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Organised retail gaining momentum in India, and the increasing
awareness of brands among people in smaller towns and cities is
turning out to be a game changer for fashion retailing. Domestic and
international brands (there will be more with the country’s changing
climate with FDI) are propelling into action in order to expand and
extend into smaller towns and cities outside of the metros, and
fashion franchising seems to be the smartest way to do it.
According to GRDI 2012 report by A.T. Kearney, India’s apparel
sector is expected to grow 9 per cent to 10 per cent year-over-year
for the next five years, as the change in FDI norms for multi-brand
retail accelerates the entry of several international players. Fashion
franchising is increasingly becoming the popular route to penetrate
the Indian market. In fact, it is the advantageous business model
for domestic players as well, as it creates a win-win situation for
both, the franchisor and the franchisee. For one, the franchisee is
better positioned to understand the pulse and demand of the local
customers. And then again, the franchisee would help save real
estate costs. On the other hand, a franchise of an established brand
helps the franchisee encash the benefits of brand recognition, brand
loyalty and the goodwill that a brand has built up. All this and more,
to help you understand the complete picture, our cover story focuses
on some of the successful players in the field of fashion franchising,
their strategy and the journey.
Additionally, our experts Amit Gugnani and Pakhie Saxena give
you an insight on the ethnicwear industry poised to grow further at a
CAGR above 10 per cent, and where lie the opportunities to be part of
this augmentation. Our other expert Harminder Sahni speaks about
how apparel stores can take a leaf out of the chapter that footwear
stores seem to know by heart, on consolidating retail store space
and utilising it strategically to increase footfalls. Read on and do
share your feedback, views and experiences of the trade, as it’s our
business, to know all in the business of fashion.

Amitabh Taneja
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• MY THOUGHTS •

FASHION HOUSES EMPHASISING
ON ACCESSORIES, MORE
EXPERIMENTAL CONSUMERS
AND FDI IN RETAIL MEANS THE
INDIAN SHOPPER HAS MORE
THAN JUST WATCHES AND TIES
TO PICK FROM. ANAND NAIR,
COUNTRY HEAD, BOGGI MILANO,
TALKS ABOUT THE GROWING
ACCESSORIES MARKET FOR MEN.

Classics
Reborn
M

an walks into a store. Picks up the bare necessities in grey, blue, black,
neutrals and red, if he’s feeling adventurous. Ten minutes spent at the maximum.
In this time, a belt might distract him or shoes, perhaps even cuff links if he has
an important shindig to attend. Very few men would wear cravats to their weekend
brunch but a classic watch peeking out of an Oxford shirt still makes the cut.
Reports say the Indian accessories market is expected to explode as men
are optioning to accessories their looks and wardrobe. With designers giving
emphasis and impetus to accessories, men couldn’t have a better time than now
to buy accessories.
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• EVENT •

India Retail Forum (IRF) 2012
THE MUCH-ANTICIPATED INDIA RETAIL FORUM (IRF) 2012, LIVED UP TO ITS REPUTATION AGAIN THIS YEAR, BY
BECOMING ONE OF THE BIGGEST GATHERINGS, GRACED BY INDUSTRY LEADERS, POLICY-MAKERS, INFRASTRUCTURE
DEVELOPERS, ACADEMIA AND DELEGATES FROM ALL OVER THE COUNTRY AND ABROAD. THE TWO-DAY EVENT, HELD ON
Day One
The pre-inaugural session at IRF flagged off with an indepth analysis of the Indian retail sector and a spotlight
on the current hot topic of FDI. Abheek Singhi, Head,
Retail and Consumer Products Sector, Asia Pacific, BCG,
gave the audience a fascinating overview on how a billion
people consume. With the inaugural session, Jayant
Kochar, Group Director & CEO of the Images Group,
kick-started the event by narrating the rise of retail in
India and how it has transformed the way businesses
function in the country. The following session was on
FDI which saw a heated debate among the participants
about the pros and cons of foreign investment into multibrand retail. The Next-Gen Series session saw the future
leaders of retail from various family-run businesses
share the lessons they learnt from their parents and
the conflict of ideas in the process of decision-making.
The session titled “Fundamentals of Funding” brought
together investors and retailers, who discussed the
various options of getting funded while highlighting
what an investor seeks. The Tommy Hilfiger presents
IRF Rising Star Challenge witnessed the three finalist
teams from top B-schools fighting for the winning slot
as they gave their B-plan presentations on novel ideas
and strategies to the jury, the stalwarts of the retail
industry. Another session was dedicated to innovation
in retail, the importance of which was discussed at
length through various case studies. Amidst a packed
auditorium, R Subramanian of the Subhiksha fame
shared the true story of his rise and fall in an interaction
with BS Nagesh, the Founder of TRRAIN. The evening
also saw the official launch of the DLF’s Mall of India
in a colourful jubilation. In a special ceremony at IRF,
two stalwarts of the Indian retail industry were inducted
into the “India Retail Hall of Fame” by retail leaders
and experts in recognition of their achievements and
dedication to the sector. BS Nagesh, Founder, TRRAIN
and Chairman, Retailers Association of India, shared
the honour with Kishore Biyani, Founder and Chairman,
Future Group.
52 | November 2012 | IMAGES Business of Fashion

L to R - Prof Piyush Sinha, Praveen Khandelwal, Vikram Bakshi, Manvi Dhillon, Rakesh Biyani, Indrajit Gupta

L to R - Jai Subramaniam, Samir Kuckreja, Kanwaljit Singh, Hemchandra Javeri, Kiran Nadkarni, Gaurav Jain

L to R - Dr Parimal Merchant, Gaurav Poddar, Mohit Arora, Sanjiv Gupta, Sonica Malhotra

Amitabh Taneja and BS Nagesh

Kishore Biyani and Amitabh Taneja

• MARKET WATCH •

Super Start
BABY STEPS
STEP HAVE BEEN TAKEN. SLOWLY BUT
UNDOUBTE
UNDOUBTEDLY SURELY, SUPER-SPECIALITY RETAIL WILL
MAKE BIG LLEAPS IN THE RETAIL SECTOR.

S

peciality retail as a concept is too big. “The market for this is
pecia
huge and the
there are too many players in this sector. It is almost 40
per cent of the
th organised retail market,” said Susil Dungerwal, Chief
Mall Mechanic
Mechan of Beyond Squarement Management Pvt. Ltd., a mall
management company.
According to a recent study by Technopak, the Indian retail
market was eestimated at US $470 billion in 2011, accounting for 35
per cent of the
th GDP and is expected to grow to US $675 billion by
2016, at a gro
growth rate of 7.5 per cent. The organised retail market is
estimated at US $26 billion and accounts for 6 per cent of the overall
retail market for 2011. The organised retail market is projected

• BRAND WATCH •

Growing W
Curve
MERCHANDISE AND PHILOSOPHY OF LATIN
QUARTERS ARE BOTH ABOUT EXPERIMENTING,
DARING AND HIP.

omen’s westernwear brand, Latin
Quarters, was incepted in 2006 with a wide
range of clothing and accessories. In a short
span of time, the brand has spread its wings
and is available in more than 60 shopping
destinations in 18 cities across the country,
and is also targeting deeper penetration.
Going beyond brick and mortar stores, Latin
Quarters is expanding its presence online
and soon aspires to be an international brand
through large format stores (LFS). Rahul
Bhalla, CEO, Latin Quarters is determined
to head the brand in the right direction
while aiming to strike a balance in sealing
decisions for the brand.
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• RETAIL WATCH •

It starts with a

dream

FROM A STORE RUN AT HOME
WITH AN INVESTMENT OF `3,000,
MANJARI TEXTILES IS TODAY A
SUCCESSFUL HIGH STREET RETAILER.
ANUJ GOSWAMI TALKS TO
VILAS ARDE, DIRECTOR, ABOUT
HIS VENTURE.
108 | November 2012 | IMAGES Business of Fashion

V

ilas Arde started his retail business, Manjari Textiles, in 1982 out of a
suitcase from his home in Nagpur, Maharashtra. Named after his wife, the
business has grown exponentially in last three decades. With an investment
of just `3,000, Arde who was then working as a medical representative (MR),
bought 20 saris as his initial stock.
Looking back, Arde, Director of Manjari Textiles, says, “During my tours
as a MR, I noticed minute details of retail which I ended up using as building
stones of my business. My business was born of passion and knowledge I had
accumulated. One day, I decided to just go for it.” Without any infrastructure

• HARD TALK •

Improving
T

STORE performance

he two biggest challenges that a retailer faces in any market – be it developed or
developing – are, first the right sizing of store so as to manage the cost of expensive
retail space, and second being the non-availability of colour and size or stock keeping
unit (SKU) of consumers’ choice.
Right sizing a retail store is a challenge for all fashion brands. Displaying maximum
options in a store without making it look too crowded is not an easy job, while keeping
in mind the rental and other store running costs. It’s an issue that managers and visual
merchandisers find most challenging. While looking for workable solutions, different
ways and means are tried persistently, be it hanging versus stacking, hangers versus
gondolas, or racks versus mannequins.
The second challenge, that of non availability of consumers’ choice, is not only
frustrating but also has serious financial implications in terms of lost sales at one store
and leftover stock of the same SKU at the other. Not to forget the irritated consumer
who after serious efforts finally finds a shirt he likes only to be told that his size is not
available. So, the customer would have to settle for some thing else or go to another
store to try luck. It’s a no-win situation for everyone involved.
The reason behind both these challenges is primarily the same, that is, too much stock
being held at the store. To ensure that the consumers get their choices at any given time,
stores tend to carry all possible sizes and as many SKUs possible at all times. The brands
also build expectation in consumers’ mind that they will be able to find their choice at any
time. But this is not possible because replenishing a particular SKU once it is sold takes
time. If another consumer walks in looking for the same SKU during the period, there is no
way to make a sale. And there is a good chance that the SKU in question may be available
at many other stores as well as at the warehouse, or it could be on its way to same store.
So how do we address this root cause? I have been visiting fashion apparel stores
for last 20 years as a professional and failed to notice the obvious. I am now amazed
that it never struck me earlier. I stumbled upon a possible solution recently when I
November 2012 | IMAGES Business of Fashion | 115

