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EVOLUTION Smart developers have
reconfigured the space called shopping mall
into a multi-purpose destination

Namrata Kohli

= letters@hindustantimes.com

Online has waged a war against
Offline. Many predicted dooms-
day for shopping malls and
brick-and-mortarretail. But the
recent spate of shopping mall
launches, are proving otherwise

Brick-and-mortar retail
clearlyisn’t dead. Smart devel-
opers have reconfigured the
space called shopping mallintoa
multi-purpose destination, one
with “experiential” and “utili-
tarian” zones. Whatever it may
be, but one thingis clear- in the
new age shoppingmall, shopping
is almost the last thing which
“happensby default” andis cer-
tainlynotthe mainstay, neither
for the customer nor the devel-
oper.

If not shopping, then what is
the pillar of the new age mall?
According to Harsh Vardhan
Bansal, Director Unity Group
who recently launched Vegas
Mallin Dwarka, “Food is the first
reason why people come to a
mall. Inourrecent Vegasmallin
Dwarka, we have increased the
F&B (food and beverages) com-
ponent from the conventional
5% of total mall space to exactly
doubleat9% and we have every-
thing from fine dining, speciality
cuisine restaurants, cafes, bak-
eries, patisseries etc. Inmy opin-
ion earlier people used to have
meals outside once a week but
nowitisalternateday.” Headds
that the second reason why peo-
ple come to a mall is cinema,
which is why it is important for

every mall developer to create
state-of-the -art multiplexes with
good sound system, comfortable
seating and service. In fact,
Vegas has a 12 screen PVR, the
largest sofarin India with aseat-
ing capacity of 10,000 odd. The
third reasonisentertainmentas
people want to do different
things with their kidsand enjoy
with the family. And shopping
comes at number 4 —“we create
such an ambience and environ-
ment where people are com-
pelled to buy something on their
way back. But now in a mall,
shopping happensnot by design,
but by default.”

Food comes on top of the mall
menu of most of the recent
launches. Take the case of DLF
Avenue Saket that comes with
an exclusive food and beverage
district. One of the key high-
lights hereis ‘“The Commons’, an
F&B precinct. But there’s noth-
ing common about ‘“The com-
mons’, says Pushpa Bector,
Executive Director DLF Shop-
ping Malls, “It's a completely
new and unique experienceina
food curation space. This will be
something that Delhi has not
seen before. Spread over three
floors, it brings you the best of
world cuisines from food special-
istin the country.”

Live performances and cul-
tural events are another way to
create vibrancy. ‘LIVE at DLF
Avenue’ was launched on Febru-
ary 1st, 2020 and the mall hosted
BeGoodTribe, the first ever
music festival here. Says Bector-
“We will continue tohost arange
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of cultural curations such as
music, art, live sports and street
food from across the country for
the visitors.”

Asretailerstell, brandshavea
“special something” for Delhi.
Ten years back, whoeverwanted
tocometoIndia preferred Mum-
bai. But now Delhi is the pre-
ferred launch pad for any big
brand, be it Gap, or Uniqlo and
many others, say mall develop-
ers. Delhiscoresoverothercities
owing to three bigreasons- Cars,
Crowd and Culture. Says Harsh
Bansal- “Itis one city with maxi-
mumnumber of cars and hence
mobility. With population of 30
million, which is a bignumber,
by any global standards, it pro-
videstheright catchment. More-
over it has the culture aspeople
spend a lot on lifestyle. The best
partisDelhi hasall seasonsand
a big winter season so winter
wear brands areable tosell here,
which is not possible lets say in

Mumbai.”

Wisely, the re-invention of
malls is relying heavily on not
just experiential but even utili-
tarian zones. Every major mallis
now headlined by adepartment
store where people buy their
ration and groceries- fresh and
dry on the lower ground floors,
goforhaircuttopopularsalons,
work outat gymsand fitnesscen-
ters followed by a coffee at cafe.

Games are a big draw. Thus
far, themallsbeinganchored by
bowling alleys, ice skating, ski-
ing etc. The second generation
malls are creating never seen
before concepts- for instance
imagine that thereiseven a skat-
ingramp and a basketball court
at the recently launched DLF
Avenue Saket.

Thelaunch ofnewmallsisnot
only in new avatars but also in
newer underserved markets.
Retail giant Bhumika group is
developingmallsin Udaipur and

Offline retail continues to thriveevenas
the threat of e-commerce looms large
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Alwar after the just launched
mallin Jaipur,

InGreater Noida
West, Gaursons has launched
Gaur city mall in their gated
community at Greater Noida
West withapopulationof1lakh
residents. One of the highlights
156,500 carpark sinceitcatersto
footfall of the Noida extension
belt that is inhabited by 4 lakh
people. Says Manoj Gaur- “Ina
first ofits kind, we have created
a zone which caters to all the
needsoftheresidentsandother
customers. People come herefor
everything—fortheirdailyneed
shoppingtofood, watchingmov-
ies but also for social meetings,
get-togethers with friends and
family.”

In Dwarka sector 21, Pacific
grouprecently launched project
D21. Says Abhishek Bansal,
Executive Director, Pacific
Group, “Being one of the most
sought after locations of Delhi-
NCR, Dwarka truly deserved a

world-class mall and itis a mat-
ter of pride for us to bring one of
the first organised multi-level
mall of Asia’slargest sub-city.”

Occupancyrates arereasona-
bly high in majority of these
shopping malls averaging at
80-90%. Most of these malls fol-
low the lease model rather than
purchase model, with agree-
ments between themall and ten-
ant varyingfromb5yearsto10to
12and 15years based on the deal
signed. Accordingto spokesper-
son of DLF Avenue- “Mall rent-
alsareexpected togoupfromits
earlierrate, because ofimproved
design and overall ambience.
Ninety-five percent of the retail
space in the mall has already
been leased out.”

Finally, strictly speaking
aboutshopping, inthatbattle of
Offline versus online - what is
theequation today? Has the dust
settled finally? Soitseems what
witha first time buyer opting for
touch and feel experience at a
shopping mall over onlineshop-
ping; whereas repeatbuyersare
more than comfortable with
online purchases. Butthereare
industry estimates that state
that more than 55% of consum-
ers visit stores before buying
online. It is happening both
ways, says Harsh Bansal-
“Search online and Buy Offline
and other way. Online isa com-
petitor, but we feel that the
future belongs to both onlineand
offline.” Today every brand
worth its salt is going for an
omni-shopping experience now,
amulti-channelsalesapproach
because the customer can be
shopping online froma desktop
or mobile device, or by tele-
phone, orina bricksand mortar

storeand theexperiencemustbe
seamless.

In Greater Noida
West, Gaursons has launched
Gaur city mall in their gated
community at Greater Noida
West with apopulationof1lakh
residents. One of the highlights
156,500 car park sinceitcatersto
footfall of the Noida extension
belt that is inhabited by 4 lakh
people. Says Manoj Gaur- “In a
first of its kind, we have created
a zone which caters to all the
needsoftheresidentsand other
customers. People come herefor
everything—for their daily need
shoppingtofood, watchingmov-
1es but also for social meetings,
get-togethers with friends and
family.”




