October 27 ZOﬁ?

W SPEND

Red carpet brands
W LIVING

A touch of Magiqueé
W ENTERTAINMENT

New releases 3
v SKYLINE

___Ecological design

—

MOTORING :
Hyundai Getz Prime CRD}

pelexposure {0 organiged retail.”

IU's not that a Barista or a Nirula has
been eliminated from thege places, but
they have created ample roomfor fine din-
ing restaurantg, Select Citywalk, for in-
stance, is negotiating with celebrity chefs
forits premierrestaurantspace, Inspired
by the developers, perhaps, the cinema
owners in the premises are also launch-
ingsuper premium services, I PYRisin-
troducingits premierclass complete with
Lazyboy chairs, Adlabs is trying to get a
liquorlicence for an auditorium that will
have coupeseating for twosomes. “Every-
oneis moving up the valuechain, We have
alsoraised the bar,” says Sharma,

True. Select Citywalk has created the
Dometoshowcase the international lux-
ury brands Sharma is not willing to dis-
close just yet — though Ferragamo was
oneof the earliest Lo sign up. Unitech, too,
isshyofspelling out the names of its ten-
anls for it Garden Galleria, the 500,000
square feet wingbeing done up for luxu-
ry brands. AtMBD Zephyr in Bangalore,
Sonica Malhotrasaysits will have 80,000
square feet of carpet space for India's
largestluxuryanchortenant. Even though
Mazyar Kolwal, directorat management
consultancy KPMG, says Indiais not yet
ready for absorbing large format luxury
malls. “You could haveadedicated floor,
or they may work in a small format like
CR2 in Mumbai. Large malls need anchor
tenants to bring in the footfalls,” he says.

These new malls are notjust about pre-
mium spaces but also about the concept
of tenant mix, labels that Sharma says
they have “incubated” for the first time at
Citywalk. In India, so far, the tenant mix
hasbeen flawed, believes Singhal, while
ithas been more consistentin other coun-
tries. Clearly, say analysts, the new malls
are focussing on zoning aimed at syner-
gising brands with common consumer
targets. Not only that. The number of
brands under one roof has gone up with
developers assimilating over 200 Tetail
stores in their malls. An oversupply of re-
tail spaceis pushing companies tocreate
more brands, too. The Raheja group has
launched Arcelier, a personal care store
for women, while Pantaloon is experi-
menting with abrand new Sports Bar.

+ Singhal says that Inorbit in Mumbai
was among theearliest malls withagood
brand mix. “To be fair, the new malls are
better targetted though still at an experi-
mental stage. It is hard to see why aBig
Bazaaris comingup next to Debenham's
or a Pantaloon in the same mall as, say,
MAC. You will not see a Macy's next to
Wal-Mart anywhere in the world,” says:
Singhal. (Thereason, though, maybe more
complex that it appears. According to
some, space by Kishore Biyani may have
beenreserved for Pantaloons across pre-
mium malls, as an entry point for Zara,
with which itisbelieved to be in discus-
sions— though nothingis confirmed yet:)

Pranay Sinha, president and CEO of
Select Infrastructure, believes that the In-
dian consumeris pluralist. “South Delhi
does notbuy only luxurybrands,” he says.
Besides, how many luxury brand stores
can acity take, asks Munish Baldev.

Not everybody agrees that the next
generation mall is here. Kishore Biyani,
chairman of the Future group that owns
the Pantaloon and Big Bazaar retail brands,
views the new developments with scep-
ticism. “Mall developers go by their per-
sonal prejudices and the circles they move
in and define the customer accordingly.
I'mwaiting to see if conversions take place

in this second stage of mall development.”
E-City's Atul Goel feels the malls are
undergoing a segmentation process.
“Litestyle malls already exist and we are
present in that category through our Fun
Republics in Mumbai, Chandigarh,
Ahmedabadand Lucknow,” he says. Now
E-City is tocussing on what it calls its “val-
ue” malls tobring together all the hyper-
market brands underoneroof. The brand
has not been christened yet but at least
two properties are underway, one eachin
Hyderabad and Udaipur, The company
is developing 20 million square feet of or-
ganised retail space in the nextfive years
intier [landtier Il cities, and already man-
ages 3 million square feet of mall space.
“I'd say lifestyle malls are already here.
What are yet to emerge are value malls
and luxury malls," says Goel.
iven thesmaller towns are seeing the
emergence of large format malls, “Till now
what they have are more like shopping
complexes,” says Baldev. Collage, E-City,
Unitech and DLF have several projects
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Dlrectnrs Arjun Sharma and Neeraj Ghei with their core team at Select
Citywalk: the premium mall has reserved the Dome for its luxury offerings

project of wide open spaces and arange
of premier foreign brands including MAC
and Clinique. As hie watches buyers tot-
ing away bags with Espril or Nine West
emblazoned across them, Sharma defines
his target consumer quite clearly: “Weare
notan FEC (family entertainment centre).
Thisisadestination for theserious shop-
perin the 30-years-plus age group.”

The nexl generation malls are here,

they're huge and clearly targetted at the
high spender. More sentient of their ten-
anl mix, they are nolonger unditferenti-
ated with their mix of local retail brands
and fast food., Instead, they are choc-a-
bloc with premium Indian brands as well
as foreign labels not seenin Indiabefore.
UK's Debenham'’s, forinstance, has macde
its India debut thmugll Ambience Mall
in Gurgaon, and will next be seenin Saket,
Explaining the reason, Unitech's retail
head, Munish K Baldev, says: “There is
toomuch supply. Everybody needs a dif-
ferentiator.” Poinls out Arvind Singhal,
chairman, Technopak Advisors: “Il's not
difficult to see why mall developers are
becoming more focussed. A mall’s pri-
mary customers— theretailers —are not
content with foolfalls. They are looking
for conversions.” Obviously malls need
to target sharply and maximise spends.

esides, size matters. Atul Goel, di-
B rector of Essel Group's E-City En-
tertainment India, agrees that the
upcoming malls are anything but small,
“Itis important togive customers critical
mass lor shopping,” he observes, Mall
sizes have also grown because there are
many more retail brands on offer today,
Though Ambience Infrastructure’s
executives were not available for com-
ment, the company’s newly launched
AmbiMallin Gurgaonis saicttobe 1.3 mil-
lion square feet in size with walkways that
runakitemeter long. It willboast ofan 11-
screen multiplex when complete, The
company’s two mall projects (the other s
in Vasant Kunj in New Delhi) are report-
edly pegged at Rs 1,000 crore,
Butitisn'tjust Delhiand the NCR that

room for 8,000 plus cars, Collage Group
vice chairman Amit Khaneja insists he
willleave 10acres free for parking at his
Bhopal mall. “The effortis todrive cus-
tomers,” says Munish K Baldev, head of
retail at Unitech Limited. “Very shortly
you will see our buses plying on Noida
roads to take customers to the mall.”
Again, to draw consumers, a differ-
entiated proposition is a must. The
Unitechmallboasts ofawater parkanda
five-star hotel. Select Citywalk has cre-
atedanamphitheatre with fountains, and
will maintain a garden (sacrificing park-
ingspace on theground level) with neigh-

path to luxury

'SHUCHI BANSAL goes shopping to find that phase one
of mall developments is over while phase two, a mix of
global and homegrown premium brands, is paving the

- way for phase three and its high street quury retail
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e ton. And when she got tired of
going abroad Lo suss out the latest Fendi
andVanC]eef & Arpels collections, Son-

did what any girl with asen-
siblehead on her shoulders would do—

- sheinitiated business negotiations with
- herfavouritelwxury brands, to bring them
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MGF Metropolitan (above) and The Great India Place (right) are premium
malls that have raised the bar for luxury malls to follow

itmight appear, foreven as you read this,
premium labels are launching their an-

We are in the process of

chmallsinsomeofthe

s Arvind Nair, manag-
easing, DL Retail.
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‘barand are the lransition point between
these lwo extremes, A recent study by
Technopak Advisors indicates that the
markel opportunity in the luxury and
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shoppingand entertainment destination
a kilometre away. Other than 1 million
square feet of mall space, the site boasts

an 85-acre amusement park complete

withan artificial lake for boating, If the
complimentary monorail rideand trendy
destination looks like something in

~ Genling Island, or Macau, think again.
Real estate major Unitech has already
~ opened part of The Great India Place, and
_ theamusement park and monorail will
hat  unravelinphases
i 5 Mm'aloSakatinsoulhDelhian slop |

overthenext three years.

-~ Iun by PVR. Ur;ulech boasts of 32 t-scala-

boast of glant-size malls. ‘T'he E-City malls
in tier lland tier l cities are 500,000 square
feet and more, Collage Group's flagship
mall project in Jallandhar is also being de-
veloped over450,000 square feet, There-
tail company, owned by the Somdatt
Buzldu'fdnuly iseyeing large projects —
30acres in Bhopaland 15 acres in Dehra-
dun. Along withjumbosize mall formats,

- developers are also paying attention to

otherinfrastructure extras. At Select City-
walk, forinstance, Arjun Sharmaisadding

a hydraulic lift for wheelchairs near llle
stepstothemall’s cinematheatre cluster
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accordingly,” says
Kishore Biyani

bouring malls MGIF Metropolitan and DLF
Courtyard that will convert this area in-
toapremier shopping experience—oth-
er than the serviceapartments that are not
yet operational, “The amphitheatre can
beused forclassical concerts orrock band
performances,” says Sharma, He has al-

~ sointrodyced wi-fi enabled kiosks (with

a centralised bllhnz, system for credit

aal

underway. Unitech s eyeing 18 malls in
the metros and the state capitals and the
projects are between 500,000 square feet
to 1 million square feet each. For its Jal-
landhar and Amritsar malls, the Collage
group hasalready blgﬂﬁd onDubai’s pop-
ular Jumbo Electronics and Lifestyle as
its anchor store.,

Despite Biyani's cynical view,
Technopak's Smghal 1s optimistic about
the next generation malls, nor does he fear
aglutany timesoon. There cannotbe, he
insists, for despite the millions of square
feet being developed as destinations, or-
ganisedretail is only 4 per cent of total re-
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