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Th ere are many factors to success in the world of retail – the right 
product, the perfect store design, a seamless supply chain and the 
embracing of technology. Th ere is another element which increases a 
retailer’s standing in society, elevates him among peers and changes 
his impression among consumers – Corporate Social Responsibility, or 
CSR. 

Brands and retailers are accepting and implementing this factor 
as extremely signifi cant in thriving in the business of retail. Th ey are 
addressing social, cultural and environmental issues with a seriousness 
that is endearing them to customers and driving their competition to do 
the same. 

Th e focus issue of IMAGES Retail’s April 2018 issue is the ‘Relevance 
of CSR in the Modern Retail Era’. We bring you insights on why CSR has 
become such a noteworthy component in the corporate world, and 
why brands which ignore it do at the cost of taking an image hit.

Aside from this, we bring you the success stories of two startups – 
Chumbak and Chaayos. We tell you how both brands started from 
scratch and have risen up the charts, successfully making an impact in 
the world of fashion and food retail respectively. 

We also bring you the scoop on how Myntra has developed its ‘Rapid’ 
technology, redefi ning the world of online fashion retail – specifi cally 
at the supply chain end. Th e story features presentations from retail 
stalwarts including Ananth Narayanan, CEO, Myntra & Jabong, and 
Gunjan Soni, Head -Jabong and CMO, Myntra. 

Finally, we bring you a round-up of our fl agship event, India Fashion 
Forum. IFF 2018 – the 18th edition of the event – was another feather in 
our cap, a triumphant event we successfully conducted on March 13-14 
at Mumbai. We bring you notable insights from the who’s who of the 
fashion retail industry who attended IFF 2018. 

We thank those who attended the event, but for those who couldn’t 
make it, the April edition of the IMAGES Retail magazine will help 
acquaint you with the theme, session highlights and awards.

As always, we hope you fi nd this issue informed and benefi cial. 
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– By IMAGES Retail Bureau

NEWSMAKERS NATIONAL

FRESH FUNDING 
LEADS TO 
EXPANSION IN 
INDIAN RETAIL 
SECTOR

Online eyewear fi rm Lenskart plans to invest US $5 million 
in the next three years at its manufacturing facility for 
spectacles frames. According to a PTI report: Th e company 

recently started the facility near Gurugram in Haryana that has a 
manufacturing capacity of 1 lakh frames a month with an investment 
of US $1 million. It is looking at ramping it up to 3 lakh frames in 3 
years.

“We have set up with facility to be able to innovate on design 
and manufacture high quality spectacle frames at lower costs. We 

will invest US $5 million over the next three years and will be able to 
manufacture 3 lakh frames a month” Peyush Bansal, Founder and CEO, 

Lenskart told PTI. Currently, this facility will only meet half of our total 
frames demand. Rest we will manage through contract manufacturing, he 

added. “Over the period, we expect cost of these high quality frames to come 
down by 30 percent,” he said. Bansal said spectacles account for 80 percent of 

its total turnover and the company sells over 2 lakh eye glasses a month at present. 
Th e company expects `400 crore turnover from eye glasses in the current fi scal year.

Speciality Restaurants Ltd, a leading chain of fi ne and casual dining in 
India with brands like Mainland China, Sigree, Machaan, Haka, Cafe 
Mezzuna, and many others, is planning to invest `40 crore in the next two 

years to open new restaurants and consolidate existing ones, a company offi  cial said.
“We will be investing around `40 crore over the next two years to open new 

restaurants as well as consolidating of existing restaurants. We intend to open 8-12 
new restaurants in the next 18 months,” Anjan Chatterjee, Founder and Managing 

Director, Speciality Restaurants told reporters.
Th e debt-free company, which had currently 125 restaurants and confectioneries, 

plans to make this investment from its internal accruals, he said at the celebrations 
of 25 years of its journey. “Apart from presence across India, we have one restaurant in 

Colombo, two in Dhaka, two in Tanzania, one in Doha, and we are opening one in Dubai 
next month,” he said.

New e-commerce policies, partnerships, 
investments, funding and acquisitions 

made headlines as the Indian retail market 
continued to grow at a steady pace. Here’s a 

look at some of the major activities in the sector 
in the last one month…

LENSKART TO INVEST US $5 MILLION IN 3 YEARS

SPECIALITY RESTAURANTS TO INVEST `40 CRORE, OPEN 
8-12 NEW OUTLETS
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Arvind is scaling up brands like Aeropostale, Ed 
Hardy, Gant and Nautica and has also entered the 
footwear segment in a big way with the introduction 
of US Polo footwear, Flying Machine footwear, and 
Aero footwear...

– By Charu Lamba

 Plan to Take 
Sachin Tendulkar’s 
‘True Blue’ Global 

– J Suresh, Arvind Lifestyle Brands

I
ndia’s leading textile 
to retail conglomerate, 
Arvind Lifestyle Brands 
Limited, is looking to 
scale brands which 
come under Arvind’s 

portfolio this fi nancial year. 
Elaborating on the same, J 

Suresh, MD and CEO, Arvind 
Lifestyle Brands, told IMAGES 
Retail Bureau on the sidelines 
of India Fashion Forum 2018, 
“Since we have a lot of brands 
that we would like to scale 
up, we are not really looking 
at introducing any new 
brands in India for the time 
being. However, if there is a 
good opportunity in terms of 
bringing in new brands, we 
will defi nitely be open to it.”

He further stated, “We 
are scaling up brands like 
Aeropostale, Ed Hardy, Gant 
and Nautica. Apart from this 
we have also entered the 
footwear segment in a big 
way. We have introduced US 
Polo footwear, Flying Machine 
footwear, Aero footwear. So, 
this is going to be a big area of 
expansion for us. Th en we are 
also going to promote cricket 

legend Sachin Tendulkar’s 
brand True Blue.”

True Blue caters to men 
aged between 28 and 40 
years, in the price range of 
`1,200-3,500, with the cost 
of premium evening wear 
going up to `8,000. Once the 
business is established in 
India, Arvind also has plans to 

go global with the brand.
“We are looking at True 

Blue as one huge opportunity 
to take to the international 
market as it is an India-
inspired global brand. 

We however, fi rst need to 
establish it in India before 
thinking of taking it abroad. 
It is too early to share the 
details, yet our intentions are 
to do that,” he said.

Expansion Plans for GAP
Just like Aeropostale, Ed 
Hardy, Gant and Nautica, 
Arvind Lifestyle Brands has 
big plans for GAP India, 
which is launching 17 shop-
in-shops through multi-brand 
retailers. 

Th e shop-in-shops will 
launch with partners Kapsons 
Group, Iconic India, and All 
Th at Jazz and will open in 
Jammu, Amritsar, Ludhiana, 
Patiala, Chandigarh, Jaipur, 
Ahmedabad, Bhopal, 
Bhubaneshwar and Ranchi as 
well as existing Gap markets 
of Pune, Noida, and New 
Delhi.

Th is is the fi rst time GAP’s 
shop-in-shop format will be 
introduced in India.
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RETAIL TECH

As the consumer has transitioned, the 
challenges a retailer is faced with have also 
evolved. Brands and retailers have scrambled 
to keep up with the customer, luring him 
in with the use of advanced technology. 
E-commerce major Myntra has come up with 
its own winning method of using technology to 
provide a smooth and seamless experience to 
consumers across India…

– By IMAGES Retail Bureau

How Myntra Has 
Redefined Fashion 
Retail with its 
Rapid Technology 
Project

I
n every industry, the product might be the star, but 
the customer is always king. Th e contemporary Indian 
customer is hard to please. He is technologically 
advanced, connected over social media, and has 
progressively evolving expectations from fashion brands 
and retailers.

As the consumer has transitioned, the challenges a retailer 
is faced with have also evolved. Brands and retailers have 
scrambled to keep up with the customer, luring him in with 
the use of advanced technology – sometimes customer facing, 
and at other times, melding into the background to provide a 
smooth and seamless experience.

One such success story has been Myntra’s Rapid 
Technology Project. Only two years after it started the Rapid 
Technology Project, Myntra successfully launched products 
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SUCCESS STORY

Chumbak– with a USP of product assortment entirely created on fun 
and colorful design philosophy–retails over 100 categories through 
22 stores, pan India. It also retails successfully through its web store, 
which has evolved into a highly interactive and fast-growing online 
business...

– By Sandeep Kumar

W
hen Chumbak’s founders, Shubhra Chadda and her husband 
Vivek Prabhakar, decided to take the plunge – leave their cushy 
jobs and sell their house to start a retail business – little did they 
know that eight years later, their quirky odds and ends business 
would become a brand to reckon with.

Launched in 2010, Chumbak has come a long way from its 
fi rst offi  ce-cum-storeroom at the seventh fl oor of a rented apartment in Bengaluru. 
Th e brand started by selling collectibles and accessories. In the absence of stores, 
they leaned on new-age retail formats including kiosks and pop-up stores, at 
airports and theatres. Th ey even dabbled in the odd niche design store. 

Today, Chumbak has grown into a full-fl edged lifestyle brand, which sells 
everything – from apparel to personal care and even home decor. 

In an exclusive interview with IMAGES Retail Bureau, Vivek Prabhakar, CEO 
and Co-Founder, talks about the new-age kitsch brand, the factors leading to the 
brand’s rapid growth, why they branched out into categories, and expansion plans 
for FY 2018-19. Excerpts from the chat…

Design-Led Lifestyle 
Brand Chumbak Targets 
50 Stores by FY19

Tell us about Chumbak. What 
is your USP, what makes you 
diff erent from other brands 
selling the same kind of 
products?
Chumbak was founded in 2010 
as an idea for creating a range of 
fun souvenirs for India and Indian 
consumers. Th e idea was a simple 
and straight forward thought of 
giving something trendy and stylish 
to the local audience and also to 
off er something uniquely Indian to 
tourists travelling to India. It started 
with our love for unusual, Indian 
designs though little did we know 
what was to follow. 

What started as souvenirs 
stocked in multi-brand outlets soon 
transformed itself into a business 
spanning 22 stores across the 
country. Th e products became so 
popular that suddenly, we were not 
only present in large format stores 
and operating pop-ups and kiosks 
but were in a position to open and 
operate full-scale experience stores 
across popular malls as well as high 
streets in India.  

Today, Chumbak is a ‘design-led 
lifestyle’ brand for products across 
apparel, home and accessories. 
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COVER STORY

CSR: Most Effective 
& Standard Business 
Practice of ‘The Modern 
Retail Era’

C
orporate social responsibility (CSR) is an expansive term used to 
describe a company or an organisation’s eff orts to improve society 
in some way. It doesn’t matter whether the company is private or 
government, a shopping mall or a retail store, a bank an NGO or 
even a multinational company. CSR eff orts can range from donating 
money to nonprofi t groups to implementing environment-friendly 

policies in the workplace.
With the introduction of mandatory spending on Corporate Social Responsibility 

brought on by the Companies Act 2013, companies in India and across the world 
have shifted focus from anticipating change and understanding the impact of this 
change to actually being the change. 

– By Sandeep Kumar

Firms have started gauging the ramifications of their decisions and 
activities on society and the environment, some even going the 
extra mile to give back to their employees, their valued patrons, the 
community and the world at large. CSR activities by malls and brands 
today is helping scale customer engagement and brand popularity…

Cover Story_CSR.indd   30 10-Apr-18   4:34:59 PM



INTERVIEW

48  |  IMAGES RETAIL  |  APRIL 2018

Revlon believes that its global brand recognition, product quality, R&D, innovation and marketing experience 
will enable it to create an eminent position in the leading global consumer brands segment in India

– By IMAGES Retail Bureau

Revlon Has an Edge Over Indian Brands in Terms 
of ‘Technology and Understanding Trends’

R
evlon, with the 
distinction of being the 
fi rst international color 
cosmetics brand to be 
launched in India in 
1995, was started with an 

alliance between Modi-Mundipharma 
PVT Ltd. (a joint venture between the 
Umesh K Modi Group of India and 
Mundipharma Group of Switzerland) 
and Revlon of USA. 

Th e company’s vision was to 
establish Revlon as the quintessential 
and most innovative beauty company 
in India. Today, the brand is a global-
standard cosmetic, hair color, hair 
care, body sprays, fragrances and 
skincare company. 

In an exclusive conversation 
with IMAGES Retail Bureau, Rajiv 
Kumar Bobal, Director Sales and 
Marketing, Modi-Mundipharma 
Beauty Products Pvt Limited, talks 
about the company’s India journey, its 
expansion plans, and the growth he 
has observed in the beauty industry in 
India. Excerpts…

You were aggressive in opening EBOs in 2017, what 
has been the total count last year? What are your plans 
for 2018? 
We had plans to open 80 stores by the end of 2017 and we 
reached our target and went ahead to launch 83 stores in total. 
Our new target is to reach 140 stores by the end of 2018. 

How much will these EBOs contribute to your total 
India revenue?
India as a country is taking retail forward. As of now we are just 
planning to increase EBOs and achieve 15 percent growth and 
we hope to reach upto 20 percent by 2018 end. 

What are the preferred store types for Revlon in India 
– full-fl edged EBOs or kiosks? What is your location 
strategy – malls or high streets? 
We don’t have a fi xed strategy. Or main motive is to make the 
brand visible. Cosmetics fall under the category of impulse 
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Now, at the top of 
its game, Chaayos is 
revolutionising the 
way Indians drink chai. 
With over 12,000 
customisation options, 
the brand gives Indians 
a chance to order 
their favourites while 
personalising their brew, 
all the while luring and 
retaining consumers…

 A Progressive 
Brand Needs 
to Be Where Its 
Customers Are 

– By Surabhi Khosla

– NITIN SALUJA, CO-FOUNDER CHAAYOS

C
hai, India’s 
unoffi  cial 
national 
beverage, is a 
cure for ails, 
a drink for all 

seasons and is taken very 
seriously in the country. So 
seriously in fact, that some 
companies are taking it out 
of your homes and making it 
their business to give you the 
best cuppa you’ve ever had. 

One such company 
is Chaayos. Founded in 
November 2012 by IIT 
alumni Nitin Saluja and 
Raghav Verma, Sunshine 
Teahouse-owned Chaayos is 
India’s fastest growing ‘chai 
café chain’. Operating a chai 
chain is not everyone’s cup 
of tea, but this startup does 
it with panache. Chaayos 
off ers consumers more than 
25 varieties of chai, some 
of them quite new-fangled, 
in keeping with its tagline 
‘Experiments with Chai’, apart 
from providing snacks to 
enthusiastic tea lovers.

“It was out there, everybody 
was drinking chai multiple 
times a day and there were 
hardly any good options 
to drink a great cup of 

tea outside of home and 
that’s why we came up 
with Chaayos and instantly 
customers started to love us,” 
says Co-Founder, Chaayos, 
Nitin Saluja, 

Th e chai chain spotted 
the right opportunity, 
the right gap and started 
brewing its way to the top. 
Th ey understood what their 
consumers wanted – a piping 
hot cup of tea – and made it 
their business to provide it to 
them.

Now, at the top of its game, 
Chaayos is revolutionizing 
the way Indians drink 
chai. With over 12,000 

customisation options, the 
brand gives Indians a chance 
to order their favourites while 
personalizing their brew, all 
the while luring and retaining 
consumers. And it’s not just 
the middle-age tea drinking 
Indian that they are attracting.

“Personally, I am of the 
opinion that kids in India 
take to tea at a very early age. 
Th is coupled with the fact 
that chai is a beverage that 
people drink multiple times 
a day makes for a winning 
proposition for us. Our 
primary consumer group 
starts from the age of 21, 
when people get into their 

THE CHAI 
FUNDING TALE

 Chaayos originally 
raised an undisclosed 
amount of funding in 
March 2014. The funds 
were used for opening 
more stores in Delhi-
NCR. 

 In December 2014, 
the chai café received 
`2 crore funding from 
Zishaan Hayath of 
Powai Lake Ventures. 

 In May 2015, they got 
$5 million in a Series 
A funding from capital 
firm Tiger Global 
Management, the first 
investment in a non-
technology consumer 
startup in India.

 In October 2017, the 
startup raised $2 
million from existing 
investor Tiger Global 
Management in an 
internal round of 
funding.

fi rst jobs. Having said this, at 
our chai cafés, we see a lot of 
kids from 9th to 12th grade 
come in and sip a cup of chai,” 
says Saluja.

Th e brand also has a rapidly 
growing home delivery 
segment, wherein they deliver 
fresh chai in disposable ketlis, 
which keep tea hot for an 
hour-and-a-half. 

“As a progressive brand, 
you need to be where your 
customer is. As a progressive 
brand, you need to be able 
to service your customer 
whenever your customer 
needs you. Th is is the thought 
that led us to start deliveries. 
A lot of people thought it was 
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IFF
2018
USHERING IN A 
NEW ERA OF 
FASHION RETAIL

Design for 

Experience

– By IMAGES Retail Bureau

India Fashion Forum is the only forum which 
matters in India when it comes to fashion 
brands and retailers sharing game-changing 
insights, world-class creative, innovative 
ideas and campaigns along with the 
intellectual collaborations which is taking 
the industry forward…

O
n March 13 and 14, 2018, fashion retail, its allied 
brands and experts – from India and overseas – 
gathered at the India Fashion Forum (IFF) 2018, 
at the Hotel Renaissance Mumbai. Th e 18th 
anniversary of the mega event presented a platform 
for India’s leading fashion incubators, creators, 

infl uencers, marketers and retailers to share learn and gain 
insights, ideas, innovations and intellectual collaboration within 
the various sections of the industry. 

Rated as a forum for expanding business and reaching out to 
the pre-modern fashion and lifestyle audience, IFF 2018, was 
a usual exciting blend of conference sessions, workshops and 
masterclasses, zoned exhibitions and industry awards mark the 
trends and success in the business of fashion in India.

Th e IFF Conference creates unparalleled opportunities 
for learning from international and Indian industry experts, 
academicians, experienced professionals and analysts through 
a world-class mix of keynote addresses, panel discussions, CEOs 
Roundtables, presentations, Knowledge Series sessions and 
workshops. Four themed exhibition platforms –TrendView, L 
Cube, Customer Experience Forum, India Brand Show – showcase 
the most market-ahead fashion ingredients, design innovation, 
technology, retail strategies and solutions to a mega congregation 
of leaders from the business of fashion in India and elsewhere.

Th e two-day event’s theme was: “Intelligent Engagement, 
Powered by Design, Retail as an Experience, Th e Tech of 
Everything” as the Four Power Centres of the Smart Fashion 
Movement.
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