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1.1INTRODUCTION: 

 

Today, supermalls are replacing ‗kirana‘ stores all over India. India‘s retail infrastructure is 

slowly undergoing a change with many Wi-Fi enabled supermalls being constructed and 

operating in various cities. Retailing in India is gradually inching its way toward becoming the 

next boom industry. The whole concept of shopping has altered in terms of format and consumer 

buying behavior, ushering in a revolution in shopping in India. Modern retail has entered India as 

seen in sprawling shopping centers, multi-storied malls and huge complexes offer shopping, 

entertainment and food all under one roof. The Indian retailing sector is at an inflexion point 

where the growth of organized retailing and growth in the consumption by the Indian population 

is going to take a higher growth trajectory 

The Indian consumer seems to be undergoing a shift in terms of beliefs and values when he or 

she is making a shift from ‗kirana‘ stores towards shopping malls. In this context it assumes 

significance to study the situation in Mumbai especially with changes taking place in India‘s 

retail landscape. The scope of this research is to assess the overall functioning of malls, response 

of customers with regard to the availability and quality of products and services offered at 

shopping malls and the problems faced by the shopping malls in Navi Mumbai. This study is 

restricted to shopping malls in Navi Mumbai. Factors influencing the shopping malls of Navi 

Mumbai, frequency of visit are some of the aspects studied in the present study.  

India‘s retail market is expected to double to US$ 1 trillion by 2020 from US$ 600 billion in 

2015 driven by income growth, urbanization and attitudinal shifts, highlighted the Boston 

Consulting Group and Retailers Association of India‘s report titled, ‗Retail 2020: Retrospect, 

Reinvent, Rewrite‘. While the overall retail market will grow at 12 per cent per annum, modern 

trade will grow twice as fast at 20 per cent per annum, and traditional trade at 10 per cent, 
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according to a report titled Retail 2020: Retrospect, Reinvent, Rewrite by Boston Consulting 

Group and Retailers Association of India. 

The retail spending in the top seven Indian cities of India currently amounts to Rs 3.58 trillion 

(US$ 57.56 billion), with organised retail penetration at 19 per cent in 2014. In the past few 

years, Indian Retail sector has seen tremendous growth in the organised segment. Major 

domestic players have stepped into the retail arena with long term, ambitious plans to expand 

their business across verticals, cities and formats. Companies like Tata, Reliance, Adani 

Enterprise and Bharti have been investing considerably in the booming Indian Retail market. 

Along with these giant retailers, a number of transnational brands have also entered into the 

market to set up retail chains in close association with bigger Indian companies.  

 1.2 REVIEW OF LITERATURE: 

Michael Levy and Barton Weitz
1
 in the book Retailing Management ‗have tried to know how 

retailing has become an important economic activity. The book titled ‗Retailing Management ‗is 

definitely a different form of commentary on retailing operations especially in the modern and 

the Western World. The book discusses different facets of retailing strategies as they are useful 

for developing the retail markets especially in a growing economy. In this book the authors have 

tried to find out the reasons of growth of modern retailing, different retail format, and 

multichannel retailing as a method of operating in a competitive market. Kuruvilla and Ganguli
2 

explained that shopping develops into important aspect in the lives of people, as they are 

becoming financially sound to do purchase in malls and they begin to consider the shopping 

value as an important factor along with the price of the products. In 1990s the modern trend in 

shopping mall concept had been introduced by Spencer Plaza‗in Chennai and Crossroads‗in 
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Mumbai. After that, there has been a great improvement in this modern concept. Kearney
3
 

explained that they have accelerated the infiltration of large scale modern trade into the Indian 

market. The insufficient physical and organizational structures and facilities could temporarily 

interrupt the progress of the organized sector. As a result there is a characteristic decline in the 

accessibility of various services in the country. Dwivedi
4
 explained that when compared to major 

cities in India, the smaller cities seem to be a better place for investment. This is because these 

cities have low priced lands, low functional and operational expenses and greater number of 

available lands. He further specified and explained that there has been a transition in the taste 

and purchasing priorities of the customers from Tier II and III cities in the past ten years. He also 

presented the views of Ernst and Young which illustrated that there was twenty six percentage of 

growth in mall of the metropolitan cities while malls in Tier II and III cities showed fifty five 

percentage of growth. Gottdiener
5
 explained that various behavioral requirements have been 

addressed in this modern shopping trend; they again explained that malls have changed the way 

of existence and concept of shopping. They have enhanced the infrastructure and services of the 

major Indian cities. The activities of mall get increased and it today is at its peak and at present 

the activities of mall in the smaller cities is also increasing even if the customers possess very 

limited knowledge about the brands. The shopping malls in smaller cities thus establish their 

environment and layout based on the attitude and the behavior of consumers. 

1.3 SIGNIFICANCE OF STUDY: 

1. India is on the radar screen in the retail world and global retailers and at their wings seeking 

entry into the Indian retail market. The market is growing at a steady rate of 11-12 percent 

and accounts for around 10 percent of the country‘s GDP. The inherent attractiveness of this 
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segment lures retail giants and investments are likely to sky rocket with an estimate of Rs 20-

25 billion in the next 2-3 years, and over Rs 300 billion by end of 2014. 

2. This study would be helpful to the entrepreneurs who want to venture in this business and 

prove guidance for them. 

3. This study would be of immense utility to malls owner as well to the society and to the 

individuals choosing this field as their future career. 

1.4 OBJECTIVES OF THE STUDY: 

This study is based  on the three objectives stated below:  

1. To identify that organised retail has great potential in Navi Mumbai. 

2. To know the problems faced by the malls in Navi Mumbai. 

3. To suggest the possible suggestions. 

 

1.5 HYPOTHESES OF THE STUDY: 

In the light of the above cited objectives, the following hypotheses have been framed by the 

researcher for the present study purpose: 

Hypothesis 1: Organised retail has great potential in Navi Mumbai. 

Hypothesis 2: All the malls set up in Navi Mumbai are successful. 

1.6 RESEARCH METHODOLOGY: 

1.6.1 AREA AND SCOPE OF THE STUDY: 

The scope of this study is confined to the organized retail sector of Navi Mumbai which 

consists of 40 malls altogether. Out of 40 malls 20 malls were considered for the study 

purpose. The malls were situated in Vashi, Airoli, Nerul, Kharghar, Belapur and Panvel. 
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1.6.2 SOURCES OF DATA COLLECTION: 

This study is based on both – primary and secondary data sources. The secondary data was 

collected through books, Journals, internet, websites, Retail India Association (RIA) reports, 

etc. Researcher visited to 20 malls considered for the study purpose. The malls were situated 

in Vashi, Airoli, Nerul, Kharghar, Belapur and Panvel for collecting the desired data. 

1.6.3 COLLECTION OF DATA THROUGH QUESTIONNAIRE: 

 A structured questionnaire was developed to identify the problems faced in the shopping      

malls. The questionnaire consisted of questions concerning the different set of difficulties faced 

and demographic information of respondents. Some items were adapted from previous studies, 

and some were developed by the researchers. All of these were five point Likert-type scales in 

which respondents were asked to indicate their level of agreement (1 = strongly disagree to 5 = 

strongly agree). 

1.6.4 SAMPLE SIZE: 

Out of 40 malls 20 malls were considered for the study purpose. The malls were situated in 

Vashi, Airoli, Nerul, Kharghar, Belapur and Panvel. For the purpose of this study, the 

researcher conducted a survey of 25 senior executives in the Finance department of 

prominent retail malls in Navi Mumbai. The responses collected have been analyzed to trace 

the upcoming trends in the landscape of retail market of Navi Mumbai. Profile of 

respondents the survey respondents represented prominent retailing organizations present in 

Navi Mumbai. These retailers manage multiple formats and brief representation of the same 

is given below: Respondents covered operate across following formats 42% Hypermarkets 

12% Department stores 15% Supermarkets 20% Specialty formats 11% Multi Brand Outlets. 
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2. RESULTS: 

Testing of hypotheses 1.1- Statistical test results. 

 

 

 

From the Table 1.1 results it can be interpreted that the hypothesis 1 is accepted that ‗ 

Organised retail has great potential in Navi Mumbai but the second hypothesis states that all 

the malls set up in Navi Mumbai are not successful. 

 

3. FINDINGS OF THE STUDY:     

1. Retail doom is reflected from the reality at over half of the 40-odd malls in Navi 

Mumbai which are now haunted by low footfalls and high vacancy. 

2. According to a recent Associated Chamber of Commerce and Industry of India survey, 

up to 52% malls in Mumbai are lying vacant — a figure second only to Delhi. "A 

majority of the retail failures have been because of failure of design or not having 

adequately strong brands‖. 

Hypothesis 

No.  

Hypothesis  Rejected/

Accepted  

Statistical tool 

applied 

1. Organised retail has great 

potential in Navi Mumbai. 

 

Accepted Chi Square test 

Chi-square value  

:1083.975df :5  p value 

: 0.000 

Significant at:  1.00 

percent level of 

significance  

2. All the malls set up in Navi 

Mumbai are successful. 

 

Rejected Chi Square test 
Chi-square value  : is 

545.056 
df :7  
Significant at:  1.00 

percent level of 
significance  

http://timesofindia.indiatimes.com/topic/Chamber-Of-Commerce
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3.  While poor location, bad parking facilities and competition from other malls with 

multinational brands are other reasons for malls survival. 

4. Another   peculiarity of Mumbai is the cost of real estate is the cause of concern for the 

mall owners. 

5. It offers no respite from the heat in the form of air-conditioning. The dimly lit second 

floor of a mall which houses the food court has more construction workers than patrons. 

6. Some big brands recently wound up here and many shops have been replaced by real 

estate offices. The few retail outlets that remain are in a state of perpetual sale. 

7. Costs are an added factor. As the malls don't fall under an urban plan, there are no 

reserved spaces for them unlike hospitals or hotels.  

8. They are constructed in spaces that compete with commercial and residential prices, so 

automatically; the lease costs for retailers rise and may not be affordable to all.   

9. In the recent development, Santacruz Milan mall and Vashi's City Center shut shop 

while a host of others such as Citi mall in Andheri seem to be dragging their feet. 

Dreams mall, one of the biggest in Bhandup, today lies mostly vacant except for a 

banquet hall, a few offices and a multiplex. "Shop for Rent" signs adorn Atria mall in 

south Mumbai and at Vashi's Palm Beach Galleria, a supermarket recently held a 70% 

sale before winding up. This is the most important picture across Mumbai. Sustainability 

of the malls is the major concern in Navi Mumbai too. 

 

4. SUGGESTIONS: 

1. Though there is competition from MNCs which has meant the demise of "shops," the key 

to survival is in offering ‗something different‘ to the consumers and keep them glued. 

2. Dying malls need to redefine themselves by redesign, re-tenanting appropriately and 

managing better with event promotions.  

3. There should be proper and well planned management by the mall administration 

officials. 

4. The location of the malls should be judiciously planned in order to have more footfalls. 

http://www.magicbricks.com/
http://www.magicbricks.com/
http://www.magicbricks.com/
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5. The food court should be able to satisfy the eating requirements of the shoppers as if it is 

not properly available they may go to some other place where it is available. 

6. Along with food entertainment i.e. having multiplex would be an added advantage as it 

draws the large number of customers towards malls. 

7. If the anchor client is having bad customer service and reputation it turns away the 

customer who may not visit the other shops also. 

8. If the mall‘s architecture is too bad not properly done it may fail to create an favorable 

image in the minds of the customer.   

9. A mall should have many brands under its umbrella catering to diverse needs of 

consumers and the mall should be neither too big nor too small as compared to the 

nearest malls in the vicinity. 

 

5. LIMITATIONS OF THE STUDY: 

1. The study was limited to 20 malls of Navi Mumbai. It did not cover rest of malls in 

Mumbai. 

2. Te findings may not be applicable to all over India as problems may vary. 
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