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Guerrilla marketing techniques -
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Three trends that will impact the
country’s fashion retailing industry
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The modern Indian retail, with a potential 1.2 billion consumers
waiting to be tapped, is constrained by inadequate and expensive
customer connection points (physical stores). Experts feel the answer to
this challenge lies in digital channels such as laptops and smart phones.
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production Talking about consumers, they would love to buy stuff from any
general manager manish kadam channel that they fancy. So there is no reason why retailers can’t give
sr. executive  ramesh gupta them both - physical stores and online convenience. It is a mistake

to think that a purely online or offline business model is enough.
Businesses that figure out how to straddle both the worlds and offer the
best seamless experience to customers will rake in the most profits.

Advertising Our cover story in this issue focusses on regional retailers which
have transitioned from stand-alone locations to the malls. Which is a
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= MY THOUGHTS =

WITH WOMEN FORGING
AHEAD IN THE CORPORATE
SECTOR, SEEKING
INDEPENDENCE FROM AN
INSULAR DOMESTIC LIFE
AND BUILDING THEIR OWN
IDENTITY REPLETE WITH A
ROARING SOCIAL EXISTENCE,
THE WOMENSWEAR
CATEGORY IS THE NEXT BIG
THING IN INDIA'S RETAIL
INDUSTRY, BELIEVES
SAURABH PRADHAN,
MD, BOMBAY HIGH,

A'WESTERN APPAREL BRAND.

\WWomenswear
o0Ing west

exist on the streets or inside the middle-class Indian home until the beginning of the
millennium. But something changed dramatically in the last decade, which forever
modified the way Indians, especially Indian women, dress up and accessorise.

The economy opened up after the economic liberalisation in 1991. At the beginning
of the millennium, reforms bore fruit for both the export-import and the then-nascent
retail industry in India. Local brands manufacturing a gamut of wardrobe offerings,
emulating fashion in the West, mushroomed across metros in India and a few
foreign brands entered the market offering a premium selection of garments and
accessories that were then affordable only by the SEC A consumers.

Today, after a grand retail decade, the womenswear market is worth 540 billion
and estimated to expand at a compound annual growth rate (CAGR] of more than 11
per cent during 2012-2015, according to a recent research report by RNCOS. This
category has immense potential to grow due to rapid urbanisation, higher disposable
incomes, increasing fashion consciousness, and especially because of the increasing
number of women in the corporate sector across various states as well as small-
towns in the country.

Trendy westernwear
At Bombay High, we have recognised this untapped potential. We are one of the first few
locally produced brands catering to this new consumer group by designing cutting-edge
Western formal- and casualwear in rich and comfortable fabrics. We have come a long
way from the 1990s in the Western clothing category. The corporate dressing of women
in metros has evidently changed from Indian
or ethnic formals to Western formals.

The formalwear offerings for ladies
at the Bombay High include basic shirts,
fashionable dresses, suits, trousers and
waist coats. In tier Il cities, the conversion
is not apparent but this newness in the
market guarantees a lot of scope for
growth and demand. Open-mindedness,
an overseas education, winning beauty
pageants on international platforms and
Indian and global cinema -- the biggest
influencer of them all -- are various
reasons why the Indian woman'’s wardrobe
is brimming with Western influences. In

September 2012 | IMAGES Business of Fashion | 19
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FROM A MULTI-BILLION DOLLAR OPENING IN
EARLY 2005, TODAY INDIAN RETAIL IS POISED

T0 BECOME A TRILLION DOLLAR OPPORTUNITY

BY 2020. WHILE THE PROSPECT SEEMS BRIGHT
AND OPPORTUNE FOR RETAILERS, THE PAST
MEMORIES COUPLED WITH BLEAK CURRENT
MACROECONOMIC ENVIRONMENT AND REDUCED
CUSTOMER SPENDING STILL HAUNTS MANY. IN
THIS SCENARIQ, IS MALL PRESENCE AN INEVITABLE
CHOICE FOR INDIAN RETAILERS IN THEIR QUEST
FOR ENHANCED CUSTOMER EXPERIENCE AND
BUSINESS SUSTAINABILITY? IMAGES BOF SPOKE
TO RETAILERS AND EXPERTS ON THE RIGHT MIX OF
STAND-ALONE STORES AND MALL PRESENCE THAT
WILL ATTRACT EYE BALLS, INCREASE FOOTFALLS
AND ULTIMATELY DRIVE THE BUSINESS.
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he popularity of malls can be gauged quite simply from
the fact that we visit malls more often than we go shopping.
This is what retailers are cashing in on. Visiting a mall is not just
restricted to shopping because malls accommodate entertainment
and dining as well. For some it's also another way to unwind
after a hectic week. But do the extra visits enhance chances of
unplanned purchases? Statistics show that it does. Managers at
apparel stores reveal that 30-40 per cent people who walk into
the store actually make a purchase. This explains why malls are
so important in the increasingly harsh retail environment. Retail
experts who keep an eye on the changing line-up in shopping
centres reveal that small regional brands are increasingly moving
off the high streets and into malls. Malls are the new interesting
place offering experiences that amuse, delight and entertain.
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T0 INCREASE FOOTFALLS AND
CONSEQUENTLY THE SALES,
RETAILERS AND BRAND
OWNERS WANT TO BE PRESENT
EVERYWHERE. WITH MALLS
MUSHROOMING ACROSS INDIA,
MANY RETAILERS WANT TO
SWITCH FROM HIGH STREETS TO
MALLS, WHEREAS OTHERS SEE
STAND-ALONE STORES MORE
PROFITABLE. SHILPA GUPTA,
HEAD RETAIL AND FMCG, FICCI,
BELIEVES THAT RETAILING IN
MALLS IS MORE ECONOMICAL IN
TIER [T AND 1T CITIES.

B randing today is all about being

beyond product, service, and store! The
more | look around, the more | observe;
the more | interact with retailers,
franchisees and allied, the more | believe
in my opening statement. Today is the
time when practitioners are moving
from customer loyalty to commitment,
from trademarks to trustmarks, and
from relationships to intimacies. The
entire gamut of activities revolves around
enhancing customer lives in a way they
cannot live without.

India’s retail market is expected to
cross US$1.3 trillion by 2020, according

to a FICCl report released in August 2012.

The customeris, and even more firmly
will be, the ultimate king. There are ways
and means to reach the king- heads its
malls, tails its high streets, and of course
this coin has a third side which is beyond
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brick and mortar. For China, online is the
most lucrative market. One should not be
amazed to know that Taobao - the largest
player in consumer to consumer online
sales - has intentions and capacity to buy
whole of Yahoo!

Now the question is which is a better
choice? Is it a ripe time to upscale?
With the mall rentals going down/
stable vis-a-vis high-street rentals, will
it be wise to move ahead? There are no
easy answers. The ideal combination
varies from location to location, product
to product and market to market. In
addition, the choice is also a function of
demographics, aspirations, convenience,
et cetera. Shifting from one location to
another is also not easy. Detriments are
many such as long gestation involved in
customer acclimatisation, high cost of
modifying the interiors, cost of redoing
publicity, et cetera. Practically, it is like
reinventing the wheel.

September 2012 | IMAGES Business of Fashion | 75




Guerrilla
Marketing

RETAIL COMPANIES IN INDIA ARE VERY QUICK IN ADOPTING

ANY KIND OF SUCCESSFUL MARKETING CAMPAIGNS. GUERRILLA
MARKETING, BEING AN UNCONVENTIONAL AND INEXPENSIVE
METHOD, 15 ONE OF THEM. IMAGES BOF DISCUSSES THE MARKETING
STRATEGIES ADOPTED BY FEW OF THE PLAYERS IN THE INDIAN
RETAIL INDUSTRY.

“I'm referring to the soul and essence of guerrilla
marketing which remains as always -- achieving
conventional goals, such as profits and joy, with
unconventional methods, such as investing energy
instead of money.”

- Jay Conrad Levinson

by Shilpa Shree

Wen Jay Conrad Levinson termed

the phenomenon known as guerrilla
marketing, little did he realise the effect

it would have on a world that has been
witnessing recession and subsequent cut
in ad budgets and campaign spends. The
fashion retail chains are quick to adopt this
global phenomenon to achieve their targets
and make an effective brand presence. For
instance, Italy-based Benetton Group came
out with an ad campaign titled “Unhate” in
November 2011. “In line with the spirit of
active participation and concrete action that
drives the Unhate project, the pictures of
the United Colors of Benetton campaign are
central to a billposting operation: A plan of
unannounced live actions. Groups of young
people posted the manifestos showing
kissing leaders on the walls of locations
symbolic of the desperately needed peace
process: Tel Aviv, New York, Rome, Milan,
Paris,” states a media release from the
Benetton Group.

September 2012 | IMAGES Business of Fashion | 77



RETAIL WATCH

REGIONAL RETAILERS ARE

TRYING T TAP THE WIDE |
CONSUMER BASE BY EXPANDING [ET0 LA .
AND TRANSFORMING oS
THEMSELVES INTO A RETAIL ___F;‘_a_si.:-‘—-’-'

DESTINATION. IMAGES BOF
SPEAKS TO KAMAL BERIA,
DIRECTOR, WHO RUNS A MORE
THAN HUNDRED-YEARS OLD
TRADITIONAL RETAIL VENTURE,
NAGARMAL SHEONARAYAN, IN
BIHAR.
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B ig brands with their retail chains entering in the domestic
market is a regular phenomenon that is being witnessed by the Indian

retail industry for quite some time. But now some regional retailers are
also turning into retail destinations for international brands. Some of

® these retailers are undergoing a transformation while striking a balance
between retailing textile and ready-made garments.
Nearly 110 years ago, a family migrated from Rajasthan to Bihar
and started retailing textile and fabric in the small town of Arrah with a

current population of about 3,00,000. The family business is run by its
fourth generation today and is going great guns. The retailer, Nagarmal
Sheonarayan, has grown multifold in different categories while expanding
by Anuj Goswami its base in Arrah, Bihar. The company that started with textiles and fabric
has now diversified its product range to ready-made garments, tailoring
and jewellery. This expansion has proven to be significant as the retailer
has managed to aggrandise into new categories on the basis of textile

96 | September 2012 | IMAGES Business of Fashion



= EVENTS =

CHENNAI APPAREL
ASSOCIATION ORGANISED
ITS SEVENTH ANNUAL
GARMENT FAIR, TRENDITION
2012 FROM 810 10

AUGUST AT THE CHENNAI
TRADE CENTRE, CHENNAI.
THE THREE-DAY EVENT
PROVIDED A PLATFORM FOR
APPAREL MANUFACTURERS,
DISTRIBUTORS AND DEALERS
FROM ALL OVER THE COUNTRY
T0 ADDRESS I15SUES OF
MUTUAL INTEREST.

C hennai Apparel Association

(CAA), the first and foremost apparels
association in Tamil Nadu, is a seven-
year old affiliation with about 300
members working to bring apparel
manufacturers, distributors and dealers
from all over India under one roof and
help them grow their business in the
state. CAA has been formed with a
specific vision of taking manufacturers,
distributors and dealers of the state to
national and international level. The
organisation has also requested the
Tamil Nadu Government to build an
apparel park for the betterment of the
garment trade across the state.
Inaugurated by D Jeya Kumar,
Speaker of Lok Sabha, CAA’s Trendition
2012 received a different response from
both brands and retailers this year. The
fair in the past six years, saw a greater

participation from menswear which
formed 80 per cent of the total number of
visitors and womenswear, kidswear and
accessories constituted to the rest 20 per
cent. But 2012 changed all that. This year
menswear saw a participation of 60 per
cent, with womenswear and accessories
taking up the rest of 40 per cent. The
show received a good response from
manufacturers, distributors and dealers
from all over the state and rest of India.
There were 150 participants from all over
the country and the year-on-year growth
rate was more than 60 per cent with
almost 2,200 visitors and delegates.

The event received good feedback
by both exhibitors and visitors. The new
entrants appreciated the event which
helped them in getting a rich exposure
and opportunity to grow their business.
CAA is optimistic that participation in the
next edition will be much higher than
the current one. @

110 | September 2012 | IMAGES Business of Fashion
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AJAY SYNTHETICS PVT LTD Follow us on

Mandpiya Chouraha, Bhilwara - 311 001 (Ra.) INDIA . . . .
www.rrsuitings.com  E-mail @ garments@rrsuilings.com
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% Royal Classic Groups

Mens wear clothing products: T-Shirts | Shirts | Trousers | Denims | Jackets | Sweaters | Loungewear. Accessories: Inner & Under Garments | Handkerchiefs | Socks | Belts
Wallets | Deo Sprays | Caps
Andhra Pradesh: Hyderabad | Secundrabad | Warangal Bihar: Patna | Hazipur Karnataka: Bangalore | Gulburga | Hospet | Hubli | Raichur Kerala: Allephey
Cochin | Ernakulam | Palakkad | Trivandrum | Aluva Orissa: Cuttack | Berhampur West Bengal: Kolkatta Tamil Nadu: Chennai | Coimbatore | Dindigul
Dharapuram | Erode | Karaikudi | Karur | Madurai | Salem | Theni | Tirupur | Trichy Maharastra: Aurangabad Orissa: Berhampur | Cuttack Punjab: Hajipur
Bihar: Patna Jharkhand: Bokaro
Also available at: Suorrias S @10 & All leading multi-brand outlets.

FOR FRANCHISE AND TRADE ENQUIRIES CONTACT: +91 93415 55582 | E-MAIL: connect@rcg.in



