration in
the total market size of this category is
substantially low; at 1294

This can ba attributed to the fact that a
large portion of the marke! size of his
category is catered to by traditional
mom-and-pop stares, thersby pegging
the medem retail penetration in this
categary at a lower level

i -rrr e === = =]

The modern retail annual potential for
the dally needs categary stancds at $243
n in Bengalum
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MODERN RETAIL SPACE
SCENARIO IN MALLS

BENGALURU

oAl U b er O R e e T
operational malls East Bengaluru Tk South Bengaluru 4
North Bengaluru 3 | West Bengaluru ‘{Iﬁ

Gentral Bengalury ‘East Bengaluru | North Bengaluru

1,002,000 2,998,000 515,500

Total mall space
(sq ft)

BENGALURU

) )

West Bangaluru CRR South Bangalumn

3,023,000 631,000 1,100,000

BENGALURU

Per capita Gentral Bengaluru 099 West Bangaliru: 490
g:;::gl;f] ?Egr East Bengaluru —t ?—E 1 ORR 786
1,000 population)  North Bengaium OO _ south Bengaluru 410




Bengaluru has witnessed a relatively gradual and
loweer cancentration of malls compared to MCR
and hMumbai. Mall development, which
cammenced in the central and off-cantral
[ocations of the city, has now spread to the
peripheral locations as weall. Al present, Bengalurd
has 268 malls, adding up to approximately 9.3 mn
a0 ft of modern retall space

The ocoupied mall space par thousand of its
population in Bengaluru stands at 524 =q ft

Morth Bangaluru has the lzast ococupied mall
space per thousand of is population. This can be
attribisted to the fact that modern retail in this
zone is largely nascanl and comprises lraditional
retail, with modern retall penetration at 14% of tha
F93 bn tolal retail expenditure inthe zons

Interestingly, despite the limited presence of mall
projects, the ORR hasa higher mall space per per
thousand of its population. This can be altributed
to the loweer population level in the GRF region, as
campared ta the other parls of the cily

East Bengaluru remaing the region with the
highast amount of par capita cocupizd mall space
per thousand of its population. The presence of
seven malls catering to the retail nesds of the
populatian, largely belenging 1o the IT sectorn, has
taken the per capilz occupied mal spece to a
whopping 1,711 890l

On the other hand, despite accounting for the
lzrgest quanturm of mall space in the city, West
Bengaluny has a lower per capita occupied mall
space, at 430 sg /1. This can be altibuled to the
high population concentration in this zone, thus
decreasing the per capita figure

Knight

Frank

'.E

L3
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Bengaluru has the highest per The city has a potential for
capita annual modern retail T486 bn of modern
expenditure, at 16,191, retail, which augurs well for
across all seven urban centres, the growth of modern retail
making it an ideal catchment
for retail
D
b
52 % of the total spending in R46 bnis the
modern retail in Bengaluru is estimated annual
contributed by apparel, F&B, modern retail potential
entertainment and daily needs in apparel in Bengaluru

(supermarket/hypermarkets)




Rrai L armont

Growing at a CAGR of Modern retail penetration is set

16%, Bengaluru’s total to increase from the current

retail spending is projected 24% to 50% by 2026

o increase from

2640 bn in 2015 to ° o o
. |

1,155 bn in 2019 n"u‘-ﬂ

I

The annual modern The annual modern

retail for F&B category in retail potential for daily

the city holds a market | needs (supermarkets/

potential of | hypermarkets) in the city

F34 bn Is estimated to be

243 bn
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MUMBAI METROPOLITAN
REGION

I |
o ==
FE e
"?x\_.-";-x\‘“"\.\ ," o -\-"., e
= 1 1"LI
S )
e | S
"\-'C:\-.___ |
[ 2 e
|} -
| N
[ '.I'l- l":.l
'.'-'"._“-.._\_ I'-:-,.""-"" r‘-"'
"i‘-l L e 1 J.-"'
e
| J{-l:l_ll.
o
[} If
i ||..

I i
| il
i |ill' : N o
{ e

i =
] T __."'f

R
LT

i



CUSTOMER BASE

MMR MCR Bengaluru  Top Urban
Centres *
LI .

MCR Eengaluru Top Urban

& MME
Preene Garree:
— — g, — i - oy

TrEeTR | 21 | 22 | B8 | 86

MR MCR Bengaluni  Top Urban
] Cenf_i_'Eﬁ "

NS [ 2% | 4w | 3% | 27% |
Population 2015 (E) (mn)

PrRITETT MMR MCR Bengaluru E%%f}l;g%n
i -

Sewee Conews 200 1, Ickows Anadce, Kinght Fraak Roeoanh
WAAR, DR, Bangales, Hyaomabsd, fune, Cheanal Kokara

« With a population base of 22 mn, tha MMB is ane of the biggest urzan
agglomerations in India. During 2001-2011, the population increased at
clecadal growih rate of 2495, which iz a tad lowsr than the growth
observed in top urban centres of the countny

« Meverthsless, Mumbal rermaing the financial capital of tha country and iz
the hub for banking, financial services and insurance (BFSI) companies in
Inclia

+» The sheer size of the region in terms of population and its socio-
economic profile make it one of the most impertant retail markets in the
country. Nearly 57% of the city's population compnses housshalds
earning above $300,000 per annum

®rai ¢

Knight
Frank
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Population across
household income brackets

% share of total population

2%
; 1%
- e
S . = —
G = e S e
(o = L | et 1| — = e
| m— e R — —e ] { —

< 75000 75,001- 150,001~ 300,001- 500,001- =1,000,000
150,000 @ 300,000 500,000 1,000,000

< per annurm
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MARKET SIZE

Total consumption expenditure 2015 (% bn)
Mumbai HCH Bengaluru Top Urban
Cent_ree of

| 4113 | 31254 | 2,520 | 12,782 |

Per capita consumption expenditure 2015 (3)

Mumkbai NCR Bengaluru Tap Urban
Centree it

(188,745 138,335 | 212,444 137,758 |

Total retail expenditure 2015 & bn)

Mumbai HCH Bengaluru Top Urban
! Centres *

Iﬁ 1214 | 1,047 | 640 | 4,206

Per capita retail expenditure 2015, (%)

Mumkbai [ Bengaluru Tep Lrban
entree 4

i) FAY A .
E 55,714 | 44,055 | 67,289 | 45,328

Total moderni retail expenditure 2015 (% bn)

Mumbai Bengaluru Top Urban
Centres *

04 B o | 50 | so

Per capita modern retail expenditure 2015 )

"
|
"

Mumbai NCR Bengaluru Top Urban
Centres *

WD [ 7519 [ 11,200 [ 16,191 | 8635

Sowee: finph! Frank Sersach, nofcws Anpwics, NEED
R, NCA, Bangalory, Hydeabad, Foums, Chenmal Kolkata

«  Mumbai is often projected as one of the most expensive cilizs in India. The
bR region has the highest consumption expenditure in the country, and
stands at 4,113 bn - a 32% share of the top seven urban centras. In terms
af valumea, itis nearly doublz of Benoaluru's consumption expenditure

«  The MMR also leads in terms of total retail expenditure, 8t 31,214 bn, the
ragion contributes to nearly 29% of the total retail expenditure in the top seven
uran centres of tha country, Such high retail expenditure is a big cpoortunity
for retailers, and is one of the reasons why many intermational brands prefar to
open ther stores in the MWB

= Dospite having the highest retail expenditure, the Mumbai market lags behind
MCR in terms of modern retail penetration. The MMR's modern retail market
size stands at T164 bn, Even today, Mumbai has a number of non-modern
shopping streets. Quite a high wolums of ratal spending takas placs in thess
traditional shopping areas

= Likewise, the par capita modern retail spending in the MWMR is far balow that
of Bengaluru and MCH
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MODERN RETAIL
POTENTIAL

Defining modern retail has always beenan
ambiguous exer and, far the pumpaose of
is study, all ste a mall have bean
g i retail constifuents. In
res on shopping straets,
ide a purchase invoice, and
ture and air conditioning
have bean considered as madern ratail

The penetration of modern retail is extremaly
in the MMB, orimarily dus to the
o and uno

ford Marke
Zaver Bazaar, Hindmata Market, Lamingion
Read, Kalambali Market, Linking Road, ete.
ara still non-modern, unlike MCR and
Bengaluru, where shopping strests are
transforming into maodern retail destinations

Total retail eipenditure.

21,214 br

The present markat size of medern retail in the
MR stands at T164 bn, indicating a
substantially low penstration of modarn retail
in the region (13 comparad 1o mary

time, the ratail expenditure of the MMR, at
1,214 bn, showcases the region's pot
far modern retail inths -

PRODUCT CATEGORY SPLIT OF
The potential of modern retail in MODERN RETAIL IN MMR

the MMR stands at an estimated
1,060 bn

Between 2015 and 2015, the modern retail
market size in the MMR is expected to grow

at a CAGR of b, from F1684 bnin 2015 o = T 5
otal retail
more than ¥381 bnin 2018 ?1 ;2-1 4 bn expenditure

(15




Wrai, SdFaak

RIFLLFR AIRSCIAIEA O

Potential for
modern retail

kew retail policies at the central and state
leviels will have a positive impact on the retail
market inthe region. Growing disposable

- - imcame levels and changing consurmer
Tntal I"I"IDdEI‘I"I I'Etﬁll expendltum expectations will plsh the traditional markets
to transform into modern store formats.
However, the:penetration of moderniretail in
the MhE will be slower than'in NGR and
Bengaluni due to the high slum population in
the city and limited spending capakbilities

2164 bn

We have estimated that by ihe year 2036,
madern retall penetration in the MME will
increase to 5050 from the current 13.5%, with
baoth brick-and-rmortar and E-tall formats
contnbuting significanily to the growith

68% of the total
expenditure on
modern retail is
contributed by
apparel, F&B,
entertainment and
daily needs
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Product Category-level Analysis

1. APPAREL

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015 R ereneratifo e MMR!
Gy Mumbel | gfime  Central Suburhs
W h v v v
erey 2.6 6.8 76 25 49 5.4 393
Modern retail “a i
Eﬂﬂ*&t Size 4.1 2.3 1.4 1.9 1.4 0.7 3.0 148
bm)

S ing DA 0.3 5.4 5.8 11 4.2 25 246
Retail market
size {2 bn) 257 £.0 18.5 20.7 6.7 131 14.7 106.3
Modern retail
Eiﬁc}ﬂ size 9.9 4.4 4.7 4.0 4.0 1.8 4.5 33.3

n
Modern retail .
putenﬂal |:E bn] 1 J-B‘ 2-.6 1 3:8 1 51? 216 1 1 .4 1 0.2 ?3,{]
Overall apparel:
rnodern retail 21.1 2.8 19.7 22.4 3.6 19.9 i 97.6

potential (¥ bnj

St Krght Frank Rosoarch, Deitls Anaiics, MSS0




The panetration of modern retail is the highest in
the apparel product category across all the top
three retail markets of the MR, NCR and
Bengalury, primarily due to the presence of a
number of national and international brands in this
category

At the same tims, most of the unorganised
shopping streets in MMR have apparel and
footwear as their major offering. Linking Road,
Colaba Causeway and Hindmata Market in Dadar
are some of the shopping streets that
predominantly sell apparel, feotwear and
aCCEesSsores

The annual modern retail
potential in the overall apparel
category is estimated to be
"98 bn

The island city zone has the highest potential for
the apparel category. mainly due to the limitad
number of malls and modern shopping streets in
MR, Despite a strong customer base, the zons
lacks modern retail supply. High real estaie cost in
the zone is also one of the reasons for the limited
modern retail development

0
On the other hand, despite having a number of
malls, the Andher-Borivali zone has a huge

annual potential of T21.2 bn for modarmn retail in
the appars| category

— -

The modern retail potential is higher in the non-
ethnic category across all zones in the MMR

Diyai

RETALERE AAIRCIN OF Post

P9 Knight
4 Frank
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Tha annual potantial of the FE&B category in MR
i5 more than T70 Lo

Unlike the other two impariant retail centres of
MNCR and Bengaluru, 2l ratail zenes in the MMA
hava a low penetration of modern retail in the F&B
categony. One of the reasons for this could ba the
large number of unorganised food joints across
the city

The potential for F&EB GS5R in the Andheri-Barivali

belt and the island city is estimated 1o be 7.8 bn

and 7.3 bn per annum, respectively. This is a big
opportunity for QS players, such as McoDaonald's,
KFC, Burger King, Domino's Pizza, etc.

e




; Knight
Rrai : Frank

RILULFR AARSCIATICA OF BERL

2. FO0D AIVFEB BEVERAGE

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

Retall market v
<iza [ br) 0.6 0.7 21 21 0. ? 1.3 1.5 10.9
Mndam retail
market Size 1 0.4 0.5 0.3 0.3 0.1 0.2 3.0
®bn)

“Moderm retail e
SotntiEI ELE) 1.5 0.2 1.5 1.7 0.3 1.2 .0 7.9

| Retall'market
e o 0.7 2.1 5.6 6.2 2.0 4.0 4.4 32.0
Modem retail
market size el 1.8 1.9 0.9 1.0 0.0 0.9 9.9
{bn}
A 0.4 37 5.3 1.0 3.9 35 92.2
Retail ket
i bt 13.1 3.6 9.5 10.6 3.4 6.7 7.5 54.4
Modem retail
market Size 5.3 1.6 21 1.5 1.8 1] 1.4 14.9
{Zbn}
Mod tail
potential gbry 78 2.0 7.3 9.0 1.7 5.6 6.1 39.5
Overall’ apparel:
maden retail 13.6 2.6 12.5 16.1 3.0 10.7 10.8 69.5

potential (Fhn)

Sourga; Knight Fravik Research, inoicus Amalplics, NES0
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3. ENTERTAINMENT

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015

N/

Total
entertainment
expenditure T bn)

14.7 4.0

Market size
of multiplex 8.5 0.0
and FEC [ bhn)

Souwca: Kinight Frank Research, Indicus Anatics, NS5

The total retail market size of
entertainment in the MMRE = $61 bn.
The expanditure comprises spending on
Direct-1o-home [OTH) entenanrment,
multiplexes, picnies, family outings,
armusement parks, fairs and family
entertainment centres (FECS)

=

2.9 0.7 1.6

The modern retail penetration of
anterlainment (FECs, mulliplexes) as a
category comprises a mene 275% of
the total retall spending an
antertainmeant in tha iliE

16.6

With an ¥8.5-bn
expenditure on
multiplexes and FECs,
the Andheri-Borivali
zone contribuies to more
than 50% of the total
business generated by
the entertainment
category in the MMR,
mainly due to the
presence of a large
number of malls with
multiple movie screens




Knight
Frank
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4.DAILY NEEDS

(SUPERMARKETS/HYPERMARKETS)

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015

W

Retail market
sizemﬁngﬁ} 5 147 40

Modern retail
market size 2.4 03
(¥ bnj

75 84 0

0.8 6.6 18.7

Mod tail
potential@bn) 143 40

103 17 34

74 77 588

Sowres: Knight Frank Rssearch, Indicus Anaipiics, N550

The penetration of modern retail inthe
daily needs categony is very low acrass
all the cities. & high percentage of the
tatal retal expendilure in this categony
is catarad to by mom-and-pop stores
in the neighbourboods. Cansumers
continue to buy basic gracanes from
the local markets. Similarly, fruits and
vegatables are bought fram the local
market or street vendors

ENEE EREE
ENEE ENEE

Matably, daily needs as a product
categary, is dependent largely anils own
catchment! zone population, unlike other
calegaries, such ag apparel and FAR,
which can bein demand fram
coneurmers inather zonss

Thetotal retail market size of the daily
needls category (supermarkets!
hypermarkets) is T607 bn, of which
24% |z concentrated in the
Ancher-Borivali belt, which has
traditicnally been the prefered
residential zone of the city

The modern retail annual
potential for the daily
needs category in the
MMR stands at I588 bn
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MODERN RETAIL SPACE
SGENARIO IN MALLS

MMA

Andheri- Borivali Navi Mumbai

Total number of 10 6

operational malls Bandra=Vile Parle* Peripheral Western Suburbs &
Central Suburbs 4 Thane & Peripheral

2 Central Suburbs 8

Island City

Il

Andheri= Borivali Bandra=Vile Parle Central Suburbs ' Island City

4.250,744 11,051,891 12,021,994 1,155,778

Total mall space

(sq ft)
8 3 4 8 1 9 MMR
Peripheral Western Thane & Peripheral

Navi Mumbai Suburbs Central Suburbs

1,575,984 532,638 2,245,791
Per c ﬂpit a Andheri= Borivali 4 08 Navi Mumbai 72 3
occupied mall Bandra-Vile Parle* Peripheral Western 104

Suburbs
SRt [TSC! ft p,er Central Suburbs 489
1,000 population) Thane & Peripheral
Island City 20 5 _ Central Suburbs 38 5

" NG RS 17 ie Zone
Source: Knight Frank Reseanch



As of December 2015, the MR had 33
aperational malls. A number of malls have shut
down in the last two years. While the MMR ranks
second in the country in t@rms of total mall space,
it lags when compared 1o population density

The occupied mall space in the MMB per
thausand of its population stancls at 350 sq it

A compansan af the zones within the MMR
inclicates that at 723 sq ft, Navi Murnbai has the
highast mall space dansity

The Bandra-\file Parla zona has no malls.
Consumers in this zone are either degendent on
shopping streets located within the zone or malls
in ather zonas

Andheri-Borivall and the Central Suburbs have a
relativaly higher par capita mall sppace pear
thousand of their population comparesd to overall
MR, The availability of large land parcals at
decent prices has facilitatad mall development in
tha regian. The retail expendiiure in thase zones is
also fuite high, which contributes 1o the feasibility
af malls in these locations

Knight

Frank
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The MMR has the AtZ1,050 bn, the MMR
second |EII"QESJ[ has the highest potential for
customer base for modern retail in the country.

The region offers big
opportunities for retailers
across all four product

retail across all seven
urban centres, making it
an ideal market for retail

development @ categnries — apparel, _F&B,
n entertainment and daily needs
I8 oo
5% of the total spending There is a market
on retail in MMR is potential of < /0 bniin
contributed by apparel, F&B, the F&B category in the
entertainment and daily needs MMR

(supermarkets/hypermarkets)

e




Growing at a CAGR of
16%, the MMR’s total retail
spending is projected to

increase from < | 5.21 4
bn in 2015 to
2,243 bn in 2019

The annual modern
retail potential for
spending on fashion
apparel in the MMR is

pegged at <98 bn

Wrai, Sdrank

R ER ASASCUITA SF HEAL

Modern retail penetration is set to
increase from the current

13.5% to 50% by 2036

The annual potential for daily
needs (supermarkets/

hypermarkets) in the MMR is
pegged at a'steep x 266 DN
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CUSTOMER BASE

MR NCR Bengaluru Top Urban
Centres *

iiﬁi_ 1?_ 15 6 | 68

Population 2011 (mn)

5 8 8 & & @ MMR NCRH Bengaluru Eﬂpé‘jma*n
e ==
HEEEER L 20 | 2 8 | 86

Decadal growth between 2001 & 2011

Top Urban
J MIMR NCR Bengaluru Ge%t_res =

/N [ 285% | 4% [ 33% [ 265%
Population 2015 (E) {mn)
A TTEE L MMR NCR Bengaluru  10p Urban

Centres *

M 22 | 20 [ 10 [ o

Sowoe! Cansus 200 1, Indicus Analdica, Knight Frani Rasearch
‘WBR; NCR; Bargaluru; Hyderabed, Pune, Chennai, Kolkats

« NCR is oneof the major retail hubs in the country. The market's
prominences emerges from its diversity in demaography and lifestyle, which
has had a hugs impact on shaping its retail business

« MNCR's growth was fuelled majory by the growth in the service industry,
which cpened up vast job opportunities in the region, leading to huge
immigratian fram its neighlbiouring states

« Armong the top three cities, NCR has experenced the highest decadal
growth of 47% between 2007 and 2011, and is estimated o have a
population of 24 min as of 2015, A substartial 48% of tha city's
population comprises houssholds earning above T300,000 per annum.
Anestimated 11.4 mn people have made the maxdmum contrbution 1o
MNOR'S modern retal market
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Population across
household income brackets

NCR's total population stands at

24 mn as of 2015 (B)

% share of total population

g [ G (i) 7 [ i ’ [ 1
e e e—

| e | e I ) g [

< 75,000 75,001- 150,001- 300,001- 500,001- =1,000,000
150,000 300,000 500,000 1,000,000

Income per annum <

/\

48% of NCR's population earns
more than 300,000 per annum.
11.4 mn people have made the
maximum contribution to NCR's
modern retail market

bRl 0 B e L e O T
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MARKET SIZE

Total consumption expenditure 2015 (% bn}

MMR NCR Bengaluru Top Urban
Centres ™

| 4113 | 3494 | 2,020 [ 12782 |

Per capita consumpticn expenditure 2015 )

WMMR NCR Bengaluru Top Urban
Centres ™

|188,745 | 136,335 | 212,444 137,758

Total retail expenditure 2015 (% bnj

MMR NCR Bengaluru Top Urban
ntxr_'es =

W o 0 T edo [ 4006 |

Per capita retall expenditure 2015 (&)

MMR NCR Bengaluru Top Urban
Centres *

E | 55,714 | 44,055 | 67,289 | 45328 |

Total modern retail expenditure 2015 £ bn)

MR NCGR Eengaluru Top Urban
Centres*

B 0 BrEEE

Per capita modern retail expenditure 2015 (3)
MMR NCR Bengaluru Top Urban

Centres *

W | 7519 | 11,290 | 16,191 | 8,635 |

Sorca: Knighf Framlc Razearch, indficus Anaidics: AMSE0
‘WBAR, MCR, Bengalunu,; Hyderabad, Pune, Chenns, ¥olikata

+ Propeled by surging housshold incomes and other sotioeconomic
factors, consumer spending is increasing at a faster pace. We have sized
MNCH's custarmar spending to get an understanding of tha tatal
consumption and expenditure pattem

»  [Despite a larger population base, the total consumption expenditure in
MO is less than Murmbal and stands at $53,494 b — a 31% share of the
tap sevan urban cantres

+« MCR iz a close second 1o Mumbai in the total retal expenditure as well.
Together, both cities aoccount for more than 59% of the retall consumption
pie of the top saven cities

«  However, NCR surpasses Mumbai and Bengalury in the total modem
retall expenditure, Of the total T801 bn medern retail expenditure of the
top seven cities, an approximate 34% share is taken up by NCR. NCR's
riecharn retal market size stands &t 289 bn

+  However, NCR's par capita madern ratail expenditura is substantially
leweer than Bengalury
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MODERN RETAIL
POTENTIAL

Drefining moedern retail has always been
armbiguos, and, for the purpose of
thig studly, al etores in a mall have bean
considered as modem retail
constituants. In tha case of retail storas
on shopping streete, stores that
provice a purchase invoice and have &
basic structure and air conditioning
have bean considerad as rmadern ratail

Total retail expenditure

d ,07 bn

malls is much mora, taking up 579

MCR's total modem retall space

The total consumption expenditurs
(which includes rent, transportation;
utilities, education, medical and
insurance) in NCR stands at 3,494
by, of which 1047 bn DjI‘T‘If]r'i-“_-‘EE- thiz
tatal retail axpanditura

The present market size of modern

retail stands at $269 bn. Since the PRODUCT CATEGORY SPLIT OF
penetration of modemn retail in NCR is MODEEN RETAIL IN NCR

substantially low {26%) as compared
to many cities in emerging
economies, NCR has a huge potential b4

to increase its shara of modern retail @%% !
in the tatal retail market of the cit II .

The potential of modem ratail in NCR Total retail :
stands at T779 bn ‘11047 bn expenditure 5 Dﬂ
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Potential for
modern retail

EBetween 2015 and 2012, the modern retail
market size in NCR i expected to grow at a
CAGR of 24%, from 269 briin 2015 to
more than $630 bn in 2019

=

The growth in the macroeconomic
parameters, a fast-growing middle class
with increasing disposable income and a
population that is steadily moving into the
peripheral rmarkets of Gurgaon, Moida,
_ ==X Ghazlabad and Faridabad are expected to
enhance the share of NCR's madam retail,
Wie have estimated that by the year 2028,
madern retail penetration: in NCRE will
increase to 50% from the current 26%,
with both brick-and-mortar and e-tall
formmats sontrbuting significanty to tha
Qrowvit

65% of the total
expenditure on
A modern retall is
0 ‘ y_. w— contributed by
M. -‘ ) -E ~_apparel, F&B,
524 on entertainment and
B  daily needs

126bn 84 bn
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Product Category-level Analysis

1.

APPAREL

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015

W

Retail market
size [Fbn)

Lp= I

4 l 48

Modemn r_’etail 114 10 49

market size

1 4.8 0.8 1.7 0.1 4.0 |2 45.1

{=bn)

Modem retail
hotentialgon)  FORE 61 65

vk 1.8 2.4 0.5 02 whdi 0.0 2.6

Retail ket
cive @bn) 44 (50 169

155 0.9 2.3 3.7 0.6 6.6 2.1 7.9

Modem retail
market size 121 1.5 6.1
Fbn)

164 63 2. 3.6 DiGEN 10100 29T NEiRD

‘5{,:—_ e e —— a——

= eeae saae e Sasas

Modem retail o .« n 4+, i
potentiaigon)  HRE 100 108

dedede 45 31 005 003 Afdk kik 169

Cverall apparel:

Modem retail  drede 16,1 16.3
potential (Fhn)

Saurcer Kaht Frank Aesesrch, indicue Anabilos, MES0

Wirdr 064 2.6 0.6 02 il #dir 186

drdrgr implies that the modern retail space in these zonas has been genarating mora
businass than the total retail spending of tha catchment population in this product category




Ethnic

The annual maodern retail potantial in the overall
apparel categony is astimated to ba 19 bin

The service industry and growth in incormes have
attrac 3

o |derr‘1 “tc-re in the region, which axplains the
high penatration of modarn retail in this product
cateqorny

Inaddition te its awn population bass, Central
Delhi, which mainly com onnaught Place,
Janpath, Chandni Chewl and Karol Bagh, o :
to consurmers from NCR's other zones in terms of
apparel purchase

Sirnilarhy; dus tathair strang cansumer bass,
South Delhi, Gurgaon and Noida have some of the
best malls and storas in NCR, which nat anly
attract thair own catchrnant but alse benafit frarm
expenditure from other zones

On the other hand, there is a high
growth potential for the apparel
category in North and East Delhi.
Together, these zones have an
annual potential of 32 bn

In genaral, tha modarn retall potential is highar in
the non-ethnic category than the ethnic categony

©rai

AR i A (17 A

Khnight
Fran



CTHINK INDIA.

THINE RETAIL.

016

The annual potantial of the FARB category in NCR
i more than T35 bn

The FAB i il outh Delhi,
Gurgaon and Moida witnesses spending from
otherzonas in the modern retal formats. As a
result, the modern F&B cullets are generating
higher businass than tha spanding of tha zone
population in this category

ential for dining restaurants in Nerth

and East Delhi iz estimated 1o be

annu, Guality mall s and as
poplulation base are required to utilise this
opportunity in thes

The penatration of modern retal in the guick
service restaurant (QSR) category ig the highest in
Gurgaon, The QSR modern retail formats are
generating atotal annual buginess of 7.4 b, This
rmay be attributed to the presence of strong
sarvice sectarbased business dis
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2. FOOD ANFEB BEVERAGE

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015
V

Retail market _
cive @b, 0.2 0.6 0.9 0.8 0.6 0.3 0.2 0.0

0.4 0.1 4.2

BT 00 gooWMe o5 nosmen’ o1 00

markat size (Thn)

0.8 0.3 0.5

e

fooniaon %A% 05 07 k& 01 02 00 6D

wRkk kkk ki

) A e A0, 2B 13 08 O

1.F 0.5 20,1

Modern retail : e - e,
e e O TUCEMROGMNE T4 01 05

5.3 1.1 171

Retail market ;
s,z;;mf; 3.4 588 1208 5 NE R 4.0 2.5 0.4

5.0 1.6 59.4

Modern retail 5 - 1.0 1.6 6.3 2 0.9 1.6 0.1

market size (Tbnj}

7.3 b 25,9

i

Mot BN EOlE 1t s5aas oo 0 0

#0101 335

&% 107 168 19 71 45 18 05

Brlsze; Fught Frank Reseacl, oo Anahies, MNEST

MNote:# denotes negligible valus

F* k- implies that the modern refall space in these zones has been generating more
business than the total retall spending of the catchment population In this product category

ok ekl 352
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3. ENTERTAINMENT

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015

W
Total

powanment 52 56  JTEEEID NS S s a4 s IR 50 4

expenditure Fbn)

Markeat size of

multiplexes 0.2 0.1 0.3 0.8 0.8 0.5 1.0 W 2 05 6.9
and FECs (¥bn)

Soemoar Knlght Frenk Maseanch, inalcus Analphcs, NES0
Note:4 denntes negligible valua

The total retail market size of Howaver, the madarn ratail YWith 2.7 bn, Gurgaon leads NCR in
entertainment iz 524 bn. The penetration of entertainment (FECs, the lotal rstal spending on
expendiure comprises spending an multiplexes) as a category is only 13% entertainmeant pertaining to maovies,
multiplexes, pienics, family outings, of the tatal retall spending an multiplexes and FECs

amilsement parks, fairs and family entertainment

entertainment centres (FECs)
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4 DAILY NEEDS
(SUPERMARKETS/HYPERMARKETS)

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

2015
b

Retail market : : :
size;'{g:;'} 288 779 1142 10428 735 356 wadhi 4.2 44.7 148 B23T

Modern retail

market size 0.0 0.1 0.5 1.9 1.3 0.5 1.1 ® 5.0 0.5 1S
Fbn)

r ,
-
o A S

_.g?;gz;;ﬂg;] 299 778 1136 1023 721 351 2409 42 337 138 524
. Sounze: fnight Frank Resaarch, nacus Anaftics, NS0

Note:# denotes negligible value

The tatal retail market size of thedaily Diaily nesds a8 a product cateqory i The modem retail annual

needs category |2 markatas dependant largely an its awn 2 2
e il e (s potential for the daily

hypennarkets) is TH23. 7 b, of which catchmentzone population, uplike

42% ia concentrated inthe Marth and other categonss, such as apparsl and needs category stands at

Seuth Delhi zones F&B, which can be in demand fram more than <500 bn In

S consumers in ather zones NCR

Since a large portion of the market T I

size of this category is catersd to by However, the madem retail

traditional mam-and-pop stores, the pensatration in e total market

maodern retail penetration in this size of this category is only 2%

category is very low

T}Eli}li}_} !
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MODERN RETAIL SPACE
SCENARIO IN MALLS

Total number of Qe East ———cizaad
operational malls Delhi — Norh 10 Greater Noida
Delhi - West ’ Noida
Farldabad
| Delhi- Delhi - North Delhi- South Delhi~ West
o mal e 620,000 |2,034.000 |3 315,548 | 1,915,760

= 31,133,566

f‘haziabad Greater Noida Gurgaon Norda

1 725,000 14 706,548 8 060,000

Delhi— East -1 48 Ghaziabad 8 81

Per capita

occupied mall Delhi-Noth | U9 GreaterNoida DU ("

space (sq Tt per

1.000 population) Delhi - South 641 ~ Gurgaon 2 88 4_
Delhi - West 394 d 51 4

[ Nelda

e




MCR could be called the 'Mall Capital of India’, as
it housas B2 operational mallz across its aix zones
- Delhi, Gurgaon, Moida, Ghaziabad and
Faridakad

The occupied mall space perthousand of its
population in NCR starnds at 601 sq ft

Maorth Delhi has the least coccupied mall 2pace per
thousand of its population. This can be attributed
to the fact that retail in this zone largely comprises
traditional retall, with modern retall penetration
only &t 7% of the T228 b total retall axpanditure
in tha zone

In Greater Moida, the per capita mall space per
thausand of the population is also quite low. This
can be explainad by the fact that total madern
refal expenditure in Greater Moida is very imited,
From the T8 bn tatal retall expenditure, only 1 bn
goes towards rnadern retail

Malls in Faridabad ara concentratad an Mathura
Boad, and its occupied mall space is
soncantrated mainly in three malls. The ongeing
construction on Mathura Road and the metra
wiork has adversely affected retail in this zone

Gurgaon and Noida have tha highest per capita
mall space per thouwsand of their population, Unlike
othar zonas, Gurgacn and Noida are characterisad
by the availability of large land parcels that
facilitate large-format malis. The Great India Flace
and DLF Mall of India in Moida, and Ambience Mall
in Gurgaon ars axamples of large-size malls in
MNCR
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for retail across all
seven urban centres,
making it an ideal
catchment for retail

Growing at a CAGR of
16%, NCR's total retail
spending is projected
to increase from

1,047 bn in 2015 to
1,919 bn in 2019

THIK RETAL
KEY TAKEAWAYS
NCR has the b has g
largest customer base T779 bn

potential for modern
retail, making it second
only to Mumbai, which
has a potential of

1,050 bn

Modern retail
penetration is set to
increase from the

current 26% 10
50% by 2028




65 % of the total
spending on retail in
NCR is contributed by
apparel, F&B,
entertainment and daily
needs (supermarket/
hypermarkets)

The annual modern
retail potential for
spending on fashion
apparel in NCR is
pegged at

<19 bn

Qral R gknait

There is a market

potentialiof R39D bn
in the F&B categony. in NCR

M

The annual potential for
daily needs (supermarkets/
hypermarkets) in NCR is
pegged at a steep

X512 bn
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MODERN RETAIL POTENTIAL

A SNAPSHOT

Annual Potential (Tbon)

Zone with the highest potential

APPAREL
MMR ar.6 Island cily
t MNCRH 18.6 Diglhi Marth
.L Bengaluru 46.2 Wesl Bengaluru
ETHNIC
if MMA 2418 Island City
,M NCR 2.8 Delhi East
T Bengalury 232 Wesl Bengalur
MOMN-ETHMNIC
= 3.0 Island City
MNCRH 159 Dethi Marth
. Bengalury 230 South Bangaluru
F&B
MME 69.9 Island City
Zom NCH 35.5 Defhi Morth
Bengaluru 34.0 West Bengaluru
—
CAFE
MMA 79O Island City
i NCR Negligible Dethi North
m] Bengaluru 32 West Bengaluru
——l T
QsRk
MR 29.5 island City
i NCR 33.5 Delti Nerth
Bengaluru 21.6 West Bengaluru
FINE DINING
MMEA 22.2 Island City
MNEH 249 Ciethi North
_T@‘ Bengaluru 81 West Bengaluru
DAILY NEEDS
MME 588 Andheri-Borivali
MEH 512 Dethi Morth
Bengaluru 243 West Bengaturu

Ga -
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TABLE1

MALL SNAPSHOT

Year of operation

2005

Total built-up area (sq ft)

Dr Uday B. Garudachar A
Managing Director, Garuda Group 050 3 OOO

MNet leasable area (sq ft)

“It is imperative for a mall to re-evaluate itself periodically and
amend its positioning through intefligent space management and

praviding the right brand mix to the customer. A tenacious effort 2 60 O 0 O
to pravide the customer with shoppertainment —a definitive !

shopping experience, coupled with entertainment — has been the :
reason behind Garuda Mall being counted among the top retail Number of car parking spaces

destinations in the city even after 10long years.”
1,000

Mumber of stores

113

Anchor tenants

Shoppers Stop
Westside
Forever 21
INOX

Average vacancy (%)

<0%

Average footfall (per month)

0.5 million

Average ATD on carpet area
<1,500/sq ft (2012)
32.300/sq ft (2015)
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Garuda Mall
MAGRATH ROAD, BENGALURU

Established in 2005, Garuda hiall iz
one of tha pionears of large format
mcdern retailing in Bengaluru: The
350,000-20 ft retail development
was launched by Garuda Group on
Magrath Road, a quiet by-lane off
the bustling central business district
(EBD) of MG Road, and
surrcunded by residential
nejighbaurhoods. Over time,
significant changes ook place on
wagrath Road, furning the area into
an active commercial destination,
but Garuda Mall steadfastly held on
toits position as ong of the most
soLUght-after retail centras of the city.

Takle 1 enumerates some of the
salient featuras of Garuda hall.

Baruda Mall came up during the
hectic consumerism perod of the
mic-2000s, when every retailsr
wanted thairpresence in a mall. The
initial few years passed without a
hiteh, with no serous competition

_F'_-ll"‘-'h.‘:E'J.:':r Garuda Mall

P
L

hampering the mall's growth. The
first jolt was brought about by the
economic slowdown and recession
that hit the courtry in 2009. By
2010, Bengaluru had witnessed the
developrment of several malls,
heusing the same brands as Garuda
Mall, thus impacting its exclusivity.
Besides being present in other malls,
standalone brarid stores
mushrogmed all over the city,
causing consumers to opt for
lacation-basad conveniznce while
shopping. With thess trends
becoming the norm, Garuda Mall
found its revenues slipping and a
gradual dechine in its' consumer
basa.

In 20171-12, with sevieral lease
agreements of its tenants coming to
an end, the mall decided to take
stock of its position and went in for a
complete renovaticn and re-
strategizing exercise, A key paint
emargad dunng the exercisa =

=
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Understand the catchment
requirements

The primary catchment of Garuda Mall lay within a 30-
minute drive, comprsing locations such as M.G. Road,
Ashok Magar, Lavells Road, Bichmond Town, Vasanth
MNagar and other central Bengalury addresses, although a
significant chunlc of its consumears Delonged {o other parts
of the city as well. Thus, the scope of the catchmant was
extended to include a larger secondary area that
consisted of 4 drivable distance of around 45-60 minules,

Primary catchment of Garuda Mall

M.G. Road, Ashok Magar, Lavelle Road,

Richrmond Town, Vasanth MNagar

Garucla Mall had the inherent advantags of being located in
the CBD, which has a fair number of househcids withan
afflugnt income, whils its proximity to employment

centres suppored a large numbaer of white-collar
employees,

Cin the other hand, the region has a

praliferation of tradilional shopping streels, with a sizeable
concentration of local brands, that attracted a differant
consumer base altogelber.

Thus, the challenge lay in a
comprehensive understanding of the
catchment in order to target the right
customer with the right brand mix.

CHART 1

e letdbe bl Sl 2 U o R LA e 9 S L

#1,000,000 o« 24%

T500,001- §
£1,000,000

Z300,001-
¥500,000

Souwce: indhous AraDics, #oighl Framk Ressach

e

< T300.000

GHART 2
Demographic and socio-economic
snapshot in Central Bengaluru

Mumber of households

186,500

Total population

796,600

Average household income

31,194,503 p.a.

Average per capita income

285,619 p.a.

Foume: indiows Arabilcs, Kinghl Frank Resaarch

An analysis of the catchment led the mall to realise that the
majority of its customears belonged (o the income level group
of F00,000 and above,

The fact that 39% of the households in central Bengalury
belonged to the inceme calegory of TH00,000 and above,
resonated well with the insight. The analysis also threw light
or the fact that these customers mostly prefarred to shop
for apparel, besidas availing themsalves of the mall's
entertainment options.

The target group hence lay in the age
group of 25-35 years, who had the appetite
for fashion brands and also the requisite
spending propensity.

Henoe, it was decided 1o modify the mal's positioning from
a neighbourhood retail centre to a lifestyle-oriented one. This
led Garuda Mall to adopt the mantra of -

Renovate-Upgrade-Market

Renovation brought about a sea change to the look and fael
of Garuda mall, presenting it in a completely new avatar 1o
the customers, However, the objective behind renovating



the mall was not only to enhance its appearance, but
also o 'upgrade’ itsell. This was brought about by
introspecting on vasnous paints. The brand mix had to be
altered to cater to the target catchment, as well as bring
in newer brands. With several lgases coming 1o an end,.
the new tenure was reduced from 7 to B years, thersby
increasing the scope of dynamism in the mall. Some of
the leases were not rengwed, (o keep tothe task of
creating a new brand mix. On the other hand, a number
af international brands were signed up, including the
fast-gelling fashion brand Forever 21.

CHART 3
PRODUCT CATEGORY CONTRIEUTION

%o share in %o shar in terms of
total revenie occupied space
P, - . \-"\ ¢ 2 e
(77%) o i
Lo A Apparel S
_.-"- o % o
e _& 15%)
" Food & Beverage s
AT il
o @ { 20°)
Entertainment F

Sowrce: Haght Frank Resesich

; Knigh
%PEJMM un’:ﬂk‘

CHART 4
EXISTING BRAND MIX

b - -:——'-

g J Mo. of Regional/
© = Local stores

ﬂ_:,,'- Size of cocumied mal space i ihe brand cateqony

Sovrice: Knight Srank fsesarch

Ancther important lesson leamt during the pericd of
intraspaction was Lo manitor and market the mall well. A
strong leasing and markeling leam was engaged 1o promote
the mall's brand mix and its positioning as a fashion hub.
The strategy paid off, and currently the mall lives up toils
positioning by securing a brand mix where the share of
fashion is 60%, fetching a revenue share of ¥75%,

The average trading density which was at
a low of ¥1,500/sq ft (on carpet area) in
2012 soared to around ¥2,300/sq ft in 2015,
reflecting a growth of 53%.
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CHART 5
AVERAGE TRADING DENSITY

21.500/sg ftymonth

Sowrgar Krsght Frak Rsseanch

Al the same time, the mall realized that allenng the brand
mix was not enough 1o increase its efliciency. Hence, It
took upon another exercise that eveniually had deep
impact upon its revenuas —

Intelligent space management -right
sizing for the right brands

It was imperative 1o reduce store sizes of several brands
and arive at a win-win situation for both the mall and the
rztailer. Essentialy, this entailed the removal of dead
spaces that lacked visitdity and footfall, Thus, after much
confering and contemplation with the retallers, ina
noteworthy step, store sizes that were allotted to anchor
brands such as Westside and other prominent tenants like
Fanlndia were madified, This brought about Westside to
reduce its store size from anarea of 260000 g fttoa
morg efficient 20,000 sq ft.

; Knigh
Rrai nrr';'ﬂk{

FETRA TN AT £ A

Today, Garuda mall witnesses a healthy conversion rale of
30% in foottals, that evokes a commendable stand. It learnt
its lesson the hard way but was willing to take risk and give
itself a new lease of life, instead of shutting shop. Smart
analysis and understanding of its target market, the
disposition ta align itself to the neads of its target market
and spend generously towards building a better brand mix
and a better mall managesment have led this decads long
retail establishment to hold on to its position as one of the
rmcat successiul malls in Bengaluru.

Meed for a comprehensive understanding of its
catchment = who you are targeting, who you

are supplying

S

The right brand mix saves the day

Q

Periodical re-evaluation of itself and likewise
amendment of its positioning

-] L]
-..-
B
Intelligent space management holds the key to
higher trading densities
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TABLE1

MALL SNAPSHOT

Year of operation

2012

Vishal Mirchandani Gross leasable area (sq ft)

CEQ, Retail & Commercial,
Brigade Enterprises Lid 800 OOO

“The consUmer is a discarning person taday with high Number of car parking spaces

aspirations and thrives on experience. It would not take

gimmicks to sustain a shopping mall - it is the complete "i 8 O 0
experience delivered to the customer, arising from a

comprehensive understanding of shopping mall developrmeant
and management that will deliver censumer delight and Number of stores
retention. Today, customers tend to reject trends: guickly and at

the same time tend to accept and stay loyal to a shopping
experience, to an extent. This stickiness is 1he resylt of
Anchor tenants

unclerstanding consumer behamﬁraru:l pf_nrts delivared, to bring
forth a great-experience.” -2 L. i

Zara
Westside
PVR

Average vacancy (%)

5-10%

Average footfall (per month)

0.85 million (2012)

1.6 million (2015)
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Orion Mall
RAJAJINAGAR, BENGALURU

Located in the industrial belt of Wesl
Bengalury, Brigade Group's Orion
mall iz one of the sucoessful ratail
centrzs in the city, with an
interesting operation stratagy. The
800,000 2q ff retail veniune was
daveloped as a part of the ambitious
Brigade Gateway project in
Rajajinagar —a significant 40-acre
development thal changed thie face
of West Bangaluru's real estate
landscape, Whils it is surroundead by
six different types of real estate
assat classes (residential; office,
hospital, schoal, hotal and leisurs),
aach having a substantial standing
in the market. the mall, as a whale,
commands iis own sizeable
clientele.

20 Onon Mall

Table 1 emphasizes the mall's
achisvement of being reckonsd
among the praponents of
successiul retaill development in the
cauntry despite its ralatively few
vears of operation. By its desian,
marketing strategy and mall
positionirg, it embodies the 'coming
of age' of present-day developsrs
wihio have learnt their lessans fram
the debacle of the sarly 2000s,
which saw the rise and fall of several
malls:

An analysis of Orion's growtn
trajectory as wall as its catchment
reveals an interasting facet -
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Creation of a location advantage

West Berngalures has typically been a heavily populated
neighbourhood comparising the presence of a strang
business community, and is relatively less cosmopolitan in
character comparad to other parts of the city, Besides, tha
region is prevatenth perceived as an industrial area owing
to the presence of the Peanya industrial Area — one of tha
largest of its kind in Southeast Asia. These demographic
and socic-aconomic factors were given prime impartance
while contemplating the viabifity of a mall in the region. A
drivable distance of around 30 minutes from the mall
formed the primary catchment, encompassing areas such
as Rajajinagar, Malleswaram, Yeshwanthpur, Nandini
Layout and Sampige Boad, while the secondary
catchment lay within a drivable distance of 45 minutes.

Primary catchment of the Orion mall

Rajajinagar, Malleswaram, Yeshwanthpur,

Sampige Road, Nandini Layout

The major hurdle to overcome.in order to make the mall a
sUCCcess was to dispel the region's industral tag and create
a pulsating ensrgy around the asset. The objective was to
cater to the pamary catchment, which nad a substantial
average household income, as well as residants from ofher
parts of the city. However, in the initial stage, the focus was
on altracting the affluent vet conservative residents of West
Bangalury, This was when the idea of creating a location
advantage came 1o the lore.

In the absance of any prominent 'pull factar! in the region, i
was decided to develop relevance arourkd the project itself

CHART 2

POPULATION AND RETAIL EXPENDITURE STATISTICS

CHART 1
Demographic and socio-economic
snapshot in West Bengaluru

Number of households

371,400

Total population

3,375,300

Average household income

<1,061,313 p.a.

Average per capita income

286,333 p.a.

Sourcer indicus Analdics, Kinighi Frank Rsseanch

and turn the location into & strong retall bell, Today, Brigads
Gateway, of which Orion is a part,’is a self-sustaining
integrated enclave with 1,255 households, its own hospital,
schoal and other supporting infrastructure;

Essentially, the mall strived to create its
own demand and this led consumers in
the catchment to break their conformist
shopping notions in favour of the
multidimensional experience that was
offered to them.

@ Q

? @ ?

Central East West Morth South Outer
Bengaluru Bangaluru Bengaluru Bengaluru Bengaluru Ring Road
A Poyruiation OG0 i fionsehalls somivig = T300, 000 i Tatal dnreal mfad spenl - 2005 T Hinl Sowroe: indieus Anabics, Knght Frank Basearch
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A number of factors worked in favour of this Customer rejectian is a trend

the retail spend in the region being
ang of tham. Given the plethora of retaill experiences offered to the discerning
customer at present, instant acceptance and rejection has become a
trend. Mo amount of gimmicks would sustain a-mall - itis the
experience delivered ta the customerthat declides customer
retention.

Orion hence conducis theme-basad events, such as flower shows
and wine festivals, at regular intervals in order to sustain customer
interest lavels. While fashion plays a key role in its brand mix, the mall
| : has given importance to Food and Beverage (F&B) as well as
retailers in the region. entertainment options, thersby positioning itself as a destination
centre. It also houses the 2 854-seat multiplex brand PVR, which
Another aspect that drove earns the highest revenue among all its centres in the country
Orion to become a successful

retail centre was a deeper

understanding of the sector

and the creation of a process-

driven, professionally managed

asset.

This inciecdes

tenet of consumer behaviour
¥ | l-'. L . 5

CHART 3 .

PRODUCT CATEGORY CONTRIBUTION
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GHARTY The mall's efficient design, brought about by eollaboration
e between international and Indian architects, has bean one
of the factors behind its success. The engagement of
international architects with a core compstency in
dasigning malls and the integration of their knowledgea
with their Indian counterparts, tracking the pulse of Indian
consumers, led to the creation of a well-organised asset.
Addead to this, profassionally managed senices and a
constantly evaling marketing strategy have enabled the
mall to keep abreast of the latest consumer trends, thus
retaining their interest,

Mo. of Regional/ Thus, despite the challenges of being located in an
Local stores industrial area with a conservative catchment, Orion has
@ 5o of cocuinied mal space in tha brand cstegory managed to sally forth owing to a deeper understanding
of the sector, professional attituds and above all, the
aperational strategy of creating a location advantage.
Entertainment and a continuous schedule of events in the where there was none.
mall have largely been responsible for its increasing footfall,
which is presently at 1.6 milion ger maonth — an increasse of
88 per cent since its inception in 2012. Owing to these
strategias that define a destination mall, the average duration
of customer stay at Odon is an impressive 215 minutes.

Soyareds Kol Frank Resaarh

This has led to a healthy conversion of the mall's footfall - its QEI

current average trading density (ATD) is approximately

1,700 per sq it on its carpst area as compared to its 2012 Creation of a location advantage; building
mark of around 1,000 per sq ft. This figure is expected to relevance and energy around the asset

touch T2,100¢sq ft in the forthcoming months.

CHART 5

AVERAGE TRADING DENSITY

==

A mall's success depends on the understanding
of the sector and the creation of a process-
driven, professionally managed asset

1,000/5q ftfmanth

Soprce! K Frank Rasaan)

]
S
Customer retention is determinad by the
experience delivered

Orion, thus, sees itself in the successful

bandwagon, owing primarily to a mantra that it .
firmly believes in: There is no & Tl
comp romise on desig.n and Marketing efforts have to be multidimensicnal

infrastructure. and constantly evelving
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EETEEE R EWEIER
Executive Director, Inorbit malls

“Inoroit Malad commenced operation in Jan 2004, In last 12
years wea have witnessed growth in residential catchment,
consumption, retail offering and of course compatition. We have
tried to stay relevant to the catchment and provide Righ quality
shopping experience o consumers, Along with bringing new
brands imto the mall we have also increased space allocation for
F&B and entertainment. our sfforts have resulted in year on year
consumption growth through these vears.”
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TABLE |

MALL SNAPSHOT

Year of operation

2004

Gross leasable area (sq fi)

550,000 sq ft

Mumber of stores

Over 100 stores

Anchor tenants
Lifestyle

INOX

Shoppers Stop

Average trading density
(per sq ft per month)

1,600

Average vacancy (%)

ey 50

. <O %o

'-q' B ]'

e T Average footfall (per month)

800,000
Mall turnover (Xbn)

2.5 (2005)

6.4 (2015)
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Inorbit Mall

MALAD,

With a built-up area of 550,000 soft,
Inorbit in Malad iz one of the most
preferred shopping destinations in
thie Waestern Suburbs. The mall was
ane of the first few modern retail
developments in the regian. It is
strategically located en the new Link
Road and enjoys the residential
catchment of the entire
Andheri-Borvali 2ona.
Conceptualized by the world-
renownad, UK-basad Chapman
Taylor Partners, the mall houses a
numker of international brands,
such as Charles & Keith, Clinigus,
Vero Moda, The Bady Shop, Calvin
Klaim, ete.

Inorbit came up at a tima when mall
development was in its nascent
stagein India. Retailers and
develgpers had just egun to
understand the importance of
mizdern retail. It took:a while for
Inerbit to achieve 10050 ococupancy

MUMBAI

anel it was a challenge to get brands
onboard. The mall started
operations in 2004 with 70 brands.
Biba, Catwalk, Ritu Kumar, Jashn
and Tanishg were some of the first
few prominent tenants. of the mall.
For certain brands, this was either
an entry into a mall er the Mumbai
retail market. After a few initial
glitches, including law occupancy,
the mall's performance stabilised.
By 2007, Inorbit achisved an
ococupancy rate of more than B0%
and was a bustling retall centre with
ample opficns for F&B and
entertainment. Tha economic
slowdown and recession in 2009
hach an adverssimpact on
consumer spending, which, in turm,
wes a setback for malls across the
countny. Inorbit was also affected by
the slowdown. Subsegquently, the
denvelopment of new malisin the
Andheri-Borvali zone impacted
Inorioit's businass.
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Keeping the mall relevant to the catchment

A good catchment plays a key role amang the many i - : g
factors that impact the success of a mall, Growth in store Demographic and socio-economic

sales is highly dependent on the spending capacity of the snapshot in Andheri-Borivali zone
catchment population. Goregaon West, Malad West and

Handiall West constitute Inorbit's primary catchment. The MNumber of households

mall also attracts consumers from an extended catchment
due to the presence of several intemational brands and 999 000
ample FAB options within, Inoroit boasts of having one of J
the largest multiplexes in tha Western Suburbs, spread
across 55,000 sqfl. It was also the first to have a six-
screen multiplex in the early 20005, A socio-aconomic .

analysis of the Andhen-Borivali zone is a good indicator of 4 ’ 252 1 500

the catehment’s characteristics and spending patterns.

This 2one has the highest number of households with Average household income
annual earnings of more than $300,000, comparad to the
ather retail zongs of the MMA. Moreover, more than a ?'f 570 DDD I:]a
quarter of the households in this catchment area fall in the : ’ :
high-income categary, with annual earnings of mare than
1,000,000, The afftuent population base, with growing
disposable income levels, has proved to be a big

opportunity for retailers in the mall, Likewise, the ?3701 DOO p d.
eatchrment boasts the highest retail spending in the city:

the total annual retail expenditure of the houssholds in the

Argdheri-Borivall 2ane s $292 bn. St Fciels Analiics, Knight Frank Fssaarh

Total population

Average per capita income

CHART 2
POPULATION AND RETAIL EXPENDITURE STATISTICS

@ 9 R @ =2 =&

i : Feripheral Paripheral
Island City Sarslia-vile Andhed: Western Sty Gentral Navi Mumbai
Parle Borivali Siiburbs Suburbs SRS
1 Papsdarior PO00 & ROLSiolls daitg o TE00, 000 i TES! Ay iLal e spond - 2078 Jhnl SOV DR Arkabries] Kt Frank Fesoarch
During 2008-2015, the size of the mall's catchrmant grew consumer expectations became a challenges due to the size
and so did the expenditure, as the population basse moved of the mall, Additionally, Infinity |1, which is substantally
up the income ladder. This growth in income levels and the bigger, came up in the same zone, presenting stiff
increasing retail expenditure of the zone has had a highly competition. It was imperativa for Inorbit's management to
positive impact an Inorbit's revenues. However, maeting devize strategies to keep il relevant to the customers.

3_4'
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Resizing and rezoning the stores Re-thinking the tenant mix

The vanilla store sizes in Inorbit ranged Besides the mnovation and refurbishment, an understanding of the
from 500 to 700 sgft. This was a existing brand mix was undertaken to analyse the productivity of each
challenge, as several brands wens laaking brand. Initially, when the mall started operations, naarly ¥8% of the
for bigger store sizes, which the mall could space was cccupied by anchor stores, such as Spencer's, Lifestyle and
not offer. Merging stores was not a very Fame, which lefl limited space for other brands. There was a need Lo
feasiole option, as the mall had rigid zoning atter the existing brand mix to cater to the target catchment and bring
for differen product cat B3, such as riew brands inta the yauth fashion category. Moreover, a study of the
women's apparel, ki ing, non performance metrics at the product category-lavel revealed that the
apparel, home products, ete. L was very mall’s productivity was decreasing due to the hypermarket and the kids'
difficult to refocate § res due to the category, Hence, a conscious decision was taken to reduce the size of
existing zaning; brands preferred 10 remain the anchar tenants and infroduce new fashion brands, stuch as Vierd
adjacent to simiar brands. It ook a while Moda. The mall eliminated the kids' section because the brands therein
far the management o create mone were not keeping pace with the eatchment requirements. Later, they
flexibility — brards werg shuflled wherever reintroduced the calegory and got Mother care on board, These
required. It took about five to six years to rearrangements helped in repositioning the rrall and improving the
change the kids' 2one to & non-kids' average trading density.
seclion. Over a period of time, they
brought in sxitaility ane = the Incrizit's management was alsgo suiccessiul in captliing the emerging
stores, which helped in accommodating trends back then, and intervened at the rght time to keep up with the
naw brands. changing dyrmamics of the mall industry. The modificaticn of the F&B . and
entertainmant offerings was a step in this direetion. The number of F&E
options was increased and new players, such as The Pint Reom, Chill's
ancl The Irish house, helped in creating & differentiator. The mall curranthy
has a good mix of café, GiSA and fine-dining opficns catering to the
\isiting malls is now a recreational activity, nesds of the catchment. Likewise, after lnoking at the'latest trends, the
and & customer's experisnce is not imited entertainment offering was resized to accommmodate bowling.
arly i the shopping options avallable. The

gn of the mall, usages of comman

. ease of movement, lighting, air-

canditioning, washrooms, ele. play an

Renovate-refurbish

the exparience a memaorable ong. Inorbit
underwent a renovation and refurbishment
drive in 2008-2010, wherein the tiles were
4 and the columns redesignad to
ease the sase of movameant and
; re air-
conditionad and ambient lighting was
introduced. This was done to kesp up with
wnpetition and the retail industry.
Initiativas like this have ensured that
customer interest does not fade away and
thea maill remains relevant, despile the
presence of many new malls neary

Inarbit Mall
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CUART 3 Despite competition from new malls, inorbit has been able to

PRODUCT CATEGORY CONTRIBUTION maintain its position because of consistent performance
; checks and an understanding of the changing catchment
%% share in 8% shara in terms of requirements, The mall's management has also invested in
lofzl revente n-ccupmd SRaGE :

its infrastruciure, which has reapad good results and helpad
retainits position as a successful mall.

17 @ 13

Faod & Emraga‘

- Interventian at the right time; devising strategies
60"15 @ J 62’4— to remain relevant to customers

Sourca: Knighl Frank Reseach

CHART #

AVERAGE TRADING DENSITY Hight tenant mix, balance of anchors
: and non-anchors

Z1,600/5q fmonth

2

Periodic re-evaluation and revision
of its posiicning

o000 =g fifmonth

A all

Diligent planning and usage of space
to optimise revenue

Solroas K- Frank Radharcs]

Enorbit Mail
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lag MALL SNAPSHOT

Number of parking spaces

5 1,000
v Mall area
Nirzar Jain .
Vice President, Oberoi Mall - 700,000 510/ ft
“The key to run a successful mall in India is to keep evolving, Current vacancy

based on customer needs and expectations. Today's
‘customer is well travelled and has an array of shopping 5 -1 O Ey
:o]::tmns Gn&can only attract their attention by creating & = 0
differentiator which engagesthem over a period of time. The
sttatagy 10 delfight our customers is achieved by keeping the
brargd mix dynamic and carrying out exciting marketing

_'ac'ghitnes to gratify them.®

MMall leasable area

552,000 sq ft

” Footfall (per month)

—\___-‘—ha ==

(CRN DRRWS NACHOS HOIDOGS 750,000
P~ "=HJ
f " o

MNumber of stores

£ | B
o | 90
_— _1 Anchor brands
| Forever 21

Lifestyle
PVR

Mall furnover

<2 Bn (2010)

8 38Bn (2015

o CAGR OF 32%
Footfalls

500,000 (2015)
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Oberoi Mall
GOREGAON, MUMBAI

Cberci mall is one of the most
saught-afier retail destinations in
Mumbai's Western Suburbs. The
700,000 =g ft retall development is
located on the Western Exprass
Highway. The mallis a8 part of the
Af-acre Oberol Garden City project,
a selfi-sufficient inlegrated township
with residential and commercial
development, an international schoonl
and a mixed-use building with & five-
star hotel. Being right at the highway,
the mall has a huge location
advantage. Seamless connectivity
with other parts of Mumbai bensfits
the mall io a great exiant.

Obercimall is categorsed a5 a
regicnal mall as per the delinition of
the International Council of Shopping
Centers (ICS0). A regional mall has a
gross regional area in the range of
B00,00 - 1,120,000 =q fi; apparel
has one of the largest shares in such
malls: A regicnal mall typically has

bwo or more anchors that are its
main attractions.

CHART 1
PRODUCT CATEGORY
CONTRIBUTION

ue share in %% share in terms of
lotal revenue occlpied space

68' € | 45

Apparel
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Entertainment
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Catchment is the key

By virtue of being located in Goregaon East, Oberoi mall
benefits substantially from the middle to high-income
population in the vicinity. The mall's primary catchrment
consists of areas sich as Goregaon, Matad East,
Jdogeshwari East and Kandivali East — all located 2 15-20
minute distance away, However, the primary catchment is
extended due to the mall's location rght at the highway.
Okarol mall can be reached within 30 minutes fram
Andheri, Goregaon West, Jogeshwar West, Malad Wast
and Borivall East, Thersfore, the entive stratch from
Andheri to Borvali acts as a catchment for the mall.
Additionally, the Wastarn Express Highway has witnessed
a number of mid- to high-end residential project launches
in the last fiva years and continues to be a hotspot for
renowned developers. All these projects have seamless
connectivity to the mall, as a result of which, there isa
significant increment in footfalls with each passing year.
The Andheri-Borivall 20ne has the highest number of
househalds with an annual earming of maone than T300,000

CHART 2
ANNUAL HOUSEHOLD INCOME SPLIT IN ANDHERI-BORIVALI ZONE

71.000.000 .
i 27%

nhRl < 300,000

500,001- §
71,000,000

T300,001- T500,000

comparsd to the other retal zones of the MMBE. Moreowver,
mora than a guartar of the households fall inthe high-
income category, with annual samings of more than
1,000,000 in this catchment area. An affluent population
basewith growing disposable income levels has proved to
be a big opportunity for retallers in the mall. Likewise, tha
catchment boasts the highest retail spend in the city: the
total annual retail spend by housshalds in tha
Ancheri-Borivali zone is 292 bn,

CHAAT 3
Demographic and Socio Economic
profile of the catchment

Number of households

999,000

Population

4,252,500

Average per capita income

<370,000 p.a.

Average household income

1,570,000 p.a.

Spumsar Indieus Araliics, Knight Frank Ressach Source: inghcus Anahdlics, Kimght Frank Research

CHARAT 4
POPULATION AND RETAIL EXPENDITURE STATISTICS

Q@ 9 2 a8 a8 aR

) J % Peripheral Peripheral ) .
Island ity Bancia Ve o Western Ll Gentral Navi Mumbal
Suburbs

Suburbs
1,456

Sowroa: Inddous Analvnics, Knight Frank Fassach

E Fopuiston (000 i households sarming = 1300060 i Fote! annua’ refad spant - 2015 T}
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Evolving mall positioning and brand mix

Cne of the major Tactors that have contributed o the
succass of Oberoi mall is the managemeant’s ability to
understand the changing demographics and socio-
eqonomic profile of the catchment, and devise strategies
to incorporate the changing needs of the consumears.
Ooerol mall's positioning has evolved ovar a pericd of
tirne: from a mid-segment mall to a mid- to high-end mall,
it nas coms along way and continues to offer new brands
to consumers. The mal's management hias researched
tha existing brand mix thorowghly and strategically brought
in new brands to keep pace with the changing consumer
profila — from middie class to uppar-middle class and now,
a high-income papulation,

. As a strategy, the mall does not
aim for 100% occupancy, so as
to keep the brand mix dynamic.

To add new brands which require prominent positions in
the mall, cerlain existing occupiers are relocated on other
floors, However, this move has rendered "win-win'
autecomes for the mall as well a5 the brands thal are
shifted. Some examples of brand shuffing are Nalli moving
fram the ground floor to the first floor, Adidas relocating
from the ground floor to the second fioor and Crossword
moving fram the third floor to the second floor to make
spate for new brands. The onset of new brands and
rearrangement of certain existing ocoupiers ensures
customer experience is refreshed and that their changing

Qrai  $dram

FETRA TN AT £ A

expeciations are met constantly. In order to achieve the
desired brand mix and to be able to shuffle them, the
lease tenures have been shortened. Typically, the lease
tenuras fall in the range of 1518 yizars for anchor tenanis
and 9-10 yvears for vanilla i2nants, However, in the case of
thie Oberoi mall, the lease tenure for anchor tenants is
910 years and 3-5 years for vanilla stores.

Currantly, there is a balanced mix of national, intemational
and regional brands in the mall, which attract customers
frem different socio-cultural backgrounds. Forever 21, Lif
astyle and PVR are the three anchors in the mall,

CHARAT &
EXISTING BRAND MIX

Mo, of egimal-’
Local stores

@ Size of pooupied mal space i the brand calegory

Sowrea: Keight Frank Resoarch

wir Oberai Mall
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Managing space:
Making it an experience

Mall managemaent is ancther important aspect that influances tha
success of 2 shopping centre. Mall managamen! encompasses
facility management, day-to-day operations, security, marketing,
leasing and customer handling. The Oberol mall management
has ensured that other than the usual upkesp of the mall's
premises, spaca utilisation s also optimised. The mall's layout
continues to evolve, based an the feedback received from
custamers and retailers. It currently has no dead space or hidden
corners. Mall stores have good visibility, including those located
at the end of the aisles. Other than the food court, there is space
tor & food joint/cale an each floarn, the latest addition being
Thecbroma on the first floor. The management beligves in
reirventing the space 1o keep custamers engadged. Alsg, thare
are a number of promations that atiract customers ta the mall
and hefp retailers in getting additional business, Thea fact that the
mall management is dedicated entirely 1o customer feedback
sugoests thai a dedicated mall managament is ong of the most
impartant piflars in creating a successiul mall.

Catchment- the most important driver

£

g

Erand and product mix to commensurate
with the change in the catchment population

il
L]
Aiming for 100% vacancy is NOT the key

@

Space availability enables mall management to offer
a refrashing experience to consumers in terms of new
brands and relocation of certain existing occupiers

Oirgroi Mall
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AELE 1

MALL SNAPSHOT

Year of operation

2007

Mr. Yogeshwar Sharma Gross leasable area (sq ft)
Executive Director,

Select Infrastructure Pvt. Lid. 51 2,000 Sq ft

"Our state-of-the-art facilities, quality services, and commitment Number of key stores
1o customer satisfaction have won us the trust of thousands of
visitors from Delbi and friome arcund . the world, We have been

honored with numeroUs awards as the most admirad shopping 1 8 O
centre by many independsant organizations. We maks your
shopping experience complete with our integrated semvices!™

Anchor tenants

H&M
Zara
Homestop

Average trading density
(per sq ft per month)

<2,800 - %3,000

Average vacancy (%)

=4
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Frank

Select Citywalk
SAKET, NCR
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An affluent residential catchment

South Delhi is one of the prime residential addresses of
MNCH and the country. The neighbourhood houses
upwardly-mobile business families and technocrats that
give it an affiuent ambiance. Select Citywalk's weall-heeled
residential catchment gave its conceptualisers a clear vision
for the positioning of this mall, Whike other malls have
primary and sscondary catchments, Salect Citywalk had
the advantage of being located in the midst of an
established prime residantial catchment of South Delihi,

GHART 2
TOTAL EXPENDITURE ON MODERMN RETAIL IN NCR

CHART1

Demographic and socio-economic
snapshot of South Delhi

Mumber of households

9,571

Population

4,494,438

Average household income

1,223,250 p.a.

Average per capita income

R2064,384 p.a.

Source indicus Analdics. Kimght Frany Reseanch

@ 9

Contral MNorth South

o @ o

Delhi DElhl Dethi Delhi DEIhI

L o a8 o &k

Faridabad  Gaiabad Greater Gurgaon Noida

Moida

i Tatal annual refal spent - 2075 Ebnk

The prominence of this posh neighbouwrhood can be
ascertained from the fact that Sauth Delhi has the highiest
madern retall expenditure in NCR. With 2 whopping 371
b annual expenditure on modarm retail, the
neighbourhood surpasses the city's other zones, Thus, the
presence of an affluent population base in the mall's
caichment, with increaszing disposabie income levels,
offers a significant cpportunity to retailers in the egion.

Source: inafcus Anavbcs, Knight Frank Resasnch

In addition to the locational advantage, the mall's concept
planning and positioning, a clear vision of the targst
customer base, and an understanding of the retall sector
ancl the finer elements of the hospitality industry wers
greatly responsitle in creating this success story. Today,
Setect Citywalk is professionally run Dy a process-diven
system that strictly adheres to 3 basic principles.



PRINCIPLES OF SELECT CITYWALK

. Knight
‘@ rail Frank
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Hospitalkty

/

Getting the basics right

A clear vision - ‘She is my customer’

Design brief: Let the market be your guide

Sinee tha mall already had a locational advantags, afl that
was needed was a clear vision thal would synergise with
its markeet, and Select Citywalk had its vision in placs right
fram the start - 1o be positionsd as a one-stop destination
for beauty and fashion.

Unfilkke other malls that first create a real estate asset and
than try and infuse life into it through leasing, Select
Citywalk’s planners adopted a different strategy. They first
gaot their marketing and leasing teams on board o
envision the mall space, not as a real estate asset but a
retail dream in the buikding, These teams helped decids
the anchor and vanilla tenants and determing their sizes,

Design features

Design plays a very important role in the success of a
mall, and the development team at Select Cibywalk
incorporated minute details of circulation planning and
design inta the concept, Forinstance, the placement of
escalaiors and columns were given attention to create a

“flogt" sense, wharain the customer’s vision is not
hindered and they "float” through the mall, The mall also
developad a 1 lakh =g it outdoor cpen plaza, ‘Sanskriti’,
to give the mall a sense of openness, The area is usaed for
art festivals, exhibitions, fairs, parformances and al fresco
dirirg. The plaza iz beautifully lancscaped with greeneny,
waler and an open-air amphitheatre.

Tenant mix

T decide the tenant mix, Selsct Citywalk warks on a
“wallet share” concept, Forinstance, the tenants ane
decided keeping in mind the walie! share and requency of
purchase for gach product category. This concept helps in
deciding on the lenants as well as the share of nalional
and internal brands in the stone.

The right terant mix can lzad to an increase ina
custamer’s “dwell time” - the average time one spends in
a mall - and this, in turn, would lead to an increasze in the
spending per visil. Since women tend 1o have a longer
cwedl time than men, the tenant mix of a fashion- and
beauty-centric mall had to have a higher percentage of
beauty and fashion brands.
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CHART 3
SHARE OF EXISTING BRAND MIX IN OCCUPIED

MALL SPACE
____________________________________________________________________

i 4

MNeads 6% Accesories 4%

B4 e 47%

B £

Ii 4

12% | 14d% | 1i7T%
Persanal Food & Others
Care Beverage

Eir Frank Rasaqch

Hospitality angle

Shoppers spend more when they ars happy, and instead
of eing only a real estate asset, the mall engages in a
human connect with its customers. Right from hinng
employvees, architects, conclerges, conducting staff
training and creating changing rooms for babies to the
welzoming nature of every stakeholder, Select Citywalk
takes svery effort to make ones shopping experence
positive and memorable,

From the boardroom
to the block

Select Citywalk's journey did not end once it was open o
the public - this was the beginning of the actusl
graurdhwork. A good catchment and sound design enabled
the process of giving the country a successiul mall, and the
rmanagemeant employs varicus strategies at reguiar intervals
to maintain that success.

98

Constructive dissonance - 'Dissonance has
more power than resonance’

Select Citywalk's management believes that resonance can
b reassuring and misleading at the sames time. Feedback
i & very important factor requined to reinvent and keep up
with the rmarket, and is strongly ollowed at the mall. Aparn
frarn in-house feedback, Select Citywalk alzo has a core
group, comprising socialites and Delhi's alite, which gives
candid feedback an the lalest trends, upcoming brancds,
&tc. This helps the managament remain in sync with market
trencdls. This exercise provides futunstic feelers about the
expectations of the target customer and makas tha
rmanagement aware of any snags in the system.

Always alert - ‘Reaction time is the key to
solving a problem’

Feaction tima is of vital importance white running a
successful mall, The management conducts a monthly
analysis on product categories and reaches out to brands
that have not performed up to their threshold mark. The
management is also guick in its maction time and works
with the concerned retailer 1o addresses challenges
agreeably before the brand becomes a bunden on the
categony.

Evolving daily -~ ‘Change is the only constant’

There is no perfect formula to run a mall. Things that might
have warked in the past may be obsolele today, and thus,
it iz important to constantly reinvent the mall as a brand.
Ernplaying strategies, such as extending the mall timings 1o
11 pim. to attract late-night moviegoers or erganising
events, fairs and celebrating festivals, keep the mall alive
and relevant to its visitors whils also keeping it in sync with
its catchment.

The managament also takes small initiatives 1o Keep
abreast with the custamers’ needs and wanls. Besides
using data analytics for predictive analysis of customer
behaviour and future trends, the managemeant invests
heavily in staying in touch with its human angle as wedl,
Services such as soft-skills training programmes for the
staff and store managers, hands-free defivery and mall
assisiance help maks the shopping expenence a pleasant
one,



Coexisting in harmony

Select Citywalk is one of three malls in Saket District
Centra. SBalzct Citywalk opened in 2007, while the
adiacent DLF Place opened in 2008. Both malls enjoy the
same prima South Delhi catchment, and since they are
part of an integrated development, they appear to be a
single mall. Going forward, it is this perception that the
management teams of both malls intend to leverage as
their strength. The two malis are already conducting joint
events and promofions to maks Saket a retail destination
and o make shopping a mamorabie experience for the
customer,

GHART 4
GROWTH IN FOOTFALLS - AVERAGE FOOTFALL
(PER MONTH] IN MILLIONS

2012

Weekday Weekend

06 ‘Hae HA 1.3

2015

Weekday Weekend

i pifly_ 17

Bourcn: Keight Frame Rosoanch, Soleer Cnavalk

. Knigh
Rrai DIKman

Select Citywalk is not only a real estate asset
but also a centre of human interaction

F
A clear vision about the positioning of the
mall definas its goals

il

Retail is the end of the road for the retailer and
his product. Hence, the retailer and developer
need to do their best to please the customer

The right tenant mix, keeping in mind the
mall’s vision, saves the day

Happy emplovess and mall managament
percolates to the consumers and a happy
customer shops maore

Constant feedback facilitates improvemeant

The use of technology 10 assess consumer
behaviour and trends offers additional advantage
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Knight Frank India research provides development and strategic advisory to a wide range of clients worldwide,
Wie regularly produce detailed and informative research reports which provide valuable insights on the real
estate markel. Our strength les in analysing existing trends and predicting future trends in the real estate
sector from the data collected through market surveys and interactions with real estate agents, developers,
furids and cther stakeholders.

RECENT MARKET-LEADING RESEARCH PUBLICATIONS

The Silk Road
Investment Advisory Report
Report 2016

Residential

Real Estate
Sentiment Index,
Report July - Sep 2015

DMIC - Ahmedabad,
Vadodara and Surat

Enight Frank Research Reports are available at
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samantak.das@in. knightfrank.com
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(4] Knight Frank India Pvi.Ltd

This report is published for general information only
and not to be refied upon in any way. Although high
standards have been used in the preparation of the
information, anatysis, views and projections presented
in this repart, no respansibility or Rability whatsoever
can be accepted by Knight Frank for any loss or
damage rasultant from any use of, reliance on or
reference to the contents of this document.

As a general report, this material does not necessarily
represent the view of Knight Frank in relation to
particular properties or projects. Reproduction of this
report in whale or in part is not allowed withaut prior
written approval of Knight Frank to the form and
content within which it appears.
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