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ABSTRACT 

Shopping malls are the hot shopping destinations in new life style. Due to rapid retail 

boom, variety of malls has emerged. With this big ticket mall culture hitting the great 

Indian middle class, the days of pure shopping delight seems to be diminishing. The retail 

sector in India is witnessing a huge revamping exercise as traditional markets make way 

for next formats such as departmental stores, hypermarkets, supermarkets and specialty 

stores. Western-styles malls have begun appearing in metros and second-running cities 

alike introducing the Indian consumer to a shopping experience like never before. 

Consumer dynamics in India is changing and the retailers need to take note of this and 

formulate their strategies and tactics to deliver value to the consumer.  
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INTRODUCTION 

There has been a massive development of new retail formats such as malls, hypermarkets, 

supermarkets and lifestyle stores. The organized sector represents a mere 2 per cent share of 

this market. It is very low as compared to other developed economies of the world. A 

shopping mall is typically, a shopping complex connected by walkways. It provides shopping 

as well as entertainment options to the target consumers. It generally, contains one anchor 

store, which consumes twenty five percent of its retail space. In addition a mall contains 

specialty stores for clothes, accessories, home needs, books, as well as food court, 

multiplexes and entertainment zones . Retailing in India is receiving global recognition and 

attention and this emerging market is witnessing a significant change in its growth and 

investment pattern. It is not just the global players like Wal-Mart, Tesco and Metro group are 

eying to capture a pie of this market but also the domestic corporate behemoths like Reliance, 

KK Modi , Aditya Birla group, and Bharti group too are at some stage of retail development. 

 

REVIEW OF LITRATURE: 

Prof. Satish Kr. Singh-The retail sector in India is witnessing a huge revamping 

exercise as traditional markets make way for next formats such as departmental stores, 

hypermarkets, supermarkets and specialty stores. Western-styles malls have begun 

appearing in metros and second-running cities alike introducing the Indian consumer to a 

shopping experience like never before. India’s vast middle class and its almost 

untapped retail industry are key attractions for global retail giants wanting to enter 

newer markets. The structure of retailing is developing rapidly with shopping malls 

becoming increasingly common in large cities, and development plans being projected to 

500 shopping malls by 2015. The Industry is rated as the fifth most attractive emerging 

retail market, India is being seen as a potential goldmine. It has been ranked second in a 

global retail development index of 30 developing countries drawn up by AT Kearney. 

The list was developed as a response to request from retail chains facing saturated 

demand in most western markets. 
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1.AT Kearney has estimated India's total retail market at US$ 202.6 billion which is 

expected to grow at a compounded 30% over the next 5 years. 

2.With the organized retail segment growing at the rate of 25-30% per annum revenues 

from the sector are expected from the current US $ 202.6 billion to US $ 427 billion by 

2015. 

3.The share of modern retail is likely to grow from its current 4% to 15-20% over the 

next decade, analysts feel. 

4.The world's largest retailer wall-mart has huge plans for India. It is moving senior 

official from its headquarters in Bentonville, Arkansas, to head its market research and 

business development functions pertaining to its retail plans in India. 

5.New-york-based high-end fashion retailer sakes fifth avenue has tied up with realty 

major DLF properties to set up shops in a mall in New Delhi. 

6.Tommy Hilfiger, retailer of apparels, expects to open one store each in Delhi, 

Ahmadabad, Lucknow and Bangalore. 

P.P.Sinha(2004)-The Indian retail sector is going through a transformation and this 

emerging market is witnessing a significant change in its growth and investment pattern. 

Both existing and new players are experimenting with new retail formats. Currently two 

popular formats -hypermarkets and supermarkets are growing very fast. Apart from the 

brick -mortar formats, brick -click and click-click formats are also increasingly visible on 

the Indian retail landscape. Consumer dynamics in India is changing and the retailers 

need to take note of this and formulate their strategies and tactics to deliver value to the 

consumer. This paper investigates modern retail developments and growth of modern 

formats in this country. We also discuss the challenges and opportunities available to the 

retailers to succeed in this country. 
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OBJECTIVES OF STUDY: 

To study the growth of the shopping malls in India  

 

RESEARCH METHODOLOGY: 

Information has been sourced from various books, trade journals, government 

publications, Newspapers and Internet etc. Data presented in the form of tables and 

analyzed in form of percent trends and chart. 

 

SHOPPING MALLS IN INDIA: 

For many people, organised, retail appeared in India with the launch of the „first malls‟ 

in 1999. The launch of „Ansal‟s plaza‟ in Delhi and „cross roads‟ in Mumbai are hailed 

as the spark that led to the explosion of organized retail in the country and transformed 

the retail landscape in India. Even highly respected news journals have reported that 

“only three shopping malls” existed in India at the end of 2002. However, if one were to 

define shopping centers or malls as enclosed shopping spaces, then Mumbai Crawford 

market (opened in 1869) and Kolkata‟s new market (1874) surely have the pride of place 

as the pioneering malls in India. Delhi‟s Connaught place (opened in 1931) should also 

definitely be considered, with its covered arcades. More recently, new Delhi‟s partially 

underground palika Bazaar, the mini- malls of the late 1980 on Bangalore‟s Brigade 

Road and shopping centers built by private developers in Ahmadabad and other cities 

have all had a role to play in the evolution of organized retail spaces in the country. So, it 

would be accurate to view the most recent off spring of a long lineage or organized 

shopping centers. 
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Types of Malls : 

The malls basically are classified on the basis of their Merchandise orientation means types 

or Goods and Services sold and their size. The trend towards differentiation and segmentation 

will continue to add new terminology as the industry matures. Following are the different 

types of malls.  

 

(i) Regional Malls: According to International Council of Shopping Centers a regional mall 

is a Shopping Mall which is designed to service a larger area than a conventional Shopping 

Mall. It is typically larger than 400,000 square feet to 800,000 square feet gross leasable area 

with at least two anchors and offers a wider selection of stores.  

 

(ii) Super regional malls: This is a mall which is almost similar to a regional mall, but it is 

larger in size than a regional mall. It has more anchor stores, a deeper selection of 

Merchandise and draws from a larger population base. A super regional mall is according to 

International Council of Shopping Centers, a Shopping Mall with over 800,000 square feet 

(74000) of gross 2m leasable area and which serves as the dominant Shopping venue for the 

region in which it is located.  

 

(iii) Outlet Malls: An outlet mall or outlet center is a type of shopping mall in which 

manufacturers sell their products directly to the public through their own stores. The other 

stores in outlet malls are operated by retailers selling returned goods and discontinued 

products often at heavily reduced price. In India these outlet stores are not shopping malls, 

they are called generally called as factory outlet shops because they generally call general 

products directly offered by the company.  

 

(iv) Vertical Malls: Vertical Malls are the malls typically multistory building. The vertical 

mall is common due to the high land price in densely populated and the higher yield on retail 

property. The concept of the vertical mall departs from the common Western model of the 

flat shopping mall in which space allocated to retail is configured over a number of storeys 

accessible by escalators linking the different levels of the mall. The challenge of this of mall 
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is to overcome the natural tendency of shoppers to move horizontally and encourage 

shoppers to move upwards and downwards.  

 

(v) Lifestyle Centers: Lifestyle Center is new designated that has a loose definition. 

Generally, it„s a center that does not have on anchor tenant in the classic sense that is, 

department store. Lifestyle centers have a cinema as a major tenant.  

 

(vi) Dead Malls: The dead malls are those which have failed to attract new business and 

often set unused for many years until restored or demolished. Interesting example of 

architecture and urban design, these structures often attract people who explore and 

photograph them. This phenomenon of dead and dying malls is examined in detail by the 

website Deadmills.com which hosts many such photographs as well as historical accounts.  

 

(vii) Strip Mall: Strip mall also called Shopping Plaza or Mini mall. It is an open area 

shopping center where the stores are arranged in a row with a sidewalk in front. Strip malls 

are typically developed as a unit and have large parking lots in front. They face major traffic 

arterials and tend to be self contained with few pedestrian connections to surrounding 

neighborhoods.  

 

(viii) Outlet Mall: Outlet Mall is a type of Shopping Mall in which manufacturers sell their 

products directly to the public through their own branded stores. Clothing, sporting goods, 

electrical products, cosmetics and toys are among the types of items sold at outlet malls. 

Outlet malls first appeared in the United States as a development of the traditional factory 

outlet a store attached to a factory or warehouse. An outlet mall places several such outlets 

under one roof in a convenient location, usually an out of town site. The out of town site 

minimizes overhead costs.  

 

(ix) Luxury Malls: Luxury Mall is mall which only house luxury brands. The mall in India 

luxury malls have been planned to be built soon, most of the tenants are expected to be the 

best brands in the world such as France„s Louis Witton, Greece Dunhill Fendi Mont Benc, 

Van Clef and Arpels Rolex and Omega.  

 



Upstream Research International Journal               ISSN 2321 –0567  

A Peer Reviewed Indexed Journal  Vol. 2 Issue 1 (April 2014) 

 

Upstream Research International Journal               ISSN 2321 –0567  

A Peer Reviewed Indexed Journal  Vol. 2 Issue 1 (April 2014) 

 

           

 

                  SWOT ANALYSYS OF INDIAN MALLS: 

S.no.         STRENGTH   WEAKNESS 

1. Providing shopping facilities with eating and 

entertainment 

Complicated taxation system 

2. Developed in contemporary style Lack of adequate infrastructure 

including supply chain, parking 

facilities 

3. High quality shopping environment Lack of differentiated offerings i.e. 

same mix of shopping, foods and 

films 

 

 OPPORTUNITIES THREATS 

1. Growing urbanization and increase in 

purchasing power of consumers 

Undeveloped supply chain 

2. Young population Threat from online players, 

(even though internet 

penetration is low in India 
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REASONS FOR GROWTH OF MALLS IN INDIA: 

1. Fast growing middle class with higher discretionary income. 

2. It is estimated that the middle class of 300million will increase to 520 million in 5 

years. 

3. Focus on the youth as a target market. 

4. Rogerness of Indian shoppers for a new shopping experience.  

5. Influence of media and marketing communication resulting in changing 

aspirations, lifestyle orientation and change in consumer perceptions about 

shopping.  

6. Presence of factors like cost effectiveness, convenience wide variety of products 

with the fun element entertainment and good time pass plus shopping on 

weekends.  

7. Their will be an increase in the number off double income households. 

 

LIMITATIONS OF MALLS IN INDIA :   

 

High costs of land and construction: In India the traffic in malls can be seen 

maximum in metro cities where the costs of land and construction are very high.  

 

Facility Management and Parking: Good infrastructure or facility management of 

common areas becomes a problem in malls where retail outlets are sold as starta title. In India 

due to constraints of space malls are built in the city and due to which they do not have 

adequate parking as the developers provide basement parking facilities, where parking spaces 

are inefficient due to low ceiling heights, bad lighting and single entry and exit points.  

  

Promotional activities: Promotional activities are very much needed to communicate 

about malls to give them a brand. In India promotional activities are few in majority of malls, 
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developers perceive that these events only help increase foot traffic and not revenues, but this 

is helpful and effective for the future perspective.  

 

Limited to Metro Cities: The malls from the economic point do not contribute in 

balanced economic growth. Like any other business and corporate they are also clustered in 

metropolitan and big cities. Customers of rural and semi urban areas are still away from mall 

revolutions.  

  

Unplanned Expenditure  

  

Prices: The customers shopping in the malls have a feeling that except for some products 

the prices are highly inflated.  

 

 

CONCLUSION: 

In the present scenario, making the biggest malls with top class retailers is not the key to 

success. A cool and refreshing environment is required which makes the shoppers to 

forget all worries of the day. Malls are here for putting smiles on the face of shoppers. 

Successful malls are those that will adjust its mall culture with the consumer 

sensitiveness and preferences. Managing consumer attitude and innovation are the keys to 

stay afloat amid competition. Indubitably, malls have enlarged social fabric, cultural 

mixture and retail feasibility. And when the core focus is on higher conversion than 

footfalls, then mixed use and open malls is the way towards accomplishing the aforesaid 

goal. The opportunities offered by young India exhibits a bright road for malls. But malls 

managers are performing the tasks with ease. Malls- with a bouquet of value propositions 

like value for time, value for quality, value for experience, value for money is boosting 

India in becoming a SHINING STAR of GLOBAL RETAIL. 
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