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 FASHION 
FOREWARD

We, in India, spend our entire school lives in 

them, and then when we graduate to the work 

world, the fi rst thing we are dictated is to “dress 

the part”, of which The Shirt is invariably the 

point of focus. Even those of us who do not 

harbour any particular affi  nity for dress shirts 

didn’t have much options but to oblige. With 

evolving times, preferences of consumers 

underwent massive change. Indian consumers 

today are embracing the idea of fashion as a 

means of self-expression, and not merely as 

a functional purchase. The new generation is 

now at greater liberty from the traditionalist’s 

sartorial template. And shirts have evolved. 

Shirts continue to be the largest men’s apparel 

category, and are now also one of the fastest 

growing categories in women’s wear. Understand 

the emerging consumer base and staying ahead 

therefore has become a big challenge for almost 

all brands in India. 

In this, the June Shirts Special, issue of Images 

BoF we size the shirts market in India across its 

varied segments and study top trends in it. Apart 

from elaborately discussing the shirts market 

in India, BoF’s shirt special issue covers the 

pressing subjects of the shirt industry. Raymond’s 

Brand Director Sumeet Soni discussing the 

nuances involved in establishing a ready to wear 

shirt brand, seasoned brand strategist Nischal 

Puri details the nascent stage and the untapped 

potential of the women’s shirt segment. Also, the 

fact that made to measure is the new buzzword of 

the country that hesitated to accept readymade 

garments till the late 80’s stands as a testimonial 

to the ever evolving preferences of the Indian 

consumer. We study, as well as present, the top 

corporates that have ventured into this domain. 

We have top designers accentuating on the 

imperative need of innovation in men’s shirt. In 

addition, the issue also features detailed accounts 

on the evolving preferences and innovations of 

shirting fabrics that are fast changing the face 

of the industry. Iconic shirt ads, Bollywood’s 

romance with shirts. Lots more shirt facts in the 

issue. 

This edition indeed makes a powerful attempt at 

analyzing the trends and consumption behaviour 

of the Indian shirt’s market to aid upcoming as 

well as existing brands establish a strong brand 

equity. We also present Milano Unica’s Fall 

Winter 17-18 trends, report on one year of Liva’s 

association with the ever fashionable Kangana 

Ranaut, and showcase the iconic Massimo Dutti 

brand that has just entered India. 

Happy Reading !

Amitabh Taneja

Dear Readers, 
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One Up for LIVA

Images BoF speaks to Manohar 

Samuel, President - Marketing & 

Business Development, Birla Cel-

lulose, Grasim Industries Ltd., as 

the company completes one year of 

brand Liva and its association with 

its brand ambassador Kangana 

Ranaut. 
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INDIAN RETAIL AND 

THE ROAD AHEAD
Darpan Kapoor, Vice Chairman, 

Kapsons Group, discusses the present 

retail market in India and emphasizes 

that both - online and offl  ine should 

invest in each other‘s territories to 

create an integrated platform to engage 

customers.
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CONCEPT 

RENTING AS A BUSINESS 

MODEL

Accessibility, convenience and 

aff ordability are fuelling the burgeoning 

online rental business. Sahyujyah 

Shrinivas delineates how it has emerged 

as a win-win situation for all.
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BRAND EXCELLENCE 

Raymond Ready-To-Wear

A Cult for Men
Images BoF speaks with Sumeet Soni, 

Brand Director, Raymond 

(Ready-To-Wear) on what sets them 

apart from the rest. 
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COLLECTION 
LOVEWEAR, THE NEW 

SUMMER COLLECTION BY 

MONTE CARLO

Monte Carlo’s  ‘Lovewear’ off ers an 

exquisite range of clothes for men, 

women and ‘tweens’.
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LAUNCH 
MASSIMO DUTTI ENTERS 

INDIA

Massimo Dutti enters India after years 

of wait due to regulatory hurdles. The 

brand opened its fi rst store at Delhi’s 

Select Citywalk. Images BoF takes a 

look.
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RENTING AS A 
business 
model
Accessibility, convenience and affordability 

are fuelling the burgeoning online rental 

business. Sahyujyah Shrinivas delineates how 

it has emerged as a win-win situation for both 

companies that work on this model as well as 

buyers and has the potential to be the next big 

business model in the near future.

G
one are the days when moving to a new destination 

for a few years meant shifting lock, stock and barrel or 

spending a bomb to fi nd the right furniture and other 

home appliances to settle down comfortably. Now, one can 

relocate with ease with the help of myriad online rental platforms 

satisfying the demands of consumers at aff ordable prices. The 

rental business is growing exponentially to include everything 

from furniture to clothes, vehicles, toys and your favourite 

accessories, too. However, the concept of renting is not new to us; 

it has always existed in one form or the other since ages. Renting 

books, video cassettes, two-and four-wheelers and of course, 

accommodation, are all quite commonplace. It’s just that today, the 

scope of renting has expanded tremendously to encompass items 

such as designer wear collections, jewellery, home appliances and 

even pets.

From a consumer’s perspective, all these services on rent are 

as much about saving money as they are about convenience. It 

makes much more sense to rent a service or an item, if it is for 

a short-term purpose. Consequently, one business model that 

is growing by leaps and bounds is the rental clothing segment. 

Hiring designer dresses or party attires has come as a rescue 

for all those who love to pick up a new dress on every occasion 

without making a dent in the wallet. With most of the startups 
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Women’s Shirts: The Unclaimed 
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Despite the substantial size of the 
women’s shirts market, the segment is 
phenomenally fragmented. Nischal Puri, 
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Shirts are the basic wardrobe staple 
for men in India. men are no longer 
restricted to the same old formal 
shirts for every occasion and have 
revolutionized their wardrobes 
with varities of shirts for different 
purpose and functions, each 
overpowering the former. 
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T
he Indian woman has been an enigma from 

the fashion point of view. It’s only in the last 

10-15 years that the working woman segment 

emerged as a strong sub category. The marketers 

rushed to create brands and products that they 

thought she will need in her new avatar.

Indus League was one of the initial entrant 

in the branded women’s wear segment in 

the country. In the year 2000, the company 

launched a women’s range named Scullers 

Woman as an extension of its men’s wear 

brand Scullers. Promoted as smart casuals 

for work and after, the Scullers women’s range 

was launched in three basic lines, Essentials, 

Manhattan and Chromium.

Around that time many players began taking interest in the 

western women’s wear segment in India. Arrow planned to enter 

into the women’s western wear segment by early-2003. Around 

similar times, Raymond ventured into the western wear for women 

by its new venture Be:

In September 2002, Madura Garments launched a line of 

readymade women’s western wear under the brand name Allen 

Solly Women’s Wear. This was the fi rst-ever nationwide exercise 

The around `2,000 crore women’s shirts market in India 

is huge by all standards. Despite the substantial size of 

the women’s shirts market the segment is phenomenally 

fragmented; and by far, none of the brands seems to have 

garnered mentionable market share in the category. So for 

a product segment that‘s contemporary and seem to have 

great fitment with the consumer trends and desires what 

has been challenging its growth?

INSIGHTS INTO THE WOMEN 
SHIRTS SEGMENT IN INDIA

THE UNCLAIMED 
SILHOUETTE 

By Nischal Puri
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trends.
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Pg No. 184

Pg no. 199-227

155-196

Fashion Creation

  SPORTSWEAR INTERNATIONAL  
 Next Section 

Pg No. 166

ARTEX FABRICS PVT. LTD.: 176

The Denimization of the East

SILVERLINE FASHION 
FABRICS: 179

The Linen Mantra to Success

SUPRIYA SILK INDUSTRIES: 180 

Deep Blue Elegance

VRIJESH NATURAL FIBRE & 
FABRICS: 183

Welcome to the Linen Fiesta

ZOOM IN 

TYPES OF COLLARS: STYLE 

OPTIONS OF A DRESS SHIRT
The collar, without a doubt, is the most 

striking features of a shirt. We check its 

evolution and sartorial options. 

Pg No. 186

rst

INSPIRATION 
WHEN SHIRTS MADE 

STATEMENTS

Right from Dev Anand, who was legally 

barred from wearing a black shirt in 

public to Ranveer Singh who makes 

really bold statements with his designer 

shirts, Bollywood’s non-conformists have 

set quite a few shirt trends.

Pg No. 194

contents.indd   156 5/31/2016   12:29:52 AM



IMAGES Business of Fashion

F
ashion world has something great to look out for the coming July as the 

23rd HKTDC Hong Kong Fashion Week for Spring/Summer (FWSS) is all 

set to hit the stage at the Hong Kong Convention and Exhibition Centre 

from 4-7 July. The fashion week will charm the fashion world with its debut zones 

in knitwear and women’s wear, in order to optimize buyer’s sourcing edition. The 

premium fair in the region is expecting around 1,200 worldwide exhibitors this 

time. Previous edition attracted 16,000 buyers from 65 countries and regions.

HKTDC or Hong Kong Trade Development Council, a statutory body established 

in 1966,  is the international marketing arm for Hong Kong-based traders, 

manufacturers and service providers. The HKTDC promotes Hong Kong as a 

platform for doing business with China and throughout Asia. 

Popular Thematic Zones Return

Private or house labels have become increasingly eff ective marketing tools 

among fashion industry players to diff erentiate and upgrade the image of 

products. Emporium de Mode in FWSS is a dedicated premium section, dedicated 

to promote elegant fashion brands. Fashion Gallery is an ideal platform to 

display brand labels and high fashion while the International Fashion Designers’ 

THE 23RD 
HONG KONG 

FASHION 
WEEK 

FOR SPRING/ 
SUMMER TO 

DEBUT WOMEN’S 
WEAR & KNITWEAR 

ZONES 
By Rajan Varma
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TRENDS/SPORTSWEAR

THE SCARTI-LAB TEAM WITH OWNERS MELISSA TAROZZI (1ST PERSON, LEFT) AND TONI MUCCIO (FOURTH FROM RIGHT); PHOTO: NICK CLEMENTS

‘WORK TOGETHER’ 
UNISEX FASHION INSIDERS TONI MUCCIO AND MELISSA TAROZZI OWN THE PREMIUM BRANDS SCARTI�LAB 

AND BAND �NOT� BRAND. THEIR CLOTHES SHOW ALL THEIR LOVE FOR MADE IN ITALY PRODUCTS, 
GREAT CRAFTSMANSHIP AND HANDMADE MANUFACTURING TECHNIQUES.   

Interview Maria Cristina Pavarini 

H ow did your project originate? 

We wanted to do away with the 

old mass-oriented industrial 

production techniques we didn’t believe 

in anymore. For this reason we have our 

whole collection manufactured in Italy–

from design to final treatment–in Emilia-

Romagna, Marche and Abruzzo. We could 

not do that differently because we are 

highly demanding in terms of quality and 

production value chain control. 

Scarti-Lab is a man’s line that women also 

love. Its own premium denim identity is 

also connected to other quality fabrics 

and to a strong tie with country apparel 

traditions based on dignity rather than 

showing off, on contemporary comfortable 

fits and maniaclike care for details, fits and 

similar aspects. 

What materials do you employ? 

We mostly use high-end traditional fabrics, 

preferably by Italian and British historical 

specialists, and made with cotton, linen 

and wool. We also use Italian and Japanese 

selvedge denim. We also offer denims 

by “Blue Selvedge,” a small company of 

Bovolenta, part of Berto, and producing 

selvedge denim and some small indigo-dyed 

handwoven fabrics that are very expensive 

even if delivered slowly. 

 

Can you describe the main aspects of 

your collection?

Our men’s total look includes trousers and 

shirts plus vests, jackets, hats, ties and 

men’s accessories. Smaller sizes are mostly 

appreciated also by women looking for self-

confident men’s fashion that is never out 

of style. We wanted to intercept that male’s 

research for a relaxed, timeless, essential 

and pleasant elegance. Our price range is 

premium even if costs vary according to 

materials and finishings. We also offer a 

special collection characterized by a more 

vintage attitude–Band (Not) Brand. It is 

more expensive because many aging steps 

are handmade and require much time and 

work.

You also present your collections in a 

peculiar way. Can you explain how?

We are no longer participating in traditional 

trade shows. We consider them old and not 

helpful enough occasions for presenting 

collections such as ours. We prefer to build 

a solid and sincere relationship with our 

customers. For this reason we created our 

own order show “Work Together” held in 

our headquarters outside of Bologna. We 

spend time with our clients and eat in small 

local restaurants, listen to music and dance 

with them like old friends meeting for bank 

holidays. It’s not pure business–we like to 

spend time with the people who like us. 
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