,
JULY 12
VOL. XIII
No. 7
`100
US$20

GROWING THE

FAMILY-RUN
BUSINESS

THE JOURNEY

Simple strategies and no gimmicks
work for Jaipur brand Cottons

STRATEGY

IMAGES BoF discusses various
strategies for imprinting brand value
in deeper markets.

F A S H I O N

•

M A R K E T I N G

•

R E T A I L I N G

July 2012 | 248 pages | VOL. XIII No. 7 | www.imagesfashion.com
editor-in-chief
editorial director
publisher
editor-in-charge
chief of bureau (mumbai)
sr. correspondent
copy editor cum correspondent
correspondent (mumbai)
correspondent (bangalore)
circulation & support
assoc. vp – circulation & subscription
general manager – administration
sr. manager – circulation
dy. manager – operations
sr. executive – subscriptions

amitabh taneja
r s roy
s p taneja
nalini singh (sr. research correspondent)
nivedita j pawar (sr. assoc. editor)
aakriti agarwal
trisha mukherjee
tista sengupta
roshna chandran

anil nagar
hemant wadhawan
r p singh
rajesh kumar
kiran rawat

creatives
art director
asst. art director
layout designer
sr. photographer

pawan kumar verma
dinesh devgan
rajeev kumar
vipin kardam

production
general manager
sr. executive

manish kadam
ramesh gupta

For Advertising Contact:
Delhi:
lokesh chopra, assoc. vice president
lokeshchopra@imagesgroup.in
Mob.: +91 9811911340
rajesh kaul, dy. general manager
rajeshkaul@imagesgroup.in
Mob.: +91 9811671547
jayant arora, manager
jayantarora@imagesgroup.in
Mob.: +91 9818626724

Ludhiana:
hemant gupta,
business development associates
hemantgupta@imagesgroup.in
+91 9814019745

Mumbai:
bindu pillai, general manager
bindupillai@imagesgroup.in
Mob.: +91 9820324063
zankhana mistry, asst. manager-advertisigng
aznkhanamistry@imagesgroup.in
Mob.: +91 9967375649

Kolkata:
piyali oberoi, assoc. vice president
piyalioberoi@imagesgroup.in
Mob.: +91 9831171388
pratik ghosh, sr. executive
pratikghosh@imagesgroup.in
Mob.: +91 9330171388

Bangalore:
suvir jaggi, assoc. vice president
suvirjaggi@imagesgroup.in
Mob.: +91 9611127470
sunil disley, sr. manager
sunildisley@imagesgroup.in
Mob.: +91 9480581719

Ahmedabad:
pankaj vyas,
manager-advertising,
pankajvyas@imagesgroup.in
Mob.: +91 9909977088

Chennai:
s. venkataraaman,
business development associates
svenkataraaman@imagesgroup.in
+91 9444021128

Images Multimedia Pvt. Ltd.
Delhi: S 21, Okhla Industrial Area, Phase II, New Delhi 110020
Ph: +91-11-40525000, Fax: +91-11-40525001
Mumbai: 1st Floor, Bharat Tin Works, Opp. Borosil Glass Works, Off. Military Road,
Marol Maroshi, Andheri(E), Mumbai 400 059
Ph: +91-22-42567000, 29200043/46, Fax: +91-22-42567022
Bangalore: 523, 7th Cross, 10th Main, (Jeevanbhima Nagar Main Road),
HAL 3rd Stage, Bangalore 560 075
Ph: +91-80-41255172/41750595/96, Fax: +91-80-41255182
Kolkata: 30-B, Anil Roy Road, Ground Floor, Kolkata 700 029
Ph: + 91-33-40080480, Fax: +91-33-40080440

Twenty years ago we felt the need to transform the way fashion was
sold to consumers. This led us to establish IMAGES as the knowledge
platform for fashion brands and retailers to connect, acquire market
knowledge and partner, so that we could create the right retail
environment for the Indian consumers.
Although during the past two decades fashion brands and retailers
have substantially grown, the market and consumption have also increased
many folds, but surprisingly, not even a single fashion company could
create a billion dollar business.
Today, though the market is abuzz with glitzy malls and stores, India
surely needs a lot more action, not just in the 59 cities that have million+
population, but also in hundreds of smaller cities that are likely to emerge
as strong consumption pockets in the next few years. SME retailers across
India is our core target group and our primary focus will be to help them to
modernise and transform their existing multi-brand outlets into localised
department stores that can offer consumers the very best in terms of
choice, price, value and shopping experience.
Of course, there are other issues such as limited sourcing options of
quality merchandise, IT, infrastructure, supply chain, people, et cetera.
The need of the hour is to find viable models of partnerships among
all stakeholders to maximise the utilisation of available resources and
expertise.
To commemorate 20 years of serving to the fashion and retail industry,
we plan to bring out three special editions of IMAGES Business of Fashion
– carrying insightful experiences and future vision of industry leaders, who
have been through the ups and downs in the past two decades. And today
they continue to play a vital role in catalysing the growth of the fashion
business.
I am sure this series will be of immense value to our readers in India
and overseas – presenting the journey till date and sketching a roadmap
for the future. If you have been a part of this journey and have made it big
in the fashion retailing business, we welcome your contribution to our 20th
Anniversary Collectors’ Series.

Amitabh Taneja
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• MY THOUGHTS •

TALKING ABOUT THE
HUGE MARKET SIZE
OF THE MENWEAR
CATEGORY, USHA
PERIYASAMY, VP
- BRANDS AND
OPERATIONS,
CLASSIC POLO,
TALKS ABOUT
THE MASSIVE
POTENTIAL THAT
THIS SEGMENT
OFFERS AND ALSO
HOW TO LEVERAGE
THE CHANGING
CONSUMER
PSYCHE.

Usha Periyasamy

VP - Brands and Operations, Classic Polo

Menswear

on the Rise
F

undamentally men are not only discreet shoppers but are very experimental;
therefore, menswear market is in for a phenomenal growth beyond doubt. This
segment was, is and will continue to hold a giant share in the Indian apparel industry
because, even today, menswear holds 46 per cent of the market share followed by
women with 36 per cent and the remaining shared by kidswear and others. It is clearly
identified that the menwear segment has a huge potential not only because the larger
male population of India but also because of various external and internal factors.
Fashion is transforming into personality expression, urbanisation and increased youth
population, consumption pattern with regard to shopping (35 per cent of the male
population shop every month and 35 per cent shop once a quarter), experimental
nature of the youth, rapidly expanding middle class with high disposable income,
changing lifestyle, et cetera vouch for the huge leap in the coming years.
According to the latest population census, India is getting younger and the median age
group is less than 35 years contributing 65 per cent of the total population; this is a boon to
the apparel industry. With young aged population as the backdrop, apparel companies are
launching their younger versions to capture this segment. With the rising income brackets
and fast evolving lifestyle, the needs, tastes, inspirations and brand loyalty is fast changing.
This phenomenon has created an upward business surge in the domestic fashion retail
July 2012 | IMAGES Business of Fashion | 27

• BRAND DEBUT •

O

n May 13 this year, a new gold
jewellery brand called Raiara emerged
on the retail horizon of India by opening
two new stores in Pune. It is India’s first
retail chain that specialises exclusively in
gold bangles. These come in all shapes
and sizes and are fully customisable.
The brand, steered by its young
Director Piya Pahuja, belongs to the
Mumbai-based Motiram Tikamdas Group
that has been making gold bangles since
1885. Today, its products are sold at 1,200
jewellers across India. Raiara marks its
entry into direct retail for the first time.

Pahuja explains the concept: “Today,
there is no opportunity for women at
branded stores to design their own
bangles the way they like it. Raiara
introduces this unique element into the
art of jewellery making where customers
get to personalise bangles that reflect
their personality. It offers them the best
value for money on their gold bangles
without charging a premium on the
craftsmanship involved. We are very
product-centric in nature and focussed
exclusively on gold bangles. Each Raiara
bangle is hallmarked and carries thirdparty certification from the BIS.”
Raiara offers customers gold bangles

THE RAIARA BRAND FROM THE MOTIRAM TIKAMDAS
GROUP OF MUMBAI OFFERS GOLD BANGLES IN OVER
2,000 DESIGNS, EACH OF WHICH CAN BE FULLY
CUSTOMIZED TO REFLECT THE PERSONALITY OF THE
CUSTOMER. THE COMPANY PLANS TO OPEN 12 NEW
RAIARA STORES THIS YEAR.

in 18kt, 22kt and 23kt, with the option to
personalise each item according to their
tastes, including the enamel colour, size,
weight, rhodium plating, design, and
make. “We have completely done away
with the idea of limited variety. Every
style of bangle worn on any occasion by
women – from young to mature, with
a look that ranges from heritage to the
modern – is available with us. We want to
deliver bangles to our customers fresh,
complete with the fragrance of the newly
polished surface,” says Pahuja.
The price range of Raiara bangles
starts from `35,000, though the product
bracket of `75,000 to `1,00,000 sells the
most. The fastest-moving bangles are
from the company’s “Rain” collection
which are design-oriented while retaining
classic traditional elements. Says Pahuja:
“The Raiara bangles are handed over
to the customers factory-packed to
offer them a sense of authenticity. This
way, they also know that they would be
the first ones to wear their purchase,

Crafting Gold
127-year-old jewellery maker launches India’s first gold-bangles brand in Pune
by Sanjay Choudhry
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• BRAND EXTENSION •

Courting Lady Luck
WITH THE INTRODUCTION OF M-BRAND, MOUSTACHE
FORAYS INTO A NEW CATEGORY. IMAGES BOF BRINGS
FORTH BUSINESS PLANS BEHIND THE BRAND EXTENSION.

E

stablished in 1984, denim brand
Moustache has recently entered the
women’s denimwear segment with
M-Brand which is now available in the
market through existing EBOs and MBOs
of Moustache. The brand was the brain
child of late Hari Narayan Shah when
he tumbled upon surplus stone-washed
denim when the export house, to which he
supplied, was shut. It was during that time
he decided to enter the denim retailing
business through dealers. Slowly, the
business started growing and from 1998
onwards when the concept of department
s
stores
started taking shape in the Indian
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market with the establishment of stores
such as Pantaloons and Shoppers Stop,
Moustache associated with both the
retailers. With the gradual progression
of the Indian retail industry and the boom
of mall culture, Moustache created its
presence more prominently at various
locations.Currently, it is operating through
47 EBOs and 32 LFSs. It is also targeting
to reach 100 stores within the next two to
three years. The brand does business with
almost 300 dealers.
Brand extension is natural to all
brands and Pratik Agarwal, Director,
Moustache International, said, “After
getting a foothold in the men’s segment,
Moustache is now concentrating on the
segment. The change in the fashion
ladies segmen
trend among the
t ladies has influenced us
to venture into this segment. Jeans has
must-have for working women
become a mus
and we found that there is a gap between
the
t e demand and supply of
th
branded
denimwear. We want to
bran
bridge this gap.” This resulted in
the creation of M-Brand.
Talking more
about the new label,
m
Agarwal said that
introduction of
t
M-Brand and to acquire acceptance
among customer
custom was not easy, as the
women’s segment
was crowded by many
segm
local brands. As
A per the market research,
the company has
h found that right fit is
the most essential
factor for ladies, so
esse
Moustache introduced
M-Brand with an
int
objective to create
good quality jeans with
cr
a strong emphasis
on fit.
emph
Elaborating
Elaboratin on the new foray, Alok
Roy, Corporate
Corporat Manager – Retail,
Moustache, said,
sa “As per an East
India market survey
report, 7.9 per
s

cent consumers were found loyal to
Moustache. After having a foothold in
the men’s segment, the brand wants to
capitalise on the brand image to capture
a sizable market share in the ladies
segment.”
M-Brand jeans are designed by
a team of designers based in New
York. Apart from India, the product is
being simultaneously sold in exclusive
boutiques in New York, Chicago and
Los Angeles. The price ranges between
`1,095 and `1,595 and the products are
being sold from the exclusive stores of
Moustache and through selective MBOs.
Depending on the response to women’s
jeans, the company will further add
other products in the womenswear
category. “We want to create a one-stop
shopping destination for women and
depending on the response, we will
soon come up with exclusive stores with
the collection of ladies tops,” added
Roy. M-Brand plans to expand through
large format stores and establish
a national presence with increased
dealer’s network. BoF

• EXPERTSPEAK •

Carving a path
for Future
THE MOST IMPORTANT PART OF
BUILDING ANY INDUSTRY IS THE
CREATION OF CAPABILITY AS WELL AS
CAPACITY. RETAILERS IN INDIA NEED TO
INTRODUCE MANAGEMENT DEVELOPMENT
PROGRAMMES TO GROOM ENTRY-LEVEL
EMPLOYEES TO RISE THROUGH THE RANKS
by BS Nagesh

CEOs
I

ndian modern retail has remained in its infancy for a long period
now. The industry has grown in volume and value sales, but the
contribution of modern retail to the overall retail hovers in the 5 per
cent range. The hard truth is that modern retail has not surpassed
our country’s consumption growth in a big way. At the same time,
traditional retailers are expanding and modernising themselves.
Modern retail has attracted a large share of media space as well
as mindspace in the consulting practices – after all, nobody can
deny its benefits and positive contribution to the India growth story.
Unfortunately, the politicians and the beaurocratic set-up of the
country have not understood the impact modern retail can have
on the Indian consumers and the economy. For strange reasons,
July 2012 | IMAGES Business of Fashion | 119

• RETAIL WATCH •

STEADY
GROWTH
JALAN SYNTHETICS HAS GROWN FROM A
WHOLESALER TO A RETAILER. BHAGIRATH JALAN,
DIRECTOR, JALAN SYNTHETICS TALKES TO IMAGES
BOF ABOUT STRATEGIC BUSINESS DEVELOPMENT.

J

alan Synthetics was started
38 years ago by the first generation
entrepreneur Deendayal Jalan. He began
its journey as a wholesaler in Benaras.
With the aid of modern technology
and rich experience, the company
progressed and in 1999 it forayed into
retailing of fabric and ready-made
garments. Bhagirath Jalan, Director,
Jalan Synthetics, says that wholesale
business complements retail ventures.
His decision to foray into retailing
has resulted in better growth and
development. “Our year-on-year growth
used to be 5 to 10 per cent. However,
after we started our retail
venture and incorporated
new techniques into the
business, we witnessed
multiple growth.” He
further suggests that
the retailers and
businesses
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must adopt and adapt to new technology
and use it for the benefit of the business.
“All figures and data are just a click
away with technology. When information
is handy the business runs in the
right direction.” All their stores are
centrally connected and has online
connectivity. Jalan Synthetics
has recently also installed the
SAP software for managing
its operations. Though
these are primary
technologies
that
the retailer
has adopted, it has also
installed CCTVs across all its stores
for monitoring the retail space.
Jalan Synthetics opened its first
retail outlet in 1999 which spreads across
an area of 3,500 sq. ft. The other three
retail stores spread in an average area
of 20,000 sq. ft. each are situated in the
heart of the city with an average sales of
`3,000 per sq. ft. every month. There are
plans of expanding to other cities such
as Allahabad, Ghazipur and Mughalsarai.
The retailer is in the process of evaluating
retail space in different cities in an area
between 10,000 sq. ft. to 35,000 sq. ft.

Jalan says, “We are looking
at expanding to one of the big
cities near Benaras where there
is a consumer base.” Recently they
launched a shop for their wholesale
business spreading across an area of
1.5 lakh sq. ft. Jalan says, “Due to space
constraint in Benaras, we opened a big
store on the outskirts of the city which is
being developed category-wise as per
the demand.”
The product range offered by
the retailer includes womenswear,
menswear, kidswear and accessories.
It retails ready-made garments and
fabric such as sarees, dress materials,
shirtings, suitings, et cetera. The retailer
houses more than 1,000 brands across
all categories and deals with big mills
and textile giants such as Raymond,
Siyarams and Vimal for its fabric in the
menswear category. The business model
is based on the concept of catering to a
wide consumer base offering products
across a vast price range. A sari, for

