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ly 30 per cent. Since most luxu-
ry brands have only a token
presence in five-star hotels,
there is a great opportunity
here.” The company plans to
build a three-floorlarge format
mall called Emporio which will
be designed to stock only luxu-
ry brands. To be ready in two
years and expected to come up
in south Delhi’s Vasant Kunj
area, the 3.5 lakh sq ft mall will
have at least 150 stores for top
international brands, Indian
fashion, day spas and fine-din-
ing restaurants. Select City
Walk, a project of Select Infra-
structure Ltd, coming up in Del-

hi, will similarly allot 50,000 sq
feet to luxury brands.

According to Khanna, the
company has approached at
least 50 international brands to
openstoresat the Emporio. “The
areas for the international
brands will be clearly demar-
cated from the Indian designer
stores. As we don’t want mass
traffic, we won't have an enter-
tainment centre,” says Khanna.

With the five-star hotels get-

ting crowded and their rents
moving upwards from anything
between Rs 450 per sq and Rs
800 per sq ft, developers are hop-
ing that the luxury malls, offer-
ing between Rs 250 to Rs 300 per
sqfeet, will be attractive for re-
tailers. “There is no single for-
mula for rents. In this business,
all kinds of permutations work.
Many times astrong brand gets
free space at the malls because
when they come in, others fol-
low,” says Arjun Sharma.

But is the Indian consumer

actually ready to pay for the fux-
ury brands? Most WLC brands
like Chanel, forinstance, will fo-
cuson Delhi and Mumbai. Says
Sharma, “There is not enough
demandinthe marketand it may
take anotherfive to sevenyears,”
adding that, most retailers lo-
catedin congested shopping ar-
easaremost likely toaspire to be
at amall. At Select City Walk,
nearly 400,000 sq feet will be ded-
icated to upmarket mass bhrands
as opposed to 50,000 sq ft for -
ury brands.
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