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Images very recently organised a curtain-raiser for the India Retail 
Forum at Veda, Palladium, Mumbai and when it got over most of us 
were left with a fresh wave of renewed optimism and reaffi rmed faith 
in the human spirit to succeed against all odds, such was the wealth 
of global examples that emerged as we discussed the subject of how 
historically forward looking organisations have converted challenging 
times to periods of setting up fundamentals of new businesses. 

While it has been a core cause for us at Images Retail to feature 
signifi cant local retailers this past year, it cannot be denied that the 
younger brothers of the Indian retail family do look up to their big 
brothers—the corporates for inspiration and insights on growth 
strategies. Subsequently, it was time again to revisit and recognise the 
efforts, achievements and contributions of the leading corporate houses 
to Indian retail. The cover story of this issue is therefore an exercise in 
putting together a quick snap shot at where the leading corporate have 
reached so far in their respective journeys as they clear the path ahead 
and lead the way for Indian modern retail. 

Also in this issue, our favourite customer care associate from 
Shopper’s Stop, Govind Shrikhande crisply outlines his vision of retail 
circa 2020. He expresses our deep desire for a separate ministry of retail. 
And If I may add-- given his strong insights, vast experience, and the 
huge contribution he has made to Indian retail-- a lot of us will like 
to see Govind as a strong candidate for the post of honourable union 
minister for the retail ministry when the time comes.

In the Retail Excellence section we present the amazing profi le of 
Bengaluru headquartered Sangeeth Mobiles that have ridden their fi rst 
mover advantage in South India and are fast emerging as a national 
chain, with an eye on breaking the 1000 crore mark very soon.

Coming back to the IRF, and if the curtain raiser session was even 
a tiny morsel of an appetizer, it fi red up our craving for more fl ow of 
inspiration and thought on modern retail.IRF is really special to all of us 
as it is the biggest retail event in India (some say Asia), and even more 
so this year as it completes its fi rst decade. I believe many of you would 
be going through this issue at the IRF itself and as you attend you will 
see how the 6-stream sessions that we have organised this year enable 
you to choose and plan your sessions, and maximise the IRF advantage. 
For the readers who are unable to attend we promise a detailed post-
event report in the next issue of Images Retail.
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 Kuprkabi- World of Clay

 Vanmala Jain, Founder, Kuprkabi runs a small outlet at Rizvi Park at 
Santacruz West, Mumbai to support the NGO she has launched, which 
helps employ school drop-outs and people who are coming from 
villages in search of work.

52 IN CONVERSATION
 Jeswant R, Vice President, Marketing and Sales, Funskool India

 The rise in the number of dual income households,increased 
spending on safe and branded toys, foray of international toy makers 
into the Indian domain and easy access to affordable imported 
toys are some of the factors contributing to the growth of the toy 
industry. Jeswant R, Vice President, Marketing and Sales, Funskool 
India talks about the burgeoning market of toy retailing.

58 PROFILE
 Comfortably Yours ‘KURLON’

 Proven as one of the most reliable brands of mattresses in the 
country, Kurlon Limited, a Manipal Group Company, carved its niche 
as early as 1962. Started by Late Tonse Ramesh Upendra Pai, as 
‘Karnataka Consumer Products Limited’ the company was renamed 
Kurlon Limited in 1995 and has currently reached a turn over of Rs 
780 crore, headed by Sudhakar Pai, Chairman of the group.

62 INTERFACE
 Mohan VK, General Manager,Consumer Product Division,Suguna 

Foods

 A familiar name in the poultry industry, Suguna Foods has carved 
out a special niche in South India with its range of frozen products 
and, more recently, its retail outlets. Mohan VK, General Manager, 
Consumer Product Division, talks about the company’s growth over 
the years

68 RETAIL EXCELLENCE
 Sangeetha Mobiles

 Headquartered in Bengaluru, Sangeetha Mobiles is a well recognised 
multi-brand retailer of mobile handsets in South India. Started in 
1999, it is also the fi  rst company to offer a broad range of related 
services including insurance, EMI and exchange schemes, doorstep 
service and exclusive Android-based applications. Quality products 
and innovative retail solutions have enabled it to ring the right bell 
with the customers and establish a stronghold in the southern region 
of the Indian market.

76 ENTREPRENEUR
 Rahul Bhalla and Saurabh Jhingan, Latin Quarters

 In 2006, two young fashion enthusiasts incepted the idea of creating 
a fast fashion brand in India, for Indians and by the Indians. And, 
amidst a host of popular international labels, Latin Quarters has 
been able to make its mark. Keeping their humble start in mind, the 
company has gone miles in winning the confi  dence of many young 
fashionistas in the country. Latin Quarters defi nitely has inched up 
the women fashion in the country.

COVER STORY

Modernisation of retail has a lot do with 
massive investments in technology, 
an effi cient supply chain and logistics 
back-up, the development of retail real-
estate and infrastructure, and, most 
of all, people who manage the front 
as well as the back end of operations. 
How important is the subject of retail 
in the minds of the Indian corporates 
and how much does retail fi  gure in the 
boardroom discussions today – this in a 
way would decide the future of modern 
retail in India. It is only recently that 
Indian corporates have begun to show 
interest in modern retail. 
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PROFILE

COMFORTABLY
YOURS ‘KURLON’

Proven as one of the most reliable brands of mattresses in the country, Kurlon 
Limited, a Manipal Group Company, carved its niche as early as 1962. Started by 
Late Tonse Ramesh Upendra Pai, as ‘Karnataka Consumer Products Limited’ the 
company was renamed Kurlon Limited in 1995 and has currently reached a turn 
over of Rs 780 crore, headed by Sudhakar Pai, Chairman of the group.

By Roshna Chandran

Looking Back 
As part of an industrial delegation for AIMO 
(All India Manufacturers Organisation), 
Late Tonse Ramesh Upendra Pai, travelled 
to Germany, in the 1960s, where he saw 
the benefi ts of small- and-medium-sized 
industries and also collaborated the 
technique of manufacturing rubberised coir 
from industry professionals. It was after 
the Second World War, during the 1940s, 
that horse hair was used extensively as 
cushioning for car seats, following this, 
the price of horse hair shot up. This was 
then replaced by pig’s hair which had 
also escalated in price. “It was after this 
that coconut fi bre was used which was 
mainly sourced from Sri Lanka, Kerala and 
Indonesia. The technique of curling the 
coir was named Kurlon. Today, every car, 
especially the Mercedes Benz uses Kurlon 
fi bre for seating,” explains Sudhakar Pai, 
“We started making rubberised coir for 
carpet underlay, for four wheelers like cars, 
jeeps, lorries and also the railways. So our 
tagline was ‘Stand on, Sit on, Sleep on, 
Kurlon’.” 

The Kurlon mattresses was initially 
supplied through distributors and dealers 
across the country. Ramesh Pai soon 
realised after a market survey, that out of 
100 Kurlon mattresses, 78 were duplicates. 
Following this, a couple of distributors were 
arrested for duplicating the brand, but this 
did not nip the problem in the bud. Later 
when Sudhakar Pai took over as Chairman 
of Kurlon Limited, he personally visited 
the dealers in Delhi, who immediately told 
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  Today, Kurlon has 
120 franchised outlets 
across the country and 
one exclusive company 
owned 2500 sq.ft store 
that was opened in 
Jayanagar, Bangalore, 9 
years ago.
 

– Sudhakar Pai
Chairman, Manipal Group Co.

him that the distributors operated 
with two different go downs: one for 
the original mattress and the other 
for the duplicates. So, sudhakar put 
an end to distributors. He says,”So 
now our company believes in direct 
dealer penetration in the market. We 
now have 6000 dealers. Also to attack 
the duplicates, I thought that the best 
method would be to open our own 
store. So at that particular moment we 
had called our stores ‘Kurlon Home 
Comforts’. 9 years ago, we had opened 
8 stores, in Delhi, in one single day. 
All of them had an area of 600 
square feet.” 

Venturing into Retail 
Today, Kurlon has 120 franchised 
outlets across the country and one 
exclusive company owned 2500 sq.ft 
store that was opened in Jayanagar, 
Bangalore, 9 years ago. Currently, 
following a per square feet cost and 
per square feet realisation, the newer 
stores are planned around 400-
500 sq.ft, which is a much tighter 
format that can exhibit around 2-3 
mattresses. 

The company ran with the franchise 
model since 2011, as Sudhakar found 
it be more attractive to investors. 
The business crossed a mile stone 
by designing and building 100 
operational stores till March 2013. 
Franchisees are provided with 
designs to lay out their stores as well 
as training and selling of products. 
Depending on location and rentals, 
a franchisee would have to invest 
between Rs 5- 15 Lakh. The break 
even period also depends on the 
location. Explains Sudhakar,”For 
instance in Mumbai, a franchisee 
had broken even in the fi rst 5 days. 
In Bangalore, I had given a challenge 
to a franchisee that in the fi rst one 
month he has to sell 100 mattresses. 
He just took 3 days to do it.” 

Kurlon has 44 sales offi ces located 
all over the country. The Company 
products are also exported to West 
Asia viz; U.A.E., Qatar, Oman, 
Bahrain, UK, Europe, South and East 
of Africa, Indian Ocean rim, SAARC, 
South East and Far East Countries. 

Some of the best performing stores 
are Karol Bagh and Mayur Vihar 
in Dehli and also Bandra, Dadar, 
Kharghar, Malad, Mulund, Navi 
Mumbai, Thane and Vasai, located 
in Mumbai. 

Product ranges 
Sudhakar’s goal was to convert a 
mattress company to a home comfort 
company and that was how Kurlon 
Nest collection had evolved. His idea 
was to cover as much as possible the 
entire home of a consumer. The only 
segments that were left out were the 
kitchen and the toilet. 

Today Kurlon has broadly 3 
categories of mattresses which are 
divided into spring, rubberised coir 
and foam mattresses, priced around 
Rs 1500-158000. The most expensive 
one is Rs 178000. Sudhakar has 
further plans of bringing another 
mattress at Rs 4 lakh. “People spend 
1/3rd of their lives on a mattress. If 
you spend Rs 20-30 lakh or even a 
crore on a car, then there are people 
who are willing to spend. The most 
expensive mattress in the world is 
$64000.” 

So far, Mumbai has recorded the 
most percentage of sales in the 
expensive range of mattresses. Apart 
from cities, Sudhakar is aiming at tiny 
pockets like Sholapur and Nagpur. 
The most popular mattress under 
Kurlon is the Spine care mattress 
that has the very fi rst memory foam, 
invented in Germany for space 
shuttles used during zero gravity. The 
Spine Care mattress is currently the 
fastest moving category and is often 
picked up by the younger generation 
of below 30 years, who are more in 
tune with healthier 
living and often 
look for more info 
and knowledge for 
the right kind of 
mattress. 

Kurlon has also 
come up with an 
exclusive product 
range of Mattress 
Xpress which 
includes mattresses 

and pillows. In order to increase the 
range, products like comforters, bed-
sheets, mattress and pillow- protectors 
have also been added. In the year 
2012-13, the company expanded 
Kurlon Mattress Xpress to tier II and 
III cities.

The largest part of the revenue 
comes from mattresses, followed by 
foam, then pillows and furniture. 
Categories like curtains had to be 
discontinued as the company found it 
diffi cult to keep up with the change in 
design trends. 
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COVER STORY

CORPORATE MOVES
THE CONTRIBUTION OF THE BIG GUNS IN 
DEVELOPING INDIAN RETAIL By Zainab Morbiwala

Modernisation of retail has a lot do with massive 
investments in technology, an effi  cient supply chain 
and logistics back-up, the development of retail real-
estate and infrastructure, and, most of all, people who 
manage the front as well as the back end of operations. 
How important is the subject of retail in the minds 
of the Indian corporates and how much does retail fi  
gure in the boardroom discussions today – this in a 
way would decide the future of modern retail in India. 
It is only recently that Indian corporates have begun 
to show interest in modern retail. There are currently 
only a handful of players who have established a 
presence. Big retailers worldwide are big employers 
and wealth-creators and are very signifi cant entities in 
their economies. In India, however, it may take a decade 
or two for any retailer to reach the size and scale that 
captures at least1 percent of the country’s GDP. While 
there certainly is lot of excitement building up across 
the globe for the market of the future, India, let us take 
a closer look at the retail businesses of some prominent 
Indian corporates– what they have done so far and 
where they are headed.
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Just to set the context for the story to follow, let’s have a quick 
recap of all that we know pertaining to names in consumption in 
India. So, let us fi rst take a look at what brands were present in 
the country till the close of the 4th decade of the 20th Century. 
India is considered a tea drinking nation but it is surprising that it 
was just Brooke Bond and Lipton that found place on the shelves 
of kirana stores back then. Lux and Lifebuoy minus any of their 
existing SKUs were the only two bathing soap brands that the 
country had and it was Sunlight when it came to washing bars. 
Cooling  / fairness talcum powders were not even thought of then 
as the only brand available was Himalaya Bouquet. Afghan Snow 
was used as an all purpose cream as obviously the concept of age 
defying and fairness cream was absent then. Colgate was the only 
toothpaste that consumers bought – be it to fi ght tooth decay / 
sensitivity or have a refreshing breath. 7’o clock blade was the 
only male grooming accessory which was used till its bluntness 
could no longer be sharpened and there was a need to replace it 
with a new fresh 7’ o clock blade! It was only the hair-oil category 
which had about 3-4 brands but then these brands were put to use 
only on special occasions.  After reading about all this it should 
not come as any surprise to learn that the country got its fi rst 
brand for slice bread in 1964! And yes, to share more – this brand 
originated from Orissa just in case you thought it was Mumbai, 
Delhi or Bangalore which took the lead for setting up the industry 
for slice breads in the country. 

Means of communications were visibly absent. Radio wasn’t in 
the reach of a common man forget having a television at home. 
Till late 1970s Illustrated Weekly was the only magazine hence 
where and how would brands advertise then? Had it not been 
for Lal Bahadur Shastri’s intervention, perhaps we still would 
have just been tuning to Radio Cylon. It was he who under his 
reign launched Vividh Bharti. In 1972 Mumbai saw the launch of 
the television! The trend of owning television then mushroomed 
during the 1980s. That is when information explosion and 
information bombardment started happening and advertisers were 
there plenty many!

FOOD AND GROCERY RETAIL

Major Players Format

Aditya Brila Group MORE Supermarket and MORE 
Megastore

Bharti Enterprises Easyday, Easyday Market, Easyday 
Hyper

Future Group Big Bazaar, Food Bazaar, KB’s Fair 
Price and Foodhall

Godrej Group Godrej Nature’s Basket Limited

ITC Choupal Fresh

Jubilant Bhartia Group Jubilant Retail

K Raheja Corp. HyperCity

Reliance Industries Reliance Fresh, Reliance Super and 
Reliance Mart

Landmark Group SPAR / Auchan

RP – Sanjiv Goenka Group Spencer’s Retail

TATA Group Star Bazaar

APPAREL/LIFESTYLE/ACCESSORIES/BOOKS ETC.

Major Players Format

Aditya Birla Group Madura Fashion & Lifestyle, Pantaloons

Future Group Big Bazaar, Future Retail (earlier it 
was Pantaloon Retail), Central, Brand 
Factory and Planet Sports

Gitanjali Group Various company owned stores / 
franchises of all the brands that 
Gitanjali Group has e.g. Asmi, 
Nakshatra, Gili etc., Gili apparels and 
Diya apparels

ITC Wills Lifestyle and John Players

K. Raheja Corp. Shoppers Stop, Mother Care, Estee 
Lauder, Crosswords

Lalbhai Group The Arvind Store, Mega Mart, Arvind 
Lifestyle Brands

Landmark Group Lifestyle, Max Fashions, Splash and 
Bossini

Reliance Industries Reliance Trends, Reliance Brands, 
Reliance Footprint, Reliance Jewels, 
Vision Express, Marks and Spencer 
and Vimal

TATA Group Westside and ZARA (in a JV with 
Inditex), Landmark

ELECTRONICS/CONSUMER DURABLES/DIGITAL/HOME/MUSIC

Major Players Format

Essar Group The Mobile Store

Future Group Ezone and Home Town

Godrej Group Godrej Interio

K Raheja Corp. Home Stop

Landmark Group Home Centre

Reliance Industries Reliance Digital and Reliance Timeout

RP–Sanjiv Goenka Group Music World and Saregama

TATA Group Croma

Videocon Next, DigiWorld and Planet M

ENTERTAINMENT/RESTAURANTS/CAFÉ ETC.

Jubilant Bhartia Group Dominos & Dunkin Donuts

Landmark Group Fun City, Gloria Jean’s Coffees, 
Polynation, Krispy Kreme

TATA Group Starbucks Cofee
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MARKET WATCH

The Indian retail industry is commanding more attention globally 
with every passing day, and considering its staggering growth, 
the merchandisers now play a pivotal role in understanding 
buyers’ needs and buying trends. Buying heads of few of the 
leading retail brands, talks about the importance of forecasting 
and merchandising in retail business scenario.

Andreas Langer, Head of Merchandising, 
Marc Cain

MERGING FASHION WITH

BUSINESS

Anant Daga, CEO, WJaydeep Shetty, CEO, Mineral

M
erchandising is where fashion meets business. It involves not 
only marketing in  retail stores and boutiques but also presenting 
a bouquet of fashion styles to consumers and anticipating 
what they will be most interested in. In that sense, it doesn’t 
centre on fashion alone; it entails a keen business sense and 
knowledge of assorted marketing strategies and techniques.

In the apparel industry, merchandisers bridge the gap between the management 
(or industry) and the buyers (consumers). These are professionals with a keen 
eye for style and a calculative head for business. As a rule, it is expected from 
fashion merchandisers to be able to predict future fashion and market trends. In 
order to do this, these professionals often rely on their own research as well as 
current trend reports.

Keeping all of these demands in mind, the most common business challenge 
for fashion merchandisers is: How to buy to sustain and attract new customers? 
Should one buy something just because it is trendy? Not really, since trends 
are very complicated and they are hard to forecast. They also appear quickly 
– and fade away even quicker. Especially in retail, knowing what trends are 
worth investing in may be diffi cult. Fashion buying heads must be careful not 
to over-invest in a trend. On the other hand, they should also not miss out on 
a profi table trend because they invested too little or not at all. Excerpts from 
conversations with buying heads of Marc Cain, W and Mineral brands.
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Jaydeep Shetty, CEO, Mineral
These are usually long days spent between 
fabrics, suppliers and production sheets – 
demanding your attention every minute. 
There is scope for improvement in processes, 
costs and execution in every aspect.

Anant Daga, CEO, W
Today, the womenswear market is extremely 
competitive, with a variety of choices 
available to the discerning customer. A role 
of a merchandiser is important in not just 
ensuring  the right product is available at the 
right time but also forecasting trends along 
with the buyers. They also play a key role in 
deciding the fi nal prices to maximise profi ts 
and ensure profi tability. 

AL, Marc Cain: It has so many aspects. You have to be creative, work with 
different kind of people and adapt to trends quickly. At the same time, you 
have to be analytic and be able to read and work with the fi gures. 

JS, Mineral: The process of creation is the most enjoyable aspect, 
provided one has a good team to back you at all times.

AD, W: Every day, challenges like planning the budgets and sales, 
controlling stocks and ensuring the bestsellers reach their full potential are 
some of the aspects I enjoy. The whole process of creating a brand which 
is so unique, innovative and constantly re-inventing season after season is 
what I love.

AL, Marc Cain: Some of the many 
hurdles that we face in merchandising 
are matching the sizes, maintaining the 
look and feel of the international brand 
across all stores over the world, and 
pricing of the product. Sizing is one of 
the biggest issues faced by all of us, as 
the normal body size of the consumer 
varies from country to country. Since Marc 
Cain is a German brand, our garments 
mostly come in large sizes and are made 
in Germany. Also, Marc Cain being an 
international brand, we have to manage 
as well as match the look and feel of the 
brand in India. Merchandising requires 
forecasting skills. We need to predict and 
introduce the latest fashion trend afte 
r detailed understanding of the buying 
characteristics of the consumer in each 
city. Though the Indian market is well 
versed with the trends all across the globe, 
pricing is still an issue we face in India as 
it is a price-sensitive market. They always 
want products which offer value for 
money or which are a status quo. 

JS, Mineral: The toughest part is 
the availability of fabrics, trims and 
accessories with predictability.

AD, W: I would say, it’s about maintaining 
exclusivity and excitement!

WHAT’S THE WORLD OF A BUYING HEAD OF A RETAIL BRAND LIKE?

Andreas Langer, Head of Merchandising, Marc Cain
Hectic, but exciting! There is an intense process involved in managing the 
fl ow of merchandise from the initial selection of designs to be produced to 
the presentation of products to retail customers, with the goal of maximising 
a company’s sales and profi tability. The display must be inviting to the 
customer, hence the merchandiser has to design things keeping this aspect 
in mind. In the case for Marc Cain, the merchandiser has to maintain 
the look and feel of the international brand in the Indian context. The 
current trend handbook is handed over to each store to do the needful. 
Merchandising is a job that requires staying abreast with the latest fashion 
trends, understanding the demands of the target audience, and represent a 
brand on behalf of a merchant. The job includes ensuring that appropriate 
products and quantities are laid out on the sales fl oor, giving ideas for 
product grouping and conducting trend analysis to be updated with the 
latest trends. On the other hand, we also have to create and maintain 
relations with the management to negotiate on rates of the location, placing 
of the products for display along with exploring new locations for the brand.

WHAT’S THE TOUGHEST PART OF THIS 
BUSINESS?

WHAT DO YOU LOVE MOST ABOUT YOUR JOB?
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