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The world needs
to recycle.

Rockstars do it
their way.

©) twitter.com/jeans_rockstar Toll free no.: 1800-120-7500
@) facebook.com/rockstar.fashion Email: sales@rockstarjeans.in
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2000 Team Members | 28 Departments
5 Factories | 2 Crore Customers | 4000 Dealers
300 Large Format Stores
91 Standalone Stores | 72 Distributors
28 States | 7 Union Territories ..
MAKE ININTIR - -
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csc | CLASSIC POLO

SONO DIVERSO

SIGNATURE

First Exclusive Brand Outlet @ Vizag

T-SHIRTS | SHIRTS | TROUSERS | DENIMS | JACKETS | SWEATERS | LOUNGE WEAR | INNER WEAR | ACCESSORIES

Exclusive Brand franchisee Outlets: Tamil Nadu: Chennal | Coimbatore | Chengapalll | Dindigul | Dharapuram | Dharmapuri | Gobichettilpalayam | Krishnagiri | Karur | Karalkudi | Nagercoil |
Palladam | Perundurai | Pollachi | Sivakasi | Salem | Tuticorin | Thiruvanamalai | Tirupur | Trichy | Udumalpet | Ulundurpet | Kerala: Palakkad | Kannur | Trivandrum | Karnataka: Bangalore |
Bidar | Bijapur | Bagalkot | Bellary | Davangere | Gulbarga | Gokak | Hassan | Hospet | Mysore | Mudhol | Raichur | Shimoga | Kollegal | Tumkur | Andhra Pradesh & Telangana: Hyderabad |
Secunderabad | Rajam | Miriyalaguda | Srikakulam | Tanuku | Vijayawada | Maharastra: Aurangabad | Jalgoan | Pune | Thane | Bihar: Bhagalpur | Patna | Orissa: Cuttack | Jajpur Road | Rourkela
| Rajasthan: Bhiwadi | Churu | Jaipur | Jodhpur | Sikar | Haryana: Faridabad | West Bengal: Katwa.

H

Also available at: more, OTRENDS L Eman J— paytm per [\ == 29!5
e, jaatsise E Onamm E & All leading multi-brand outlets.

CHERMAS P ET=] ) . =

For Trade Enquiries Contact: East: +91 96299 96062 | West: 87547 49111 | South: 93604 55566 | North: +91 93171 78999 | For Franchisee Enquiries Contact: +91 93415 55582 | South: 97515 95566
Follow uson: [ [3 @ | @ www.classicpolos.com
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NOW IN STORES

KILLERDIC
JEANOS

A cool mix of jeans and chinos
in different shades

APPARELS | EYEWEAR | FOOTWEAR | INNERWEAR | TIMEWEAR | TRAVEL GEAR | PERSONAL CARE | ACCESSORIES

AVAILABLE AT: KILLER 1€ (Exclusive Stores), K — L O U N G5 € & ALL LEADING RETAILERS IN YOUR CITY. .E
FOR FRANCHISEE & INSTITUTIONAL ENQUIRIES, CALL: 09820805602/09820155337/09619229211/022-26814400 OR EMAIL: franchisee@®kewalkiran.com E
www.killerjeans.com | Follow Us On: () @ @] YT [Ei

A LFESTYLE BRAND FROM

ONLINE STORES: <-LOUNGE.COM  snapdeal Flipkart | ¢ BMAZONIN JABONG > A\ © SHOPCLUES! PAYTM cbof. AJIO. i 11+ R0AD! ebiy [E8] voonik - L<__L<C!
My ey
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AVAILABLE AT Olntegrltl EXCLUSIVE STORES, [K—L O LJN (5 E AND THE LEADING RETAILERS IN YOUR CITY. FOR FRANCHISEE & INSTITUTIONAL ENQUIRIES
CALL: 09820805602 / 09820155337 / 09619229211 / 022-26814400. OR E-MAIL AT: FRANCHISEE@KEWALKIRAN.COM

FOLLOWUSON: [ @ @ [ ‘YullD e | < , o mm [FeSpe— I WWW._INTEGRITICLOTHING.COM

AND ONLINE ON: K-LOUNGE.COM amazonin MYRTTA... pagtm & snapdeal %ﬁ ROAD: eboy esws: fliq voonik...
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BE THE STAR

APPARELS ACCESSORIES FOOTWEAR DEODORANTS EYE GEAR PERSONAL CARE

AVAILABLE AT L Npg3 EXCLUSIVE STORES, IK—L OUNGE AND ALL THE LEADING RETAILERS IN YOUR CITY. FOR FRANCHISEE AND
INSTITUTIONAL ENQUIRIES CALL: 09820805602 / 09820155337 / 09619229211 / 022-26814400. E-MAIL: FRANCHISEE@KEWALKIRAN.COM

FoLLowuson: @ W@ (1 ¢y Qs I — L - o] (S —— I WWW.LAWMANPG3.COM

AND ONLINE ON: K-LOUNGE.COM amazonin MYRTIA.. Padtm & | ._: G|O] ROAD! ebay eswewes: Cliq voonik...




Weekend. Every day. eaS i eS

SHIRTS | T-SHIRTS | JACKETS | PANTS | JEANS

Avallable at: (< — L O LU N G5 £ and all leading retallers In your city. | FOR FRANCHISEE & INSTITUTIONAL ENQUIRY,
CALL: 09920346021/ 09820805602 / 09820155337 / 09619229211 / 022-26814400 or email at: franchisee@kewalkiran.com

TATA

Online Stores: K~LOUNGE.COM aMAZONIN JABONG > & snapdeal & SHOPCLUES: m Pa¥Im AJIO Flipkart | £ CLiQ
ALIFERTYLE SRAND FRON I<|<D - - l’i @ Easies casuals
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Scarves & Stoles
for the perfect drape

e 1500+ Designs

® Fabrics — Cotton, Chiffon, Pashmina, Silk,
Silk Chiffon, Net, Lycra, Satin, Rayon.

* Presenting for the 1st time in India
“Flower Scarves”

FREE .

Buy T3000/- worth Scarves, get ¥1500/- worth Designer Suit couﬁ“:ijt e
Buy ¥5000/- worth Scarves, get ¥2500/- worth Designer Suit coupon =~
*Free Coupon valid only for online redemption !

—
Winter collection now available. )

<
S Online stores @amazon snapdeal LIMEROAD
-

e Available in 40+ exclusive stores in all leading malls throughout India e
In Delhi, Noida, Mumbai, Ranchi, Bhopal, Kanpur, Ludhiana, Amritsar, Pathankot, Pune, Ghaziabad, Aurangabad, Kota, Jaipur & Udaipur

& www.redriding.in [ /redridingindia [E] @redridingindia {3 Red Riding P Google o

For more details, please contact:
Harsh ImpoExpo Pvt. Lid., 11/2A, Pusa Road, New Delhi 110005 Ph. No.: 011 46484648 Mail: paras@redriding.in, info@redriding.in



For trade enquiries, contact : Half Ticket Apparels Follow us:
+91 7697288888, 8357022222 | Email: info@badboysclothing.com Ei FB.com/mashupworld
192, Ready-Made Garments Complex, Pardeshipura, Indore-10 v twitter.com/mashupearth

i
[=15




Deal Global Fashions Pvt. Ltd,, Plot No. 1, Shah Industrial Estate, Veera Desai Road, Near Yashraj Studio, Andheri (W), Mumbai - 53
T: 022 4048 0101 | E: info@dealjeans.com | Like Us On: [§j @ O | For Franchisee enquiry, email us on franchise@dealjeans.com

dealjeans.com



exclusively for Style Divas

Leggings @ Churidars

AB DO N J DO L R Initiative

Leggings
Churidars
Capris _ -
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¥
P
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Egyptian Anti Super Stretch  LYCRA Super Soft
Cotton Pilling for Ultimate Biowash
Comfort

K3 /bonjourgroup www.bonjourretail.com vami@bonjourgroup.net @09582252232




INTRODUCING THE ALL-NEW
SKECHERS GO WALK 4"

BRBE skechersindia

For Franchise enquiries contact: manish.chandra@skechers.com M: 9987034134




110, Star Ind. Est., Near SaklnakaTelephonefExchange N
Andheri Kurla Road, Andheri (East), Mumbai'~400 072
Tel: 28528173 Fax:28521885 /

E-mail: mexicojeans @yahoo.com /.

Website: www.mexicojeans.com '



Vishal Creations
31 Atlantic Plaza,ground Floor Garege Gully, Nr.Tilak Bhavan,
Dadar (w), Mumbai-400 028.Ph.-022-24328068.M0-9320127181
Email: chasekids9@gmail.com.www.chasekids.in
http:// www.facebook.com./chasekidswear




CANDOUR

LONDON

@EPIiGRAM

AVAILABLE AT LEADING RETAIL STORES ALL OVER INDIA

NATIONAL SUPPORT CENTER 603, Western Edge 1, WEH, Borivali (East), Mumbai - 400 066, India.
UK OFFICE : BGirl Ltd, 25 Colefax House, London, UK, E1 1EP.
Website: www.candourlondon.com E-mail: admin@candourlondon.ooo



B

r-;]
9
e e

- '7.'._

|

—
D
i
y—
vy
—
i
(o]
a0
o
o
&
o
i
o0
(=23
(%
o~
[ ]
8}
&y
e}
~
v
<
v
(=]
=]
s
1
‘s
..m
p
\I-AM
g
=
e
~
3
M_
o=
=]
Mu
Z
m
8
o
g
o
2
o=
=
o]
=
o
m
s
(=]
=
©)

Email: poisenjeans@gmail.com / Website: www.poisonjeans.com




Corporate Office

TEL: 91-22-28734283 / 28731262 EMAIL : hatsoffapparels@yahoo.com WEB SITE : www.hatsoffapparels.com

264/2093, MOTILAL NAGAR No.1I,ROAD NO.6,0PP VIBGYOR SCHOOL
GOREGAON (W), MUMBAI 400 104 (MAH) INDIA
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Shree Sad

Kurtis | Skirts | Tops | Kids Wear |
Leggings | Gowns | Jeans | Night Suit




-on info@Iittlekangaroos.com

I



209, Ashisn IndustryalfEsis Jennila fozied | TN adarE=VWaMumbai-25)
Tel @ 3048 022725 e1ETaXEi/Z SV y Z it [T SRS 13 CCHREN G COLL@Yanoo. com




= BEBEONJOUR

TAKE EVEN BETTER

CARE

OF YOUR FEET

PRESENTING
BONJOUR
DIABETIC SOCKS

Bonjour Diabetic Socks are the most
scientifically designed diabetic
socks. They protect your feet from
getting blisters, calluses and
scratches. So minimise diabetes
related injuries by stones, stairs,
pebbles or perforations by using
Bonjour Diabetic Socks.

v

Long & Soft Elastic

to improve vascular flow and
imprint free day-long comfort

iy

Breathable Mesh
to improve air circulation

Q

Coftton with Modal ‘
to increase softness

Soft Toe Seam
to reduce skin

irritation _

=

Extra Padded Sole

= to protect your feet
n https://www.facebook.com/bonjourgroup szss www.bonjourbulk.com from injury
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MUCH LUXURIANYS

EXPRESS THE REALO X

OFFICER FASHION CRAFT PVT. LTD.

Corp. office: 10-A, ond Fir., T.K.Industrial Estate, Sitaram Murai Marg, Behind Sewri Court, Sewri (W), Mumbai - 400015.
Customer Care No.: +91-7303 84 4949 | Email: officerfashioncraft@gmail.com
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VALA'S

CLOTHING

For Trade Inquirey | pownload our Mobile App | Follow us on

I&/I M.G. S®N’S PVT. LTD. | 09825150304 b VaLAs | @@

www.valas.in (For our customers only) valasclothing
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JEANS |TROUSERS
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Available at all Leading Store in India Online Available on ~ sfipkart,  amazoncom & SHOPCLUES: & snapdeal pavin| &
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SALWAR KAMEEZ DUPATTAS | MIX ‘N’ MATCH KURTAS | UNSTITCHED FABRICS | BIBA GIRLS (2-12 YEARS)

Shop online 24 x 7 at www.Biba.in Ei Connect with us on facebook.com/Bibalndia
Also Avallable at: SHOPPERS STOP pantalmns” @ CENTRAL lifestyle A myntra  JABONGED> amazon.in

BRAND.HEW aan HTTLE YAl NTeRE



: MAIN HOON | {
hawaon  _' b Aawie
SAWAAR

7 i e B T

KURTAS/KURTIS SKIRTS » PALAZZOS . LEGGINGS . DUPATI'AS

For exclusive stores details or shop online visit www.rangriti.com
For trade enquires mail us at info@rangriti.com | [f] www.facebook.com/rangritilndia

Ao Available at: SNapdeal AJ1O amazonin JABONGED MAMmt= 11vEROADE VOONIK...



e

Sabhyata

Ethmicity Redefined

Sabhyata products
at a glance

The product line of Sabhyata
includes the entire gamut of
ethnic wear for women
including kurtas, kurtis,
patialas, churidars, salwars,
dupattas and much more.
Sabhyata has rediscovered
the traditional salwar-kameez
to an outfit which makes a
women both stylist and
confident. Our garments are
designed with utmost care
keeping the Indian Women

In Mind.




BRANCHES

Delhi (NCR): Lajpat Nagar, Sarojini Nagar, Gurgaon, Ghaziabad, Connaught Place, Kamla Nagar, Rohini, GK-1, Rajouri Garden,
Laxmi Nagar, Karol Bagh, Dwarka, Rani Bagh, Tilak Nagar

Noida, Gwalior, Pune, Mumbai, Bengaluru, Varanasi, Bistupur, Kanpur, Patna, Allahabad, Bhopal,
Lucknow, Indore, Amritsar, Dehradun, Rohtak.

Email: sabhyatastore@gmail.com
Customer care: +91 9711117237




Mumbai | Nagpur | Nasik | NaviMumbai | New Delhi| Noida | Patna | Pune | Ranchi| Surat| Thane | Vadodara
Also at: e @




n - Trade Enquiries Solicited:

3 ‘+91 84339, 63734]

Dehradun| Ghaz;abad| Gorakhpur| Hyderabad] Indore | Kanpur| Kolkata| I(ochl| Luckn0w|M0hall| Mysore|
UAE: AbuDhabi| Dubai +91 9920915574- fO P S;wp at www.jaslm.in

/NJITYE  JABONG > amazonin CGraftsvilla  Fipkart ¢ Eliq EPRETR
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JAHAN@ANAH

Mamta Enterprises
“OM HOUSE” B 90-90 A, Teachers Golony, (Shiv Puri), Samaypur Bawana Road, Near Samaypur Badli Metro Station, Delhi-110042

For Inquiry: 011-27830229, 9205304657 Email: sales@jahanpanah.net, Website: www.jahanpanah.net
Distributors required for Maharashtra & Gujarat
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OREWARD

Dear Friends,

Welcome to the first issue of the year and
would like to wish you all a very happy new
year. I sincerely hope that this year turns out to
be prosperous both for you and your business.

Aswe do every year, we are pleased to present
before you the annual Brands of India Special
Issue of IMAGES Business of Fashion. While
we showcase brands, we also ponder upon the
art of creating a brand. In fashion, creativity
and business go together. How does one turn
a piece of garment into a composite entity
that seemingly represents a whole range

of emotions? Also, while creating a brand

is ephemeral, the business attached to it is
endlessly complex. In the following pages, we
showcase a few young and rising stars. as well
as established stalwarts — both home grown
and from across the world — who are in the
process of creating a brand or have already
been successful.

This special edition is a key part of our mission
to catalyze fashion retail business in India. The

issue helps in aiding retailers with a survey that
catalogues fashion brands, their collections

IMAGES
BUSINESS OF FASHION

www.imagesfashion.com

and their current status in the markets. It

also elucidates upon the brand identities and
consumer cores they satisfy to help Indian
fashion retailers build a highly profitable
business around them. It traces and presents
dominant as well as emerging brands that are
leading the latest definition of fashion. As the
featured brands introduce themselves to you, I
hope that other brands also find success stories
that inspire.

Also in the issue is an exclusive study—
Delhi - The Fashion Capital of India. This
maps the emergence of Delhi as the top
fashion market and creative eco-system in
India. It unveils the growth drivers, current
size and future potential of the Delhi NCR
fashion market. It individually reveals the retail
scenario and future projections of 10 zones of
the region -- North Delhi, West Delhi, South
Delhi, East Delhi, Faridabad, Noida, Greater
Noida, Ghaziabad, Faridabad and Gurugram.

I hope you find the issue meaningful.

Amitabh Taneja

All material printed in this publication is the sole property of Images Multimedia Pvt. Ltd. All printed matter contained in the magazine is based on the information provided by the writers/

authors. The views, ideas, comments and opinions expressed are solely of the writers/authors or those featured in the articles and the Editor and Printer & Publisher do not necessarily

subscribe to the same.

Printed & published by S P Taneja on behalf of Images Multimedia Pvt. Ltd. Printed at Samrat Offset (P) Ltd. B-88, Okhla Industrial Area, Phase-II, New Delhi-110020 and published by S P

Taneja from S- 21 Okhla Industrial Area Phase - 2, New Delhi.110020 Editor : Amitabh Taneja

In relation to any advertisements appearing in this publication, readers are recommended to make appropriate enquiries before entering into any commitments. Images Multimedia Pvt.

Ltd. does not vouch for any claims made by the advertisers of products and services. The Printer, Publisher and Editor-in-Chief of the publication shall not be held for any consequences in

the event of such claims not being honored by the advertisers.

Copyright Images Multimedia Pvt. Ltd. All rights reserved. Reproduction in any manner is prohibited. All disputes are subject to the jurisdiction of competent courts and forums in Delhi/

New Delhi only. Images Business of Fashion does not accept responsibility for returning unsolicited manuscripts and photographs.
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Mannequins | Display Dummies | Dress Forms | Jiffy Steamers | Wooden Hangers |

Courtesy: Heritage

Mumbai Office - Ph: 022 24378548, 24220295
Mobile: +91 9819739853, Email: mumbai@clonemannequins.com
Kolkata Office - Ph: 033 40086955

Mobile: +91 8831033844, Email: Kolkata@clonemannequins.com

The manne shown above are protected worldwide under IPR Laws in the nami
Any unauthorizec an offence under the law
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{ ' KVIC - Khadi Lounge

Impressions - The 9CM Fashion Store
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Impressions:

The OCM Fashion Store
Pg No. 52

LAUNCH

KVIC LAUNCHES ITS
NEXT GEN RETAIL

KVIC‘s Khadi Lounge showcases
a designer line of garments and
an exclusive range of handcrafted
fabrics to cater to trend conscious

men and women.

Pg No. 54

Q00O

RAMP

Wool Runway Design
Competition

Highlighting the venerable talent of
today’s fashion design students and
the versatility of Merino wool, the

competition was a runaway Success.

Pg No. 56

POLICY

LOOSE GARMENTS
EXEMPTED FROM PACKAGED
COMMODITY ACT|

With the collaborative effort of Ministry
of Textiles and Ministry of Consumer
Affairs, Food and Public Distribution,
loose ready-made garments have

been exempted from Legal Metrology
(packaged commodities) Act 2011.

Pg No. 58

Fashion Business

RESEARCH

Growth of E-commerce in
Fashion Business

THE INDIAN RETAIL INDUSTRY
WITNESSED A BOLSTERED GROWTH
CURVEAFTER THEADVENT OF
E-COMMERCE. AMONG THE
SEVERAL SIGNIFICANT CHANGES
WE SEE BUSINESSES EMBRACING
TECHNOLOGY AND INNOVATION
AT AN UNPRECEDENTED PACE.
TECHNOPAK TAKES AN OVERVIEW.

Pg No.60

MY THOUGHTS

Women & Fashion Denims
Women consumers control about USD
28 trillion in annual consumer spending.
Diagonal Consulting (India) analyses
the history and evolution of jeans as a
modern dress habit for women.

Pg No. 70

TRENDS

MILANO UNICA: SPRING-
SUMMER 18 TRENDS|

The iconic fashion trade show unveils

its forecasts of what to expect in SS’18.

Pg No. 74
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Discover
different dimensions of your personality.
Be unique, be many.

Presenting the newest and trendiest men'’s shirts brand.
Contemporary Cuts | Finest Fabrics | Top Notch Stitching | German Technology

EQUATION

| AM MANY!

Available at an irresistible MRP, from T 549/- to T 999/

£ cquationmen (&) equationmen | www.equationmen.com

For Trade And Distributor Enquiry, Please Contact :

Dfrnt Clothing Put. Ltd.
rnt. 7. Malad Apt, Anand Road, Malad (W), Mumbai 4000464
i mae T: +91 8689 885 B85 | E: info@getdfrnt.com | W: www.getdfrnt.com




° A Fashionable Garment for Today'’s Ladies
AVAILABLE AT CENTRAL/LEADING LFS / MBO / ONLINE STORES
For trade enquiries contact : 022 - 40144330, 9022779002, 9820223221
sales@re-sourceworld.com www.desibelle.com
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OVER

100

STYLES, SHADES & FITS.

SPREAD ACROSS 8 CATEGORIES.
CATERING TO
EVERY POSSIBLE TASTE OF
A WOMAN.

More than 2500 retailers across India
are already reaping profits from our growth.

JaSHS
Passion, Jeans & More.
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Vineet Gautam
Country Head
Jack & Jones

FOREVER2] ZARA

P A T L A TID
CHITIA

www. addnectar.com




It's the home to my top store!

This mall is a great place for a continuous and steady flow of
customers. We enjoy a good quality of footfalls and ease in
business operations too.

- In nit

The mall with infinite experiences
sulas’ Q PR I TO MM Y = HILFIGER om) Andheri (W) » Malad (W)

L frn RN wwwinfiitimallcom
el I¥)  Follow us on:
T2 Bl /mallinfiniti | ! finfinitimall & /infinitimall
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MOVING

FORWARD
TOGETHER

A PLATFORM WHERE
OPPORTUNITY MEETS SUCCESS

PRESENTING THE

64TH NATIONAL GARMENT FAIR

64

Naﬂona!
arment
Fair/ 7 ffumbal

30TH & 31ST JANUARY 2017

BOMBAY EXHIBITION CENTER,
NSE COMPLEX, GOREGAON (E}),
MUMBAI - 400063.

10:00 AM TO 9:00 PM

For Further Enquires & Bookings Please Contact
[]

>

THE CLOTHING MANUFACTURERS ASSOCIATION OF INDIA

902, Mahaloxmi Chambers, 22, Bhulabhai Desai Road, Mumbai 400 026.Tel : +22-2353 8245 / 2353 8986
Fax : +22-2351 5908 | Email : info@cmai.in, cmai@vsnl.com | Website : www.cmai.in
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v IMPRESSIONS
THE OCM FASHION STORE

BRAND:

Impressions - The OCM Fashion Store
PROMOTER:

OCM Private Limited

LOCATION:

New Delhi (Rajouri Garden)
SIZE OF THE STORE: 1,700 Sq.ft.

IMAGES Business of Fashion

COLLECTION:

Impressions is the first exclusive franchise
store launched by OCM in Delhi. For men,
the new product line-up at Impressions

are stylish jackets and for women with
discerning taste, there is a vibrant ethnic
wear collection and more. Building on its
credentials of woollen expertise, OCM is also
offering an amazing range of high fashion
sweaters, designed by top notch Italian
designers, for the season to be sold at its
exclusive franchise store in Rajouri Garden,
New Delhi. High quality fabrics designed in
Italy are part of the offering and will provide
the benefit of personalised tailoring for men’s
suiting and jacketing.



TORE INTERIOR:

Impressions - The OCM Fashion Store

opens up an upscale ambience and ease to

the customers for a reassuring shopping
experience. It lets them choose from a wide
variety of styles of contemporary ready-to-wear
garments and high quality fabrics. The store is
done up in soft and soothing shades of white
and subtle tan. The light fixtures at the newly
opened Impressions store add to the calm and
easy going interior of the outlet and also draw
shoppers’ attention to the merchandise on
display. The placing of the shelves is simple and
effective, while merchandise is placed carefully
on the classic wooden shelves according to
different categories.

TORE THEME:

The store features a new,
sleek design concept,
complementing the
brand’s first outlet and
the collection on display.
The merchandise is
placed on the shelves
according to their
categories for the ease
and convenience of the
customers.

ABOUT PROMOTERS:

OCM, one of India’s largest fabric
manufacturers, is a longstanding
household name and a trusted brand
name of India. The company has its
sprawling manufacturing facility in
Amritsar, Punjab with its corporate
office in Delhi. In the wake of new
business opportunities and growth,
OCM has geared up to cater to the
modern Indian customers by offering
an extensive product range of high
quality all-wool and wool-blended
worsted fabrics to stylish ready-to-wear
garments, across all age-groups, for men
and women customers.

-
>
(92]
L
O
z
o
c
=
r4
m
»n
7

210z | 3NSSI AAVANYT // STIO0LS



FVRRe
L 4 ‘;_0 7:‘.. Pt

"

KVIC LAUNCHES NEXT RETAIL
OUTLET

KVIC's Khadi Lounge showcases a designer line of garments and
an exclusive range of handcrafted fabrics to cater to the trend

By Gurbir Singh Gulati with inputs from Bharati Sood

IMAGES Business of Fashion

“Khadi for Nation,
but now it should be
Khadi for Fashion.”

-Narendra Modi,
Hon'ble Prime Minister

hadi and Village Industries
Commission (KVIC)
inaugurated a new series of

khadi India outlet- Khadi Lounge on
7th January in the premises of KVIC
at Vile Parle, Mumbai. The store was
inaugurated by Haribhai Chaudhary,
MoS, MSME, Govt. Of India. The next
generation store is in line with the
clarion call given by Narendra Modi,
Hon’ble Prime Minister that before
independence the slogan was “Khadi
for Nation, but now it should be
Khadi for Fashion.” The new modern
high-end khadi outlet showcases
designer line of garments and
exclusive fabrics for men and women
in major metropolitan cities. The
designer wear includes high fashion
garments including ready-to-wear
designed by the acclaimed fashion
designer, Ritu Beri.

This store will provide khadi a

niche among the fashion conscious
Mumbaikars and trend conscious
youth with modern hand spun fabric
and garments. Similar such high end
stores have been set up in Delhi and
Jaipur also which will be inaugurated
during the month. The idea of
Lounge series of khadi outlet is to
showcase country’s best handcrafted



“KVIC has taken the
initiative to implement
the mission of our Prime
Minister for making of khadi,
a fashionable garment. This
lounge will cater to the taste
of the fashionistas and will
promote the sales of khadi
to a significant extent.
Empowering the artisans and
enriching their livelihood.”

-Usha Suresh,
CEO,KVIC

fabric and products in a modern outlet.
Vinai Kumar Saxena, Chairman, KVIC
said, “The lounge will be opened in
Delhi, Mumbai, Jaipur and at Lucknow
airport, which will stock premium
collection of elegant, stylish khadi silk
and newly designed ready-mades which
will satisfy the quest of khadi lovers.

With this KVIC reconfirms its
commitment towards ‘Make in India’
initiative and aligned with Prime
Minister’s vision for khadi. This

will create multiple employment
opportunities and will empower artisans,
especially women in rural India by
selling their premium products.”

Usha Suresh, CEQ, KVIC said, “KVIC
has taken the initiative to implement
the mission of our Prime Minister for
making of khadji, a fashionable garment.
This lounge will cater to the taste of

the fashionistas and will promote the
sales of khadi to a significant extent.
Empowering the artisans and enriching
their livelihood.”

Presently, the growing demand for
khadi apparels are on an ever increasing

pace, that even the Gol’s decision to
demonetize 1,000 and I500 currency
notes failed to have an impact on Khadi
sales, according to KVIC Chairman
V.K.Saxena. Though in the initial 2 and
3 days, there was a slight dip in the sale,
however this was quickly overcome

by encouraging more modes of digital
payments and also introducing an
incentive scheme for providing gifts on
purchases for more than 32,000 per bill
through digital payments. KVIC also
allowed 1 percent additional discount
in its departmental sales outlets on
payments through digital modes. The
Khadi India outlet in New Delhi has
registered an increase of 14 percent in
the sales during the month of December
2016 as compared to the same period
during the previous year.

KVIC that sells Khadi and Village
industries products through more than
7,100 sales outlets across the country,
of which 14 outlets are its own, has a
production capacity of 31,065 crores
today. KVIC is expected to touch the
2,000 crores target for this year and
35,000 crores target in the next two
years.
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WOOL RUNWAY
DESIGN COMPETITION

HIGHLIGHTS THE VERSATILITY OF
MERINO WOOL

By Gurbir Gulati

Competition (WRDC) in Mumbai. The competition was aimed at
giving fashion students from various reputed institutions a kick-

T he Woolmark Company hosted the Wool Runway Design

start to their fashion careers. The company announced four winners of its
inaugural WRDC in which Ankit Kajla was declared the winner, Kavya
Doultani bagged the first runner up, Miloni Kothari scored the third
postion and Apoorva Wadhwa came fourth. The winners not only won
financial support, but also exciting internships with Raymond, Madura
Fashion & Lifestyle and fashion magazine Grazia.

The main objective of the WRDC was not only raising awareness but
also to educate the next generation of consumers and inspire emerging

fashion designers to work with Merino wool. The students’ designs
were a spectacular visual representation of avant-garde, and wearable
IMAGES Business of Fashion



Students from leading
design schools in India,
namely the National
Institute of Fashion
Design, National Institute
of Design and Pearl
Academy were invited to
work with Merino wool
and were mentored by
Gautam Vazirani, fashion
curator IMG Reliance.

fashion that highlighted the versatility
of Merino wool. Industry leaders and
influencers who judged the award,
included President of Raymond Ltd.,
Sudhanshu Pokhriyal; Creative Director
of Louis Philippe and Simon Carter,
Karunesh Vohra; Editor of Grazia India,
Mehernaaz Dhondy; Creative Director
and Founder of White Board, Kapil
Batus; and Fashion Designer Payal
Khandwala. The jury carefully selected
the winning designs against strict
judging criteria, including the use of at
least 80 percent wool per outfit.

A key highlight of the awards night was
an exclusive fashion show held by the
House of Raymond, which included it’s
made-to-measure, ready-to-wear and fine
fabrics ranges.

Arti Gudal, Country Manager India, The
Woolmark Company said, “The winning
designs were a beautiful display of the
students’ abilities as fashion designers.
They have thoroughly studied the fibre
and used it to its full potential which
directly reflects in their quality of work.
It is our constant endeavour to unleash
budding talent and bring them to the

forefront as they explore the infinite
possibilities of working with Merino
wool. We are happy that Wool Runway
has done just that and been a nurturing
and innovative platform for students of
this generation. It has been an exciting
journey right from the beginning and
we are so happy to have industry leaders
and designers support Wool Runway.”

Sudhanshu Pokhriyal, President -
Suiting Business, Raymond Ltd., added
“Being a leader in the textile industry
and the largest importer of wool in

the country, Raymond is reckoned for
offering consumers highest quality
fine fabrics crafted from wool. With our
numerous pioneering innovations with
wool, we are committed to increase the
consumption of this all-weather fabric
in India through our array of offerings.
While there is an inherent need to
educate consumers about the versatility
of wool, Wool Runway is the perfect
platform for sensitising the design
community that plays a pivotal role in
taking fashion to consumers.”
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Olga Vasilyeva / Shutterstock.com

2011. This has been possible
with the collaborative effort

haring his views on the reform, Rahul Mehta, President, Clothing

of Ministry of Textiles and

Ministry of Consumer Affairs, Manufacturers Association of India (CMAI) whilst welcoming the decision
Food and Public Distribution said, “This move by the Government of India is a game changer for the
7o be beneficial for the apparel apparel industry. It not only gives us the ease of doing business but also provides

freedom from the undue demands of the inspectors and their inspector raj. [ am
thankful to Smt. Smriti Zubin Irani, Hon’ble Minister of Textiles, Government of
India and Shri Ram Vilas Paswan, Hon’ble Minister of Consumer Affairs, Food

industr

and Public Distribution, Government of India for taking this progressive step to

By Gurbir Singh Gulati resolve a long standing demand from the apparel industry”

As per the Legal Metrology (Packaged Commodities) Act 2011, there were no
clear labelling guidelines for loose garments, which made it difficult for apparel
retailers to demarcate the labelling procedure between the pre-packaged and
loose garments, thus causing unnecessary inconvenience during inspections
at apparel retail showrooms. The provisions of the act were very severe for any
offense and directors of the company were directly responsible for the same.

Loose garments by their definition and usage should not have been under the
ambit of the packaged commodities act. These were archaic laws that were
irritants for apparel retailers.

Now, with the new notification, loose garments are out of the purview of this act
and the labeling norms simplified.

In case of readymade garments sold to consumer in pre-packaged form,
mandatory labelling along with size of the garments needs to be mentioned

- Rahul Mehta, in metres or centimetres. Further, details such as S, M, L, XL, XXL, etc., will be
) President, ) treated as additional declaration.
Clothing Manufacturers Association of India
(CMAI) N

IMAGES Business of Fashion
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New EFhnic

& Fusion wear
. Fhaf blends
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wirh modern
Frrends,

ETHNIC & FUSION WEAR BRAND

YT www.juniperfashion.com
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The Indian retail industry witnessed a bolstered growth curve after the advent of e-commerce and
its impact on the fashion industry is very eminent. Among the several significant changes that
the industry has witnessed in recent years the fact that businesses are embracing technology and
innovation at a pace unfamiliar to date is a testament to the country’s evolving retail market.

IMAGES Business of Fashion



Authors Amit Gugnani, Senior VP - Fashion; and Sakshi
Chhillar, Assaociate Consultant - Textile and Apparel,
Technopak detail the e-tail industry in India, along with
typical consumer behaviour, growth drivers and the
challenges.

he Indian retail market is expected to grow at

CAGR of 13 percent to reach USD 1,080 billion

in 2020 with current market size of USD 585
billion. The share of apparel in Indian market is 8 percent.
Organised apparel retail contributes to 21 percent of the
total apparel retail while organised lifestyle contribution
in total lifestyle retail varies from 32 percent in footwear to
49 percent in watches.

The Indian fashion retail market has witnessed several
significant changes in recent years, which indicates
country’s evolving fashion retail market. One of the
significant changes is advancing online retail or e-tail of
fashion products across the country. The current online
retail accounts to about 1.2 percent of total retail market.

EXHIBIT 1: INDIAN RETAIL MARKET
BREAK UP OF INDIAN RETAIL MARKET

USD 585 BN USD 1080 BN

1.2% 4%

E-Tail Market

mm Organised
Refail (Brick &
Mortar)

mm 8.8% mm 14%

== 90% = 32%

M Traditional
Retail (Brick
&MORTAR)

FY 2015 FY 2020

SHARE IN THE TOTAL RETAIL BASKET

3%

6% = OTHERS
= HOME & LIVING

= PHARMACY & WELLNESS
JEWELLERY AND WATCHES
= CONSUMER DURABLES & IT

APPAREL

m FOOD & GROCERY

7%

8%

67%

Source: Technopak Analysis
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is expected to unfold as per the two
scenarios in 2020: e-tail at 4 percent
of retail (USD 43 billion) or e-tail at 6
percent of retail (USD 65 billion).

IMAGES Business of Fashion

World over, e-tailing took-off around
2007 driven by advancements in
quality of internet access, payments
and computing on mobility

platforms that dramatically changed
consumer behaviour towards internet
consumption. This ecosystem creation
has altered the consumer behaviour of
a sizeable consumer mass (referred to
as active internet user base). This active

internet user base is a key consumer of
online retail.

H EXHIBIT 2: E-TAIL MARKET IN INDIA EXHIBIT-3 %SHARE OF E-TAIL ACROSS MARKETS
L
Zz
= — I 199% INDIA
) 18% 9
= o e 6% - 89% - = s
: . . - it
% % TOTAL us UK CHINA BRAZIL
< RETAIL
- INDIA
[ - 6.6% 11.7% 10.4% 1.2%
USD BN 05 o I B L
us UK CHINA BRAZIL
- 0,
010 _Aih otil 29% 2.4%
2015 2020 (1) 2020 (1) us UK CHINA  BRAZIL
Source: Technopak Analysis (Based on GMV]) Source: Technopak Analysis
The e-tailing opportunity in India E-TAIL IN INDIA The online retail growth has followed

a disruptive trajectory across markets.
In relatively mature markets, like USA
where organised retail penetration

is high, multi-channel retail chains
lead the online market. In a relatively
newer market like India (with 10
percent organised retail) and China
(with 20 percent organised retail)
web-only players are dominating the
market, given the low organised retail
penetration. The e-tailing opportunity
in India is expected to unfold as per the
two scenarios in 2020: e-tail at 4 percent
of retail (USD 43 billion) or e-tail at 6
percent of retail (USD 65 billion).

CONTRIBUTION OF FASHION IN
E-TAILING

The e-tailing evolution started in India
with books and media as a key category.
Electronics got adopted next and
apparel, lifestyle gained acceptance at
the next level. The other categories that
have found traction include baby care,
home and living, etc. E-tailing market

at present is led by electronics category
with a share of 45 percent followed by
apparel and lifestyle that contributes

30 percent of the market with the rest
being captured by others. The category
split of e-tail is projected to remain same
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EXHIBIT 4 CATEGORY SPLIT OF
E-COMMERCE IN INDIA

= 0THERS
FOOD & GROCERY
= HOME & LIVING
= APPAREL & LIFESTYLE*

=ELECTRONICS &
ACCESSORIES

1%

5%

EXHIBIT 5 CONTRIBUTION IN APPAREL
AND LIFESTYLE E-TAIL

SEGMENTWISE CONTRIBUTION IN APPAREL
& LIFESTYLE E-TAIL

5-10% 5-10% KIDS
wm 52-54% wm 45-47% == MEN
= 38-42% = 45-48% == WOMEN

30%

*This will include categories like footwear, bags, belts,

wallets, watches, etc.

2015 (E)

2020 (P)

Source: Technopak Analysis

IMAGES Business of Fashion

in 2020 with electronics contributing to
44 percent of the total e-tail market in
India followed by apparel and lifestyle
at 30 percent.

Currently, men’s wear dominate

the fashion and lifestyle space

with contribution of 52-54 percent
followed by women contributing to
approximately 38-42 percent and
contribution of kids ranges from 5-10
percent. However, in light of increasing
women in the workforce with more
financial independence, the share of
women in e-tail is expected to increase
to 45-48 percent, whereas men’s
segment is expected contribute 45-47
percent, with kid’s section to remaining
constant around 5-10 percent.

KEY GROWTH DRIVERS OF E-TAIL
IN INDIA

India online retail will grow from 1.2
percent of the total retail market in
2015 to 4-6 percent of total retail by
2020. This will be driven by a number
of factors that can be classified under
four broad categories: growth of digital
penetration, limitation of brick and
mortar formats, growth of internet
habitual customers and improved
supply side.

Digital Penetration: As physical and
digital retail space converges, the
shopping experience finds more places.
Digital retail has reached critical costs
where interactive displays and mobile
connected stores are now able to
actualise at much lower cost.

Smartphones and internet penetration
are boosting online retail industry. The
internet penetration in 2015 is estimated
to be 25 percent and is expected to reach
43 percent by 2020 (Source: Internet and
Mobile Association of India, Technopak
Analysis). This shall lead to increased
penetration of fashion e-tailing.

Growth of Internet Habitual
Customers: Internet habitual
consumers are rapidly growing in India.
An Internet habitual consumeris a
consumer who is adept and comfortable
conducting complex tasks on the
internet. With growing niche of internet
habitual customers, e-tailing shall grow
at a faster pace. Online portals for social
e-commerce for fashion enthusiasts are
an added advantage to these internet
habitual fashion customers that let users
post pictures of their outfits, which are
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then surfaced and showcased to others,
who are also given details of where they
can go to buy them —both online and at
offline outlets near them.

Limitation of Brick-and-Mortar
Formats: Organised retail (primarily
brick-and-mortar) has been in India

for two decades now, it’s contribution

to total retail is still low (~10 percent

in 2015) due to structural issues faced
by brick-and-mortar retail. Organised
retail (brick-and-mortar) is concentrated
in top 25-30 cities (where retail
consumption is concentrated). Majority
of the brick-and-mortar brands are
concentrated in larger cities and are
unable to meet the rising aspirations in
smaller cities across India. This skew in
retail presence is fuelling the growing
demand through online channel owing
to wide reach and delivery to even
smaller cities and towns where brick
and retail stores are either not viable or
will take years to reach.

Owing to fast penetration of the e-tail,
many brick and mortar fashion retail
brands have started entering online
retail.

Improved Supply Side: The availability
of discounts and promotions, cash on

IMAGES Business of Fashion

delivery, wider product range, better
product details, easy returns, faster
delivery, option for EMIs and mass
media campaigns and events have
contributed towards further penetration

of e-tail in the fashion industry. Also, 3D

trail room concept is developing across
fashion e-tailing portals to provide
experience of virtual trials for apparel
and lifestyle products.

KEY CONCERNS AND CHALLENGES
Fashion is a fast evolving segment. As
customers progress from research to
purchase to fulfi Iment stages, their
expectations change fast. E-commerce
companies need to understand

these change drivers and adapt their
proposition accordingly. Also, there

is a need to focus on new brands and
products and simultaneously tackle a
hyper competitive pricing environment.

Another key challenge is ensuring
the quality of the product. There

is higher percentage of Customer
Initiated Returns (CIR) in apparel
and lifestyle segment in comparison
to other segments. This increases the
cost of reverse logistics. Higher CIR
is the result of dissatisfactory product
quality and size. This adds to concern
of e-tailers dealing with apparel and

lifestyle.

CONCLUSION
The digital advancement is becoming

eminent in the fashion retail industry
where online businesses are embracing
technology and innovation at a pace
never evident in the past. With a
growth rate of 44 percent online retail
is estimated to contribute 4-6 percent
of total Indian retail market in 2020.
Apparel and lifestyle is estimated

to contribute 30 percent of the total
online retail market in 2020, same as
in in 2015. However, category spilt for
women apparel and lifestyle is expected
to increase from 38-42 percent to 45-48
percent, whereas men’s segment is
expected to contribute 45-47 percent

to the category, with kid’s section
remaining constant around 5-10
percent. This shift accounts to increase
in women entering the workforce,
which shall lead to increased demand
for different retail categories. With fi
nancial independence, more women
will have higher discretionary spending
power. This can have an impact across
multiple categories (clothing, personal
care and grooming, accessories, etc.).
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ALL PARTICIPATING BRANDS, DEALERS, DISTRIBUTORS
AND PARTNERS FOR CONTRIBUTING TO THE SUCCESS
OF SPRING SUMMER COLLECTION BY KIDZANIA
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316, Nitin industrial complex,
Suhasini pawaskar Road,
Dahisar (E), Mumbai 68
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Diagonal Consulting (India) analyses the

Dr. PR Roy & Nirav Shah,
Diagonal Consulting (India)

IMAGES Business of Fashion

t has always been exciting and interesting to track the global female

economy. Harvard Business Review, in the recent years dealt with

the topic to have a fresh assessment. “Women now drive the world
economy”.

Globally, women consumers control about USD 28 trillion in annual
consumer spending. In aggregate, women represent a growth market
bigger than China and India combined - more than twice as big, in fact.
Given those numbers, it would be foolish to ignore or underestimate the
female consumer. And yet many companies do just that, even ones that
are confident.

Michael Dells’ experiment with women’s laptops has been a classic
example of the above that forced him to go to the School of Marketing
Hard Knocks. “You spoke and we listen”—Dell had to respond to the users.

The history of women’s fashion has been as old as the human civilization
and that too widely varying in different parts of the world, greatly
influenced by the monarchy, society and historical culture and habits.
However, fashions in the sense of modern dress habits including jeans
and pants are fairly young.



The World's Largest Opportunity

A growth forecast (in trillions)

$1.8T
2014
$6.6T
$4.4T 2014
2009
Female Income China’s GDP India’s GDP
Source: HBR

“Jeans is an attitude, not a pair
of pants”. Jeans had originally

been designed as men’s work

pants but in the 1870s, western women
who worked along with men on ranches
and farms began to wear men’s jeans.
Savage refers to Willy Mathews, who

in the 1870s outfitted herself in her
brother’s clothes to get a job as a
cowpuncher.

Fashion has always been key to how
women have presented themselves to
the world and how society has wanted
to present women to the world. From
panniers that emphasized wide
hips to shoulder pads that
emphasized power, the
fashion of the time tells
our history in great detail.

- During the First World

War, women worked

in factories, drove
~ ambulances, tended the
~ wounded in fielded hospitals
and by necessity re-managed their
wardrobes to suit the times — skirts
became even shorter, hair was either tied
up or cropped and fashion designers
were for a time outpaced by the march of
history itself.

In 1930, Vogue magazine ran an
advertisement depicting two society
women in tight fitting jeans, a look
that they called “western chic”. About
80 years ago, Levi Strauss and Co,,
forever changed women’s fashion with
the introduction of Lady Levi’s Jeans
- the world’s first jeans exclusively for
women. Historically, women and jeans

did not mix. At the same time, they
were fighting for their right to vote,
women spunky enough to don denim

were ridiculed. To practice functionality
of jeans, some wore their husband or
brothers’ 501s. Levi Strauss & Co., took
a risk altering the course of women’s
fashion.

First developed for western women
wearing Levi’s jeans on farms and
ranches, the new line was also aimed at
women vacationing at dude ranches,
working cattle or horse ranches, that
welcome guests flocking from the
eastern states or even Europe.

Although jeans for gals were brand

new in 1934, Levi Strauss & Co,, had
been offering women’s clothing as early
as 1918. That year company created
“Freedom - Alls” a one-piece garment
whose name evoked the emotion of
World War 1.

Creating women’s jeans, a decade later
proved progressive. The liberating lady

Levi’s line caught on quickly in the west.

By the mid 1930’s, department stores
were stocking Levi’s jeans and western
boots in the women’s section. After
World War 2, jeans manufacturers
would offer a pant for women, similar to
those of men, but with a “side opening”
instead of a fly front opening. It was

not until 1958 that adjustments were
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KEY TRENDS IN DIFFERENT PHASES
OF DEVELOPMENTS:

1950’s  Bootcut
3 1960’s  Straight, Bellbottom & Flare
Y
z 1970’s  Skinny, Super Skinny, Pack-it &
3 Baggy
o
= 1980’s Mom Jeans, Tight fitting
O & Distressed
T
2 1990’s  Baggy, Peek-A- Boo, Boyfriend
L
2000’s Flares & Hipsters

made in the design of women’s jeans

to account for female shape, and in the
1960’s, women’s jeans became available
with the fly-front zipper opening. Lady
Levi’s gave women - a rare option at the
time - pants - tot customary through
World War 2.

The sense

of fashion
freedom
that lady
Levi’s
jeans
inspired

80 years back continues with today’s
latest denim fits and finishes that are
now available across the globe. We,

in India, in the recent years are in the
same footsteps including spandex based
women’s jeans.

Marilyn Monroe, one of Hollywood’s top
names steered US female fashionistas
towards jeans that eventually was led

by designers like Gloria Vanderbuilt
and Calvin Klein. Post 1980’s - 90’s

and in the new millennium, the fashion
changes came through various cuts, fits,
styles and feels.

Recent study by the present authors
reveal a list of leading brands/retailers
catering to women’s jeans for the
upmarket fashion wears. Some such
names are Gueci, 7 For All Mankind, True
Religion, Diesel, Dolce & Gabbana, J
Brand, Armani, G-Star, Levi’s, Nudie etc.

In the new millennium, sustainability
leads to fashion needs over and above
look, feel and solid performance. D-Bar
at Beverly Hills, Destination Denim at
Selfridges, Swedish Cult ‘Nudie’, MiH
- Made in Heavens, Benzak - a super-

. premium Japanese Jeans, all are
creating ripples in the women’s
fashion jeans segment.

Replay, very recently introduced a
brand-new jeans for women which
the brand feels is a perfect blend of
smooth factor, sensuality and a rich
and attractive fabric. The jeans use a
patented RECALL system to abolish
creases in the knees and bottoms.

Alexa Chung predicts 2017’s new denim
trend as enters ‘He for She’, a global
activist group demanding gender
equality worldwide, from abolishing
child marriage to eliminating wage
gaps. ‘He for She’ works with leaders

in every field to champion human
rights. “We decided the party should

be in their honour,” Alexa explains
because it is important. India, still by
far predominantly, a saree market for
women is inching towards jeans in the
urban and semi urban markets. Coming
years would be more definitive in
accepting jeans culture, thus creating

a new fashion segment. Denims’
phenomenal growth in the recent years
in India pinpoint the direction.

References: Harvard Business Review & History of
Levi’s Jeans

X
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ABOUT DR.PRROY
Dr P R Royis a PhD in textiles from the University of Manchester, United Kingdom and a former
Group Chief Executive (Textiles) of Arvind Mills Ltd., based in Ahmedabad, India. Dr Roy has a

rich experience in industry, research and teaching of over 40 years. As management consultant

(textiles), he is currently advising various textile mills to shape up their future and also extending
them technical and managerial support. He is an expert in textiles and is also revered as “Father
of Denim in India”. Dr Roy spearheaded the major development on indigo wool and silk at Malwa

Industries, Ludhiana that was subsequently patented by Malwa.
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AVAILABLE IN: UAE, Qatar, Bahrain, Oman, Saudi Arabia.
INDIA - Maharashtra, Gujarat, Rajasthan, Tamil Nadu, Kerala, Madhya Pradesh, North East India, Uttar Pradesh.
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MILANO
UNICA:

SPRING-SUMMER 18 TRENDS

By Rajan Varma
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he Italian trade show Milano
Unica has unveiled new trends

for Spring-Summer 2018. The

theme revolves around the pleasures
of travel, exploring different cultures,
connecting the past and the present
and re-discovering historical iigures of
aesthetic and cultural importance.

The collection showcases three basic
themes - ‘Nefertiti in Ibiza’, ‘Kazimir
Malevich in Sorrento’ and ‘Carlo Mollino
in Tehran’. Impressive combinations

of historical characters and the historic
places, both reminiscent of their
glorious past and their everlasting
collective imagination value.

‘Nefreti in Ibiza’ represents the ideal of
timeless beauty and the embodiment

of love and spiritual intensity. While

the Russian artist Kazimir Malevich is
relayed in Sorrento’s southern sunshine.
Carlo Mollino, architect from Turin, has
been flown to Tehran following the path
of Iranian culture. The combinations are
daring and unusual.



Nefertiti in Ibiza

Nefertiti, the legendary Queen of Egypt,
has been brought to the Balearic islands
on the isle Ibiza, a world heritage site.

A place where trends are born, rituals
take place and the young people feel
free. The theme features floral décors,
Egyptian preciousness, kaftans, golden
colours and interior decorations of
Ibizan houses.

Materials

The materials are inspired by the sands
of Ibiza, the dunes, the mummies, balm
smelling bandages, thickly woven linens
of the typical Ibizan dress and fine
Egyptian papyrus and silks resembling
vellum paper. Many parallels can be
drawn between the two worlds in terms
of fabric, enhanced by decorative
elements. The theme features use of
overprinted fabrics in bas-relief; pleated
sketches; pleated gauze; vertical and
horizontal double mesh; plisse effect
obtained on the loom; pleated tulle
enriched with prints; silks with papyrus
paper effect; uneven reliefs created on
the loom; gauze overlaid on jacquard

giving a cave painting type effect;
golden ‘fl coupe’ printed with golden
pigments; gold veined crispy silks; giant
prints with brush strokes and hand
painted effects; matt and shiny taping;
printed suedes with transparent gold
lacquers lined with gold; pale gold silk
lined with ornamental patterns; silk-
viscose rush matting and precious silks
with stencilling allusions.

Accessories

The accessories are extremely
decorated and revisited in a techno-
pop version to minimize the opulence
and the preciousness of the fabrics.
Leather techno collars; lacquered and

iridescent materials; patches of various
polyurethane films, fabrics and other
materials; central decorative patterns
with chain and stone inserts forming
geometrical drawings; cotton and linen
bases for ribbon fringes and weaves
made with gold application; plisses with
net golden finish effect; and Egyptian
inspired decorative elements.

Colours

The colour chart consists of godly gold,
amethyst purple, amber brown, warm
yellow, make-up beige and kiwi green.

lasered, stylised patterns enriched with 7
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Kazimir Malevich in Sorrento

The theme focuses on colours and geometric patterns. It is
inspired by the works of the Russian artist Kazimir Malevich,
who introduced the historical Avant guard movement, the
Suprematism, which mixes up with the patterns of Sorrento’s
tiles and ceramics. Portraying the dynamism of the architectural
forms of Sorento as seen by Malevich.

The main elements include dimensional geometries, colours
reconstructing depth, dynamic perspectives, graphics
alternating with decor and natural elements stylized in an
abstract mood.

Materials

The materials used are hand-printed silks, soft touch cottons,
textured micro open weave stretch cottons, three-chromes
originating from thermo applications and seemingly incidental
techno juxtapositions and graphic effects.

Giant sketches on jerseys give a three dimensional effect. The
trend also features thick striped cotton jerseys in alternating
colours; unique graphic abstracts with mixed materials; striped
and pinstriped patterns. A mix of transparencies and lacquers,
jersey patches, outlined pinstripes alternating with polka dots,
irregular pinstripes and double-faced organzas.

Accessories

In accessories, there has been a generous use of ribbon and
lines of varying dimensions alternate with extremely colourful
appliques. Gross-grain ribbon compositions heat sealed with
polyurethane, colour blocks made with labels and zippers,
buttons inspired by Sorrentine ceramics. Overlapped laser
drawings recall both majolica and Malevich’s abstract vision.

Colours
The colour palette consists of sky blue, majolica blue, emerald

green, sulphuric yellow, fever red and tangerine orange.

N
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This is the theme of the osmosis between
east and the west, between the impudent
Persian beauty and grandeur and the
Savoyan authoritativeness. Teheran

and Turin - the Shah and the architect.
A theme dedicated to the connection
between the worlds on the opposite
poles, in tune with both osmosis in
thought patterns and contemporary
creativity. On one side are the mosaics,
while on the other is the furniture.
Single pieces with rounded forms and
floral decorations. In this theme the

rose windows of the Persian church
seem to be conversing with the detailed
decorations of Mollino’s furniture.

His beloved organic forms hold vivid
references to the naturalistic elements
of the Persian rugs and seductive royal
atmospheres of Turin and the Shah.

Materials

The theme features use of jacquards
embellished with gold threads to
compose geometrical designs; flakes of
metallic leather offering a 3D effect to
printed siks with micro floral patterns;
leather lasered rose window shapes

for a three dimensional effect; cottons
printed with designs inspired by the
oriental majolica; print patches on
cotton shirts; jacquards with cyclical
sketching; jacquards with lace effects;
pigmented and overprinted fabrics;
sophisticated jacquards with bas-relief
threading; bas-relief embroidered laces;
hand knotted silk paper with mosaic

Carlo Mollino in Tehran

prints; delicate jacquards inspired by
Hammam interiors; silk ties with lace
in rose window shapes; cotton laces in
maxi cellular designs; double cotton
with inserts to create bas-relief patterns;
maxi rush matting cottons; and jerseys
with organic patterns and 3D effects.

Accessories

The theme features use of rich and
decorative accessories. Featuring
oriental ornaments in embroidery
and appliques; decorated laces and
macramé; decorative patches; laser
trims; engraved buttons and zippers;
embroidered ribbons and edges;
macramé and metallic appliques.

Colours

The colour chart has been inspired by
the jewellery sapphire mixed with the
turquoises of church windows. There
has been use of warm woody colours
selected by Mollino, and Pompeian
reds inspired from the prayer mats.
The palette consists of sapphire

blue, Arabesque copper, Pompei red,
Malachite green, turquoise and silver.

Trends and neutral colours

The Spring-Summer 2018 also features
a range of neutral colours such as zinc
white, graphite black, creamy white and
neutral grey, which work well both with
single themed shades or alone.

X
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Brand: AFOX | Company: SIDDHI VINAYAK CLOTHING
Launch Year: 2007 | Brand Website: WWW.AFOXCLOTHING.IN

he casual wear brand Afox, from the house

of Siddhi Vinayak Clothing, specialises

in manufacturing bottomwear for men. In
a short span since its launch in 2007, the brand
is today recognised as one of the top brands
in men’s bottomwear in the country. It is also
known for its quality and fits.

Core Product Offering/ Categories:
Afox offers a complete bottomwear range for men in casual and
formal categories. Its wide assortment includes jeans, cotton

trousers, corduroy pants, printed and jacquard trousers.

Target Consumers:

The brand targets men in the age group of 18 to 35 years.

Brand USP:
Internal detailing, fits and finishes are some of the unique

qualities that put Afox above its competitors.

Future Expansion Plans:
The brand has plans to partner with major e-commerce players to
increase its reach. In terms of product expansion, the brand aims

to diversify into men’s accessories category.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 500+

Major LFS/ MBOs/ Departmental Stores Present in: Afox is
available at Jadeblue, Pothys, Jaihind, etc.

No. of Indian Cities Currently Present in: Pan India

Brand Turnover (estimated for FY 2015-16): 12 crores

X
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NTIGRAVITY

Brand: ANTIGRAVITY | Company: GO GO CREATIONS PVT. LTD.

Launch Year: 2015

ntigravity is a casual chic brand for young men and women.
Launched by Go Go Creations Pvt. Ltd. in 2015, Antigravity now
designs collections for those who believe that it’s not where
you come from, it’s about where you're headed and also about having
a good time getting there. Antigravity Clothing reflects the buoyant,
restless philosophy that mirrors today’s youth. The brand is bulit for
those who never compromise on fashion, style, quality and value.

Core Product Offering/ Categories:
Antigravity offers t-shirts, sweat shirts,
joggers and jog shorts for men and t-shirts,
tops, sweat shirts, jeggings and joggers for
ladies.

Target Consumers:

The brand targets youth, both men and
women in the age group of 21 to 26 years.
Brand USP:

Antigravity’s USP lies in offering
international fashion focused on good
quality soft fabrics, which are comfortable,
young and fit.

Brand’s Mission:

The brand works with a mission to dress
the Indian youth in chic, cool, trendy,
international fashion clothes at affordable
price range.

Future Expansion Plans:

Antigravity is planning to venture into two
new states this year and to spread out to East
India and South India in the next year. The
brand will also open one EBO this year. Also,
the fashion brand is working on making its
presence in large format stores either this
year or by the next year.

Towns or Cities Targeted in the Next
Couple of Years:

The brand has plans to target the cities of
Bengaluru, Hyderabad, Chennai, Kochi,
Kolkata and Patna.

IMAGES Business of Fashion

BRAND UPDATES (information as on 31st
December 2016)

Total no. of MBOs: 200

Total no. of SISs: 15

Total Space Covered by EBOs & SISs: 3,000
sq.ft.

Major LFS/ MBOs/ Departmental Stores
Present in: The brand is present in stores
like Options, Boy London, Sagar, Amarsons
in Bombay; European Catalog, MyMy in
Ahmedabad; Blue Club in Rajkot; Jaihind
and Bizzare in Pune.

Major E-commerce Portals Present in:
Antigravity retails through e-commerce
websites like Koovs, Myntra, Jabong and
Abof.

No. of Indian Cities Currently Present in:
20

New Territory/ Region Added: Karnataka
Brand Turnover (estimated for FY 2015-
16): 320 crores
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APPLE EYE

Brand: APPLE EYE | Company: STITCH FAB INDIA PVT. LTD.
Launch Year: 2008 | Brand Website: WWW.APPLEEYE.CO.IN

BRANDS IN INDIA

eadquartered in Kolkata, Apple Eye is a modern kids

wear brand, launched by Stitch Fab India Pvt. Ltd.

Adhering to international standards, Apple Eye has
set new trends in kids’ fashion. An Apple Eye product is a
personification of intricate design, research and experiment.

Core Product Offering/ Categories: Total space covered by EBOs & SISs:
Apple Eye offers a trendy casual wearrange 17,000 sq.ft.

for the little cherubs. Major LFS/ MBOs/ Departmental
Target Consumers: Stores Present in: The brand is present at
The brand targets infants and kids in the age  Reliance Trends.

group of 0- 16 years, from the middle and Major E-commerce Portals Present
upper middle class families. in: Apple Eye retails through major

Brand USP: e-commerce portals like Amazon, Flipkart
The brand’s USP lies in it’s trendy designs of  and Paytm.

international standards that it shells out at No. of Indian Cities Currently Present
affordable prices. in: Pan India

Future Expansion Plans: New Territory/ Region Added: Rajasthan

Apple Eye is planning to expand its business and the Middle East

in more large format stores and also wishes Growth in the first 3 quarters of FY ’17
to open 8-10 EBOs in times to come. over the same quarters in FY ’16: 35%
Towns or Cities Targeted in the Next
Couple of Years:

The brand has plans to expand its presence

in Bangladesh.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 7

Total no. of MBOs: 2,000

Total no. of SISs: 25
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Brand: ARK | Company: NEW KANIKA FASHIONS
Launch Year: 2014

BRANDS IN INDIA

rk was launched by New Kanika Fashions

in 2002 and later relaunched in 2014. The

brand is known for its superior quality,
ethnic designs and patterns.New Kanika Fashions
is engaged in manufacturing and export of a wide
range of women evening gowns, kurtis, kids clothes,
etc. These are widely appreciated for their attributes
like shrink resistance, colour fastness, neat stitching
and high tear strength.

Core Product Offering/ Categories:

The brand offers kurtis in the price range of 799 to 32,999, skirt sets,
trouser sets and also evening gowns.

Brand USP:

Ark’s USP lies in offering latest trendy ethnics for ladies at a very fair
price range.

Brand’s Mission:

The women’s brand works with a mission to offer best quality products 1

at a reasonable price.

- -
Future Expansion Plans: ’ (a 3
. . - . . -~ <
Ark is planning to focus more on providing best of services to its top (%)
'

buyers and also on spreading its wings to different markets all over
India.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target the areas in Uttar Pradesh and North-

East India in times to come.

BRAND UPDATES (information as on 31st December 2016)

Total no. of MBOs: 500+

Major LFS/ MBOs/ Departmental Stores Present in: The brand is
present in major stores like Chunmun, RmKV, Mebaz, G3, Half Ticket,
Kalyan, Sheetal, etc.

No. of Indian Cities Currently Present in: 16

New Territory/ Region Added: Chennai and Kolkata

Brand Turnover (estimated for FY 2015-16): 315 crores

Turnover CAGR over last 3 years for FY ’16: 20%

Growth in the first 3 quarters of FY ’17 over the same quarters in FY
’16: 30%
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Indigo Hues, Handcrafted Look
Subtle Weave Patterns, Dip Dyed Yarn

To find an exclusive store near you visit www.turtlelimited.com
Shop at ® CENTRAL | pantaimns ﬁ&‘iﬂn' sHoPpERS STOP | MynTrA... | msone o | [EZZE | amazonin | C1jq | & snapdeal & other leading menswear stores

. TSA : .
Parinering gl for Turtle Conservation @ contact@turflelimited.com | Follow us on i 51 @ @ www.turfleonline.in



Brand: B:KIND | Company: B:KIND CLOTHING INDIA PVT. LTD.
Launch Year: 2010 | Brand Website: WWW.BKIND.IN

BRANDS IN INDIA

:Kind was born out of the desire to offer

a line of clothing for the young and the

stylish, contemporary woman of today.
The brand was created out of eclectic influences,
whimsical themes, a riot of colours. B:Kind offers
a varied collection, conjuring a kaleidoscopic
range.

Core Product Offering/ Categories:

The brand offers chic and edgy designs of tunics, tops, bottoms
and outer wear. It has also frayed into denims and dresses too.
Target Consumers:

The brand caters to unpredictable, individualistic, globetrotter
and vivacious young women.

Brand USP:

B:Kind inspires its customers to be curious, enigmatic, become a
dreamer and be in love.

Future Expansion Plans:

This year, B:Kind is launching its e-commerce portal. They are
also planning to expand its market places. In order to increase
their visibility, they will introduce new product ranges and
increase their presence in more retail stores. Furthermore, they
will launch a kidswear brand, ‘Oink’ this summer.

Towns or Cities Targeted in the Next Couple of Years:

The brand would target all relevant towns and cities, which have
a population of 10 lakhs and above.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 450+
Total no. of SISs: 80

Major LFS/ MBOs/ Departmental Stores Present in: The
brand is available at Globus stores.

Major E-commerce Portals Present in: B:Kind is present at
Jabong, Myntra, Flipkart and Snapdeal.

No. of Indian Cities Currently Present in: Pan India

New Territory/ Region Added: Rajasthan and Hyderabad
(Andhra Pradesh)
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Tees Henley V Neck Polo Sleevless

Product Of SHREE GINGER ENTERPRISES LTD. Raghuvanshi mill compound ,lower parel .Mumbai - 400013
Contact : - 66612500 / 32567144 Website : hitp://leaguefashion.com
For trade Inquiries Contact : +919324661226

(A KRISHNA GROUP PRODUCT )
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Brand: BEEVEE | Company: REVOLUTION APPARELS
Launch Year: 1999 | Brand Website: WWW.BEEVEE.IN

eevee offers a complete and revolutionary range in

cargos specially designed for the new age men. The

brands bottom wear collection adds splendour to various
occasions, moods and attitudes. Crafted using the finest cotton
and other quality materials, it offers an array of classic designs
with international styling and quality in cargos to choose from.

Core Product Offering/ Categories:

Beevee’s brand offering comprises shorts, three-fourths, track pants, cargos,
trousers, jogger pants and knitwear.

Target Consumers:

The brand targets men in the age group of 18 to 40 years.

Brand USP:

The brand offers a wide range of selection with international quality at

competitive prices.

Brand’s Mission:

Beevee endeavours to grow as an established youth-wear brand specialising in
cargos.

Future Expansion Plans:

The brand aims to add more shop-in-shop stores to show its presence in large

format stores and multi-brand outlets.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 1,200+
Total no. of SISs: 36

Major E-commerce Portals Present in: Beevee is available on Flipkart, Amazon,
Snapdeal, Abof, Paytm, Limeroad, Jabong and Shopclues.

No. of Indian Cities Currently Present in: Pan India

Brand Turnover (estimated for FY 2015-16): 3720 million

Turnover CAGR over last 3 years for FY ’16: 22%
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SUCCESS

s to Win!

| CHOOSE MY OWN RULES.
[ AM SUCCESS.

-

SUITS | BLAZERS | JACKETS | TROUSERS | SHIRTS | T-SHIRTS | DENIM | ACCESSORIES

Exclusive Outlets Asansol Galaxy Mall | Bokaro Bokaro Mall | Bhubaneswar Forum / Janpath / Pal Heights | Cuttack Cantonment Road | Dhanbad City Centre /
Centre Point (Bank More) | Durgapur Junction Mall | Guwahati G.S Road (Opp.Ulubari Petrol Pump) | Giridih Court Road (Near KaliBari Chowk) | Jamshedpur Bistupur
Main Road (Opp. Kamani Centre) | Katihar Milan Katra, Mangal Bazar (Opp. Shyama Talkies) | Howrah & Kolkata Avani Riverside / City Centre Salt lake / Gariahat, Triangular
Park / Hiland Park The Metropolis / Mani Square / Quest / Shyambazar / South City / Sodepur, Station Road | Raipur Chhattisgarh City Centre, Pandri | Siliguri Cosmos Mall

PRPERT] © CENTRAL| | ANYIAT A con | & Other Leading Menswear Sores ‘ ey (2 BAIA | un@@
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BLACK PANTHER

Brand: BLACK PANTHER | Company: JUNEJA GLOBAL
Launch Year: 1984 | Brand Website: WWW.BLACKPANTHER.INFO

lack Panther was launched when the concept of branded
sportswear did not exist in India, it began by selling to sports
- stores only. It is known as India’s foremost manufacturers of

sports, fitness and leisure apparels and accessories. The brand has
integrated manufacturing facilities for all its products, ranging from
production of raw materials like yarns and elastic along with knitting
and processing of hosiery fabrics. A state-of-the-art plant coupled with
its commitment to providing international quality, have enabled them
to establish a formidable track record in the active wear segment.

Core Product Offering/ Categories:

Black Panther offers apparel for men,
women and kids covering, t-shirts, track
suits, jogging bottoms, athletic vests, cricket
wear, ete. The brand also manufactures
accessories like socks, wristbands,
headbands, athletic supporters, knee caps,
sport bags, caps and the like.

Target Consumers:

The brand mainly targets men, ladies and
kids, essentially anyone who wishes to live
and/or project an active lifestyle.

Brand USP:

Black Panther’s USP lies in offering India’s
largest range of apparel, accessories and also
swimwear. It also boasts of an impeccable
in-house, integrated manufacturing unit.
Brand’s Mission:

“Think Fitness, Think Black Panther”, the
brand’s mission lies in being present in
every association with sports and fitness.
Future Expansion Plans:

The sports and leisure wear brand has plans
to expand its business to the markets of
East and Noth-East India. It is also planning
to expand its product portfolio in the
performance clothing category.

Towns or Cities Targeted in the Next
Couple of Years:

The brand has plans to target East and
North-East zones, along with West Bengal
and Odisha.

Integrating Omni-channel Operations:
Each channel has a separate regional head,
all of them reporting to the NSM. Trade

IMAGES Business of Fashion

policies and pricings are finely tuned so as
to avoid overlap or cannibalising. The LFS

operations are run as a separate proﬁt centre.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 8

Total no. of MBOs: 5,000+

Total no. of SISs: 200

Total Space Covered by EBOs & SISs:
3,000 sq.ft.

Major LFS/ MBOs/ Departmental Stores
Present in: The brand is present in major
large format stores like Shoppers Stop,
Hypercity, More, Megamart, Spencers, Brand
Factory and Globus.

Turnover CAGR over last 3 years for FY
’16: 18%

Growth in the first 3 quarters of FY ’17
over the same quarters in FY ’16: 16%
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Brand: BONJOUR | Company: ZONAC KNITTING MACHINES PVT. LTD.
Launch Year: 1989 | Brand Website: WWW.BONJOURRETAIL.COM

stablished in the year 1989 with the vision of

becoming the first Indian multi-national socks

brand, Bonjour has today become one of the
most respected brand for its quality standards. Design,
versatility and innovation have been the key words behind
the success of Bonjour. The brand utilises renowned
patented technologies to produce hygienic products and
matches the most stringent global quality norms. Even
the raw materials are procured from the country’s best
spinning mills.

Core Product Offering/ Categories:

The brand offers socks, tights, leggings and handkerchiefs.

Target Consumers:

Since the brand is a mid-premium segment, it caters to people from
Section A, B and some of its collection to the Section C of the society.
Brand USP:

Bonjour is popular for the high quality products it offers to the
customers and the style attached with it. Bonjour is also known for
its customer service. A team of qualified and well trained marketing
executives help in reaching out to every individual dealer for
personalised services.

Future Expansion Plans:

The brand is looking forward to penetrate into the markets of tier-III

cities.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 15
Total no. of MBOs: 10,000

Major LFS, MBOs/ Departmental Stores Present in: The brand

is present in several major large format stores including Reliance
Footprints and Lifestyle.

Presence in Online Retail: Bonjour started operations in online
retail in 2013. It retails through 23 major e-commerce portals and also
through its own online store www.bonjourretail.com.

No. of Indian Cities Currently Present in: The brand currently
retails through stores in around 400 cities across the country.

Brand Turnover (estimated for FY 2015-16): 3100 crores

Turnover CAGR over last 3 years for FY ’16: 25%
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Arpit Fashions Pvt. Ltd, Address :- B-28, Lawrence Road, Industrial Area, Delhi-110035
E-mail: arpitfashionspvtltd@gmail.com ® Website: www.citygirlindia.com
Enquiries Solicited for Distributors/ Dealers : Ph: 011-65414011, +91-9873223636
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Brand: CANDOUR LONDON
Company: CANDOUR LONDON FASHION CULTURE PVT. LTD.
Launch Year: 2016 | Brand Website: WWW.CANDOURLONDON.COM

andour, by definition, means the quality of being

open and honest and it was a conscious desision to

give the brand a name which exemplified the ethos
and approach of both its products and business. It is a youth
fashion brand that believes today’s youth are the true change
agents of the future.

Core Product Offering/ Categories:

The brand offers extremely well-crafted and fashionale lingerie and night wear.
The brand offers collections like, Candour Lush, Candour Bliss, Candour Jazz
and Sundowners, which comprises of padded wired bra, non-padded u/w bra,
push up bra, t-shirt bra, nightwear, etc.

Target Consumers:

Candour London targets teenagers and young generation in the age group of
20-30 years.

Brand USP:

The fashion brand’s USP lies in offering products of premium quality,
fashionable styles, in exceptional colours and great fabrics, all at a value pricing.
Brand’s Mission:

Candour London believes that today’s youth are the true change agents of the
future and the brand runs with a mission to offer the best quality and collection
to the youth.

Future Expansion Plans:

The brand has plans to be a leading brand name and choice of every woman in
India.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to spread its presence pan India in the next six months.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 100
Total no. of SISs: 10

Major LFS/ MBOs/ Departmental Stores Present in: The brand is present

in stores like Style One, Gopalsons, Ankur, Moksha, Surbhi, Body Hug, Silvee,
Body Basic, Donaa Kids, Viva Supermarket, Nisa, Miss Universe, Private Lives,
J.P. Collection, Poonam, Crystal, Jainson, Jain Fashion, Jasleens Nest, etc.

No. of Indian Cities Currently Present in: The brand currently retails through
stores in Mumbai, Bengaluru, Chennai, Hyderabad, Secundarabad, Mysore,
Ludhiana, Chandigarh, Mohali, Panchkula, Patiala, New Delhi, Anand and
Ahmedabad.

X
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T-SHIRT BRAND FOR THE YOUTH' __

/
Contact: Tantra, 73, ‘A’ wing, Mittal Tower,
Nariman Point, Mumbai-400021 n r
Tel: 022-22826019 / 6428. Email: tantratshirts@gmail.com,
t-shirts

<www.tantratshirts.com>
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Brand: CHASE | Company: VISHAL CREATIONS
Launch Year: 1999 | Brand Website: WWW.CHASEKIDS.IN

stablished in 1999 by Vishal Creations,
Chase is a kidswear brand that specialises in
boys shirts. The brand’s offerings perfectly
blend traditional styles with modern trends and
are the preferred choice of teenagers who wish
to look fashionably smart. Today, the brand has
presence in several prestigious stores in Mumbai,
Pune, Hyderabad, Chennai and cities in Gujarat.

Core Product Offering/ Categories:

The brand offers linen shirts, designer shirts, digital-print
shirts, denim shirts and premium cotton shirts.

Target Consumers:

Chase is an MBO-oriented brand, hence their target
customers are parents who visit MBOs to shop for kids.
Brand USP/ Advantage Over Competition:

Chase is popular for quality and fashionable shirts for boys.
The brand remains on its toes to keep up with the latest
trends.

Future Expansion Plans:

After consolidating the position in kids wear under shirts
category, the brand is planning to expand the client base by
offering value-for-money range, but keeping the quality intact.
According to the brand, the value-for-money segment is a
huge market, especially in kids wear. Chase is planning to
launch its own web-store soon. The brand will also

tie-up with major e-commerce portals for business expansion.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 750

No. of Indian Cities Currently Present in: 24

New Territory/ Region Added: Punjab

Turnover CAGR over last 3 years for FY ’16: 75%
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Rajshahi—

-

KURTA
SHERWANI
DHOTI .

COAT SUlT
INDO-WESTERN
JACKET

~ — S

Manufacturer bf Mens & Kids Ethnic Wear

For Trade & Franchisee enquiry please contact : Rathi Fashion, 351 N.S. Road , Mullick Fatak,
Howrah 711 101, West Bengal + 91 33 2640 1097 / + 91 93314 72480 (% +91 98317 81097
E-mail : rathifashions2011@gmail.com URL : www.rajshahiposhak.com
Exclusive Outlet at Mullick Fatak, Howrah. Available at all leading stores across India.

Also, Shop Onlineat: «urewezer  @mazonin ripkart 5 €D /i PAYTIN & snapdeal
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Brand: CLASSIC POLO | Company: CLASSIC FASHIONS DIVISION
Launch Year: 2001 | Brand Website: WWW.RCG.IN

aunched in 2001, Classic Polo is known for its wide range of
t-shirts and has garnered a sizeable share in tees in national
market in the mid-premium segment. The brand offers value
for money and superior quality products. The success of the brand
is credited to its outstanding state-of-the-art infrastructure, loyal and
long standing trade partners, best polices and practices in the industry,
well equipped design team and its quick adaptability to change and
delivery-on-time with its 100 percent vertically integrated set-up.

Core Product Offering/ Categories:

The brand offers wide range of products
like knitted t-shirts, woven shirts , trousers,
denims, lounge wear, innerwear and
accessories.

Target Consumers:

Classic Polo targets men aged 28 years and
above, while CP BRO caters to young men in
the age bracket of 18-28 years.

Brand USP:

The brand’s USP is its core product
categories. The brand has strived to offer
an affordable range of superior quality
apparel collection to its customers. Quality,
at Classic Polo, is measured in terms of
design, durability of the garment and value
for money.

Brand’s Mission:

Classic Polo works with a mission to grow
horizontally and vertically in all formats of
business through continuous innovation

by offering unparalleled value in terms of
quality and design.

Future Expansion Plans:

The brand is planning to aggresively expand
to South, West and East India and also aims
to open 30 franchisee stores in the year 2017-
18 in tier -II and -III cities across India.
Towns or Cities Targeted in the Next
Couple of Years:

The brand has plans to target almost all and

major tier -II and -III cities such as Chennai,

IMAGES Business of Fashion

Bengaluru, Hyderabad, Cochin, Calicut,
Hosur, Belgaum, Nasik, Ahmednagar,
Aurangabad, Indore, Bhopal, Ranchi,

Bhubaneswar, Jaipur, etc.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 90+

Total no. of MBOs: 5,000+

Total no. of SISs: 15

Total Space Covered by EBOs & SISs: 500
sq.ft.

Major LFS/ MBOs/ Departmental Stores
Present in: The brand is present in major
stores like Reliance Trends, Central,

Mega Mart, Globus, Brand Factory, More,
Unlimited, etc.

Major E-commerce Portals Present

in: Classic Polo retails through major
e-commerce stores like Flipkart, Snapdeal,
Amazon, Paytm, Limeroad and also through
its own online store www.classicpolos.com.
No. of Indian Cities Currently Present in:
Pan India

Brand Turnover (estimated for FY 2015-
16): 3150 crores

Turnover CAGR over last 3 years for FY
’16: 40%

Growth in the first 3 quarters of FY ’17
over the same quarters in FY ’16: 40%
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Even 2 Odd Fashion; Plot No. 1, Shah Industrial Estate, Veera Desai Road, Near Yash Raj Studio, Andheri (W), Mumbai - 400 053.
Tel: 022 40221085 | Website: www.e2ofashion.com | Email: info@e2ofashion.com
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Brand: COMFORT LADY | Company: D S CREATIONS
Launch Year: 2010 | Brand Website: WWW.COMFORTLADY.CO.IN

ince its inception in 2011, Comfort Lady strives to be

the first choice of females when it comes to buying

leggings. The brand prides in having a direct control
over the entire manufacturing process right from the
selection of knitting to manufacturing of the end products,
which gives it a complete competitive edge over other
brands in terms of quality and range. Started with a humble
beginning, the brand now boasts of having a complete
range of leggings and garments selling over 5 lakh pieces
per month.

Core Product Offering/ Categories:

Comfort Lady primarily offers leggings, which further bifurcates into
churidars and ankle-lengths. The brand also offers palazzos, shimmers,
capris, printed leggings, camisoles, jeggings and baby leggings.

Target Consumers:

The brand targets females in the middle and upper-middle segment. The
products are priced between ¥250-%699.

Brand USP:

Going by its tagline “Play With Colors”, Comfort Lady has tried to present
its consumers with a plethora of shades. Besides, the brand always tries to be
a trendsetter in the leggings division by introducing superfine quality fabric
with easy stretchability and bio-wash, which can be worn for the whole day.
Brand’s Mission:

Comfort Lady runs with a mission to be the first choice for all females and
keeps up to its own commitments of providing the customers delight with
every product at the best possible price.

Future Expansion Plans:

The brand is planning to introduce a new range of ladies tees in its product

basket.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 1

Total no. of MBOs: 400

Total no. of SISs: 50

Total Space Covered by EBOs & SISs: 400 sq.ft.

No. of Indian Cities Currently Present in: Pan India

X
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COURTYARD & KRABURS

Brand: COURTYARD & KRABURS | Company: ARTEX CREATION
Launch Years: 2015

BRANDS IN INDIA

aunched in 2015 under the house of Artex Creation,

Courtyard and Kraburs has proved their mettle

in the fashion industry in a very short span of
time. The brands offer luxurious denims at rock bottom
prices meeting the preferences of Indian masses. They
have expanded the business to over 250 MBOs and are
committed to satisfy the desires of its customers.

Core Product Offering/ Categories:

While Courtyard offers jeans, trousers, jackets and blazers for men; Kraburs
offers jeans, corduroy pants, etc., for women.

Target Consumers:

The brands target young males and females in the age group of 16 to 35 years,
preferring sober designs with best of quality at a reasonable price.

Brand USP:

Courtyard and Kraburs prides in being the urban fashion brand for the youth of

the country.

Brand’s Mission:

The two brands run with a mission to provide fast, affordable and fashionable
garments to its discerning consumers.

Future Expansion Plans:

The two brands are planning to increase their production capacity by three
times and also to come up with a wide collection of ladies jeans with tearing
effects.

Towns or Cities Targeted in the Next Couple of Years:

The brands are looking forward to expanding in Uttar Pradesh with a target on
Lucknow, Gorakhpur, Allahabad, etc., while in Madhya Pradesh with a target on
Bhopal, Indore and Gwalior, etc.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 250
Total no. of SISs: 5

Major LFS/ MBOs/ Departmental Stores Present in: The brands are present
in stores like Shree Shoppers, Mahanam Garment, Citi Choice, K C Dass
Fashion Store, Dreamz, etc.

Major E-commerce Portals Present in: The brands cater to its customers
through Flipkart, Snapdeal, Amazon and Paytm.

No. of Indian Cities Currently Present in: 5

New Territory/ Region Added: They recently ventured into the markets of

Guwahati, Tinsukia and Tezpur in Assam.
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Brand: CRUSOE | Company: JAGANNATH TEXTILE CO. LTD.
Launch Year: 2009 | Brand Website: WWW.CRUSOEWORLD.COM

eadquartered at Coimbatore, Crusoe is a premium men’s
innerwear brand from the house of Jagannath Textile Company.
The brand was launched in 2009 and extended its presence
pan India in a very short span of time. Crusoe is about adventure and it
talks to the adventurer inside every man.

Core Product Offering/ Categories:
Crusoe’s product basket comprises
innerwear, sportswear, leisure wear, thermal
wear and socks.

Target Consumers:

The brand’s identity has been designed
around ‘adventure’ and Crusoe targets men
in the age group of 16 to 35 years.

Brand USP:

The brand’s USP lies in creating a range

of designer innerwear that has never been
attempted before in this category.

Brand’s Mission:

Crusoe runs with a mission to create a
distinct and enviable position as the market
leader in premium innerwear category.
Future Expansion Plans:

Crusoes has plans to soon launch its range
of ladies lingerie and also kids’ innerwear.
Towns or Cities Targeted in the Next
Couple of Years:

The brand has plans to target the markets of
Odisha, Chhattisgarh and Uttar Pradesh.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 6

Total no. of MBOs: 5,000

Total no. of SISs: 100

Total Space Covered by EBOs & SISs: 7,500
sq.ft.

IMAGES Business of Fashion

Major LFS/ MBOs/ Departmental Stores
Present in: The brand is present in Central,
Reliance Trends and Spar Hypermarket.
Major E-commerce Portals Present in:
Crusoe retails through Amazon, Myntra,
Mr. Voonik, Paytm and also through its own
online store www.crusoeworld.com.

No. of Indian Cities Currently Present in:
Pan India

New Territory/ Region Added:

Karnataka and Andaman & Nicobar Islands
Turnover CAGR over last 3 years for FY
’16: 40%

Growth in the first 3 quarters of FY ’17
over the same quarters in FY ’16: 40%
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DE MOZA

Brand: DE MOZA | Company: AUDAZ BRANDS RETAIL INDIA PVT. LTD.
Launch Year: 2013 | Brand Website: WWW.DEMOZASTORES.COM

aunched as a basic legging brand in kiosk format in 2013, De

Moza now offers complete everyday fashion bottom wear across

casual to ethnic wear. The brand owned by Audaz Brands Retail
India, today it operates across all the channels with over 50 different
product categories. The company comes with over 15 years of technical
know how of making superfine cotton and viscose fabrics and
garments. The brand offers the latest fashion with best in class quality

at affordable price.

Core Product Offering/ Categories:

The brand’s product basket comprises
leggings, pants, skirts, palazzos, dhoti
pants, essential tops and accessories.
Target Consumers:

The brand’s name is derived from Spanish
word De Moza, meaning “attractive girl”.
It targets females in the age group of 20 to
30 years.

Brand USP:

De Moza’s USP lies in being a fast fashion
brand, which is quick to market. The
brand also prides in having its in-house
manufacturing facility.

Brand’s Mission:

The women’s brand runs with a mission of
providing everyday fashion with the best
in class quality for utmost satisfaction.
Future Expansion Plans:

De Moza is looking forward to opening
another 10 EBOs in 2017 and also planning
to expand into other large format stores.
Towns or Cities Targeted in the Next
Couple of Years:

The brand has plans to target markets of
Mumbai, Ahmedabad, Pune, Surat and
Delhi-NCR in the years to come.
Integrating Omni-channel Operations:
The brand’s centralised ware house
manages complete offline and online
demands with its special software.

IMAGES Business of Fashion

BRAND UPDATES (information as on
31st December 2016)

Total no. of EBOs: 13

Total no. of MBOs: 22

Total no. of SISs: 35

Total Space Covered by EBOs & SISs:
10,000 sq.ft.

Major LFS/ MBOs/ Departmental Stores
Present in: The brand is present in large
format stores like Central, Ethnicity,
Influence and Pothys.

Major E-commerce Portals Present in:
De Moza retails through Myntra, Jabong,
Amazon, Flipkart and also through its own
online store www.demozastores.com.

No. of Indian Cities Currently Present
in: 30

New Territory/ Region Added: East India
Brand Turnover (estimated for FY 2015-
16): 35 crores

Turnover CAGR over last 3 years for FY
"16: 33%
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DEAL JEANS

Brand: DEAL JEANS | Company: DEAL GLOBAL FASHIONS PVT. LTD.
Launch Year: 2000 | Brand Website: WWW.DEALJEANS.COM

eal Jeans is a fast fashion women’s western wear brand

that believes in bringing fresh fashion from every

fashion-forward corner of the world to the trend seekers.
The journey began with designer denims 16 years ago. Today,
the brand is offering 14 exclusive product categories in around
2,500 artistic styles crafted every year, delivering excellent fits
and vivacious styles to its customers.

Core Product Offering/ Categories:

Deal Jeans product portfolio consists of 14 categories from designer denims
to cullotes in bottom wear and chic tops to dresses in top wear.

Target Consumers:

The brand caters to women between 18 to 38 years and girls between 6 to 16
years who are mainly fashion seekers with a lot of style, attitude and flair.
Brand USP:

Deal Jeans is positioned as a bridge between casual and designer denims.
According to them, offering exceptional quality, fits and fabric in competitive
price is what builds brand’s position in the market.

Brand’s Mission:

“Together, let’s make this world a fashionable place to live in!”

Future Expansion Plans:

Deal Jeans is expanding its presence overseas by opening its first exclusive
brand outlet in Lebanon. Also, it plans to open 50 stores in 2017.

Towns or Cities Targeted in the Next Couple of Years:

Deal Jeans already has pan India presence through all major large format
stores and multi-brand outlets, while expansion through exclusive brand
stores in various cities is also in pipeline this year.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 5

Total no. of MBOs: 1,350 | Total no of SISs: 112

Total space covered by EBOs & SISs: 14,500 sq.ft.

Major LFS/ MBOs/ Departmental Stores Present in: Deal Jeans is
available at Shoppers Stop, Central, Globus, Kapson’s, Chunmun, Meena
Bazaar, Appeal, Yougal Sons, Xpression London, Monalisa, Bindal’s, Suvidha,
Options, G3 Fashions, Half Ticket, Asopalav, Dress Land, Kambalghar,
Bachoomal’s, Incense, Blueclub, Big Shop, Sohum Shoppee, The Hub, Jack &
Jill, Shree Shivam, Agrawal Stores, Bharne Fashion & Lifestyle, etc.

Major E-commerce Portals Present in: Deal Jeans has its presence in
Shoppersstop.com, Myntra, Jabong, Abof, Amazon and Ajio.

No. of Indian Cities Currently Present in: 416

Brand Turnover (estimated for FY 2015-16): 3128 crores

X
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Brand: DESI BELLE | Company: RE-SOURCEWORLD EXIM PVT. LTD.
Launch Year: 2012 | Brand Website: WWW.DESIBELLE.COM

BRANDS IN INDIA

aunched in 2012, Desi Belle is a women’s wear

brand specialising in Indo-western category.

Catering to the fashion-conscious young
women, it was conceptualised with the idea of
evolving the way women dress in India.

Core Product Offering/ Categories:

The brand offers tops, tunics, kurtas, maxi-dresses, palazzos,
pants, leggings, skirts, culottes, etc. Its product range includes
both western and Indo-western styles.

Target Consumers:

The brand targets ladies who are fashion inclined.

Brand USP:

Desi Belle’s USP is the variety and quality in fabric it offers, also
the placement prints and silhouette that suits one and all.
Brand’s Mission:

The brand’s main goal is to become a leading contemporary
brand that creates the ultimate bridge between high street and
luxury fashion brands. A brand that is built upon strong values
with a clear target upon its audience.

Future Expansion Plans:

Desi Belle has recently launched another brand, Miss Desi Belle,
which is a western wear range targeting at young ladies. Miss
Desi Belle will give competition to the existing prime western
wear brands in the market.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 10

Total no. of MBOs: 750

Total no. of SISs: 102

Major LFS/ MBOs/ Departmental Stores Present in: Desi
Belle has presence in Central, Pothys, G3, G-Studio, Dressland,
Bachoomal, The Chennai Silks, Jolly Silk, Agarwal Store, etc.
Major E-commerce Portals Present in: It also has presence
in online portals such as Amazon, Jabong, Flipkart, Snapdeal,
Shoppers Stop, Limeroad, etc.
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Skinny | Low| Capri| Jeggin

108 , Atlantic Plaza Nr. Tilak Bhavan,
Garage Gali Dadar (w) Mumbai 400 028 . ESTD 2007
Tel : 022-64286917 Email : flaconjeans@gmail.com

FLACON BAsic DEPT.

Distributos Enquiries Solicited for all over India




DOLLAR ULTRA THERMALS

Brand: DOLLAR ULTRA THERMALS | Company: DOLLAR INDUSTRIES LTD.
Brand Website: WWW.DOLLARGLOBAL.IN

BRANDS IN INDIA

ollar Industries is considered as a leading

company in hosiery and apparel market.

Ranked among the top three innerwear
companies in India, it focuses on achieving global
excellence in cost, quality and productivity. Dollar
Ultra Thermals, whilst staying in tune with the
latest fashion, provides maximum protection
under the coldest winter conditions. The brand
prides in offering original wool cot fibers brushed
on the inside of the thermals to provide extra
warmth and comfort.

Core Product Offering/ Categories:

The brand offers thermals in V-necks and round necks with
full and half sleeves and trousers, for men. For women, Dollar
Ultra Thermals offer full sleeve as well as sleeveless vests and
camisoles. For kids, it offers round neck thermals.

Target Consumers:

The brand targets men, women and children from all age
groups.

Brand USP:

The USP of Dollar Ultra Thermals lies in providing quality
product at a reasonable price to its customers.

Brand’s Mission:

Dollar Ultra Thermals pledges to offer the thermals which
gives the consumers the much needed comfort as well as a
fashionable look at the same time.

Future Expansion Plans:

Apart from tier -I and -II cities, the brand aspires to spread its
range of clothing to inspirational women customers residing
outside the top cities. Realising this potential, Dollar Ultra
Thermals is spreading across 26 states.

Targeted Cities or Towns in the Next Couple of Years:

The brand is planning to target all major rural cities and
towns, in years to come.

BRAND UPDATES (information as on 31st December 2016)
Brand Turnover(estimated for FY 2015-16): Y830 crores
Turnover CAGR over last 3 years for FY ’16: 12.85%
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MEN'S JEANS P

' Kraburs | \
Ladies
.ﬁJeans

ARTEX CREATION

178 Mahatma Gandhi Road, Room No 116E, 2nd Floor, Kolkata 700007
Contact : 03322708257/ Mob: 9330226500/ Email: info@kraburs.com

Shop at : www.courtyardjeans.com/www.kraburs.com
Online Partners: fipkart .\ gfias

Follow us on [f)

Available at all leading outlets in Assam, Bihar, Jharkhand, Odisha, West Bengal and Eastern India.
Enquiries Solicited for Distributors/Dealers : +91 98744 75344




www.garboclub.com

NATIONAL CLOTHING SUPPLY (INDIA) PVT. LTD

6, MADAN STREET, KOLKATA- 700 072 (INDIA)
Phone : 2212 6534 / 7815, Fax : 91-33 2212 7176
Email : garboclub@vsnl.net, Visit us : www.garboclub.com




E20 ACCESSORIES

Brand: E20 ACCESSORIES | Company: EVEN 2 ODD FASHION PVT. LTD.
Launch Year: 2013 | Brand Website: WWW.E20FASHION.COM

VIANI NI SANVdd

20 Accessories is a premium fast fashion

accessories brand desiring to deliver elegance

through its intricately crafted designer
handbags with captivating colours and richly
textured fabric. The journey began in 2012, when a
core team member of Deal Jeans, Apeksha Patel,
intended to expand operations into the ladies
accessories segment. Since then, E20 Accessories
has been expanding and reaching out to women who
believe in living every day in a fashionable way.

Core Product Offering/Categories:

E20 Accessories’ product portfolio is diverse ranging from wallets,
clutches, slings, satchels, backpacks, hobos and totes.

Target Consumers:

It caters to women in the age group of 18 to 45 years having chic,
trendy and bold fashion sense.

Brand USP:

The brand’s handbags have made a mark in accessories segment for
their designer pieces delivering finest quality in competitive prices.
Brand’s Mission:

It aims to be the first choice of every woman and girl’s wardrobe!
Future Expansion Plans:

E20 Accessories has its presence in most of the cities through large
format stores and multi-brand outlet channels. The brand is planning
to increase its presence through exclusive brand outlets in the coming
years.

Towns or Cities Targeted in the Next Couple of Years:

The brand has presence across the country.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 416
Total no. of SISs: 76

Major LFS/ MBOs/ Departmental Stores Present in: E20
Accessories has its presence at Central, Shoppers Stop, Pantaloons,
Kapsons, etc.

Major E-commerce Portals Present in: E20 Accessories is available
at Shoppersstop.com, Myntra, Abof, Amazon, Ajio, Snapdeal and
Jabong.

No. of Indian Cities Currently Present in: 148

New Territory/ Region Added: The Middle East Countries
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EARTHWEAR

Brand: EARTHWEAR | Company: EARTHWEAR RETAIL PVT. LTD.
Launch Year: 2011 | Brand Website: WWW.EARTHWEAR.IN

BRANDS IN INDIA

orn in 2011, and based out of Kolkata,

Earthwear is dedicated to the revival

of Indian crafts and skills. Earthwear is
a unique brand that brings together natural,
handcrafted, cost effective, yet aesthetic wearables
under one roof for the modern Indian woman.
Earthwear products are inspired by the rich Indian
heritage and craftsmanship, that incorporate
natural environmental friendly fibres.

Core Product Offering/ Categories:

Earthwear’s wide and varied range of wearables include kurtas
with hand embroidery by rural women of Bengal; skirts, tops,
shirts and dresses with ethnic prints by the artisans of Rajasthan;
colourful Bagru printed dupattas and churidars, and classic
kurtas in hand woven fabric from Andhra Pradesh and Madhya
Pradesh.

Target Consumers:

Earthwear targets modern Indian women who are simple yet
classic. The brand has a penchant for tradition.

Brand USP:

The brand offers products in natural fiber incorporating
handcrafted techniques like block-printing, hand-embroidery and
weaving.

Brand’s Mission:

Earthwear functions with a mission to uplift rural artisans and to

promote Indian crafts.

Future Expansion Plans:

The brand is planning to expand its reach through EBOs only
in Bengaluru and Hyderabad as well as explore opportunities
through its own online portal.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target the markets of Bengaluru and
Hyderabad in the next couple of years.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 3

No. of Indian Cities Currently Present in: Presently, the brand
retails through stores in Kolkata.

Growth in the first 3 quarters of FY ’17 over the same quarters
in FY ’16: 30%
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Shop online @ = www.hoffmenonline.com g Also available @ [EZZZ\ amazoncom Payfi snapdeali

Exclusive Stores @
Agartala x Arambagh* Asansol * Barackpore x Barasat x Barpeta » Balasore * Baharampur  Basirhat xBerhampore *
Bhubaneswar* Burdwan* Chandannagar* Cooch Behar * Cuttack* Darbhanga * Deoghar * Dhanbad* Durgapur+ Habra
* Haldia * Hazaribagh * Jalpaiguri # Jamshedpur* Kanchrapara x* Kharagpur+ Krishnanagarx Kolkata # Malda * Midnapore *
Muzaffarpur* Patnax Purulia * Raiganj* Ranchi* Silchar * Siliguri* Siuri* Sodepur

For Trade and Franchisee Enquires (§) 9007844813 () 033-2241-0441/0499; or =) enquiry@hoffmen.com;

FOLLOW US ON 'T https://www.facebook.com/hoffmenfashions ' https:/ /twitter.com/hoffmenfashion F'F http://www.pinterest.com/hoffmen
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EASIES

Brand: EASIES | Company: KEWAL KIRAN CLOTHING LTD.
Brand Website: WWW.EASIES.IN

asies is a smart casual wear brand for men who

are young and also those who are young at heart.

‘Live Easy’ is the mantra the Easies man lives
with, in the ever so demanding world. The campaign
‘Live Easy’ is shot in various international locations
potraying the life of the Easies man.

Core Product Offering/Categories:

The brand offers shirts, t-shirts, pants, jackets and denims.
Target Consumers:

Easies targets young men, who are successful professionals in the
age bracket of 24 to 45 years.

Brand USP:

The brand believes in offering smart casuals for men at work and
play.

Brand’s Mission:

‘Live Easy’ is the mantra the Easies man lives with, in the ever so
demanding world.

Future Expansion Plans:

The brand has plans to increase its distribution network across
the country. It also aims to increase its presence in large format
stores and through more online partnerships.

Towns or Cities Targeted in the Next Couple of Years:

The brand will penetrate more into tier -II and -III cities to reach

out to more customers.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 150+ (K-Lounge stores)
Total no. of MBOs: 150+

Major LFS/ MBOs/ Departmental Stores Present in: The brand
is available at Central stores.

Major E-commerce Portals Present in: Easies is also available
on Amazon.

No. of Indian Cities Currently Present in: 150

X
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ENDICOTT & SKYKING

Brand: ENDICOTT & SKYKING | Company: STITCH APPARELS
Launch Year: 1988

BRANDS IN INDIA

titch Apparels specialises in men’s trousers.

It launched Skyking as a formal trousers

brand in 1988, and Endicott was launched
later as a casual trousers brand. The brands, in
time, became a one place solution to all the trouser
needs of today’s fashion conscious men.

Core Product Offering/ Categories:

Skyking, the formal trouser brand offers formal and semi-formal
trouser collections displaying clean cuts and dark colours. While,
Endicott has in store, trousers in a lot of prints and checks in

corduroy fabric for casual wear.

Target Consumers:
The two brands target upper class young men who are 20 years

and above.

Brand USP:
The brand understands the men’s trouser market. The products

from these brands carry a different style and innovation.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 400 (approx.)
Total no. of MBOs: 300+

Brand Turnover (estimated for FY 2015-16): 10 crores
Turnover CAGR over last 3 years for FY ’16: 20%
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THENE

kid's own store

EVERYTHING FOR 0-12 YEARS | APPAREL | BABY CARE | TOYS & GAMES | PRAMS & WALKER

For business enquires contact us at: 63 info@toonzin ¢+91 9930041133 | @ www.toonzin | €@ toonzretailin | € Toonzindia | (S) toonzindia

STORES AT: ADOOR | ALLAHABAD | ALLEPPEY | AMRITSAR | BANGALORE | BELGAUM | BELLARY | BHAVNAGAR | BIDAR | BIJAPUR | CHENNAI | COIMBATORE | CUTTACK |
DAVANGERE | DELHI | GANDHIDHAM | GANGANAGAR | GHAZIABAD | GHAZIPUR | GULBARGA | GUWAHATI | GWALIOR | HALDWANI | HUBLI | HYDERABAD | INDORE | JABALPUR |
JAIPUR | JALANDHAR | JAMSHEDPUR | KANPUR | KARIMNAGAR | KHAMMAM | KOLLAM | MUMBAI | MUVATUPUZZHA | MYSORE | NAGPUR | NAHARLAGUN | NANDED | NASHIK |
PATIALA | PUNE | RAICHUR | ROHTAK | RUDRAPUR | SALEM | SHIMOGA | SIRSA | SOLAPUR | TIRUPUR | TRICHY | UDUPI | UNNAO | VIJAYWADA | WARANGAL | & A CITY NEAR YOU...
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EQUATION

Brand: EQUATION | Company: DFRNT CLOTHING PVT. LTD.
Launch Year: 2016 | Brand Website: WWW.EQUATIONMEN.COM

aunched in early 2016 by Dfrnt Clothing,
Equation is a new offering in the economic
menswear segment. The idea is to offer
an enriched product with affordability, brand
aesthetics and an aspirational value. It was
launched with a high decibel and differentiated
campaign that has already tasted success in a very
short span of time.

Core Product Offering/ Categories:

Equation offers men’s shirts in formal, smart-formal and club-
wear categories.

Target Consumers:

The brand targets urban male in the age category of 20 to 45
years.

Brand USP:

Offering trendy styles, contemporary cuts, top-notch quality with
high brand aesthetics at affordable prices makes the brand more
desirable over its competitors.

Brand’s Mission:

Equation aims to become the preferred lifestyle brand offering
new age and contemporary styles at attainable prices.

Future Expansion Plans:

The brand plans to expand its presence in South India, and plans
to add a few daily-wear categories in its menswear segment.
Towns or Cities Targeted in the Next Couple of Years:

The brand aims to be present in all the major cities in South
India.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 100+

Major LFS/ MBOs/ Departmental Stores Present in: The
brand is being retailed through Mahalekshmi Silks, Parthas and
Kans Wedding in India; and Al Manama Group (UAE), Regal
Group (Saudi Arabia), Smile Group (Oman) and at Mall 360
(Kuwait) abroad.

No. of Indian Cities Currently Present in: 25+

New Territory/ Region Added: The Middle East Countries
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Tango

rabbit soft child wear

100% Cotton

N

New Born to 18 Months

Baba Suit | T-Shirt | Vest | Shorts | Frock | Girls Co-ordinates | Pyjamas | Bloomers | Leggings

Manufactured By : Gemini Lifes"Y|e Pvt Lid

190 Jamunalal Bajaj Street, Kolkata - 700 007, WB, INDIA

For Distribution & Wholesale Enquiry : +91 28310 82151
For Large Format & Chain Store Enquiry : +91 23310 30451

Kl Tango.Taeko w info@geminilifestyle.com

BIGRAZAAR sTAR - More.  Total
Also available af : P c a al .
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F-STREET

Brand: F-STREET | Company: SHIPRA COMMERCIAL PVT. LTD.
Launch Year: 2016 | Brand Website: WWW.F-STREET.IN

-Street is a men’s casual wear brand targeted at the young

aspirational Indian, a.k.a, ‘aam aadmi’. The urban youth wishes

to identify with brands at every line of purchase, which brings
F-Street to the big mid-segment dilemma, i.e,, brands are expensive and
unbranded isn’t cool enough. The brand ideology is borne out of that
gaping hole in the system. F-Street was launched in July 2016 and aim
to be the No.1 casual wear brand in the mid segment.

Core Product Offering/ Categories:
F-Street’s product basket comprises of
t-shirts, casual shirts, formal shirts, denims,
cotton trousers, formal trousers, shorts,
longers, blazers, waist coats and fashion
accessories.

Target Consumers:

The brand targets young Indian middle class
men.

Brand USP:

F-Street’s USP lies in offering a variety of
high quality and fashionable products at the
right price, for the discerning young men.
F-Street claims to be a fashion forward brand
and always looks forward to bring unique
products to its customers.

Future Expansion Plans:

The brand is planning to open 20 new stores
by April 2017 and a total of 50 by the end of
2019. It is also looking forward to increase its
SISs and online presence across the country.
Towns or Cities Targeted in the Next
Couple of Years:

F-Street has plans to target tier -II, -III and IV
cities in East India. The brand is focusing on
expanding its reach to West Bengal, Odisha,
Jharkhand and Bihar. It is also looking

at cities like Kolkata, Asansol, Durgapur,
Ranchi, Dhanbad, Cuttack, Bhubaneswar,
Patna, Gaya, etc., for business expansion.
Integrating Omni-channel Operations:
The brand believes that integration of all

these channels requires an efficient planning

IMAGES Business of Fashion

and supply chain process. For F-Street, the
key is to make its products available to its
customers through any channel possible.
The brand is working, through a centralised
inventory at its warehouse, for its channels at
the moment and looking forward to utilsing
the power of technology to manage the best

that is omni channel.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 7

Total no. of MBOs: 15

Total no. of SISs: 5

Total Space Covered by EBOs & SISs: 5,500
sq.ft.

Major LFS/ MBOs/ Departmental Stores
Present in: The brand is present in large
format stores like Favorite Shop and Citi
Style.

No. of Indian Cities Currently

Present in: 17

X




FITZ & SOLEMIO

Brand: FITZ & SOLEMIO | Company: TEXPERTS INDIA PVT. LTD.
Launch Year: 2002 | Brand Website: WWW.FITZSTUDIO.CO

ith the passion of providing a complete

solution to the textile fraternity, Texperts

India was conceived in the year 2002.
Moving from yarn to fabrics and fabrics to clothing, it
has created two mens wear brands - Fitz and Solemio.
Fitz offers active wear range for men, while Solemio
offers mens wear range for the corporate class.

Core Product Offering/ Categories:

Under its brands, the company manufactures shirts, trousers, chinos,
t-shirts, track pants, Bermudas, shorts, jackets and sweatshirts.
Target Consumers:

The brands target the ‘GenY” and ‘GenZ’ consumers. They are
educated, upwardly mobile, experimental, fashion and fitness
conscious youth of India.

Brand USP:

Chic, contemporary and affordabale clothing for millenials inspired
by Italian designs is the USP of the brands.

Brand’s Mission:

The mission of Texperts India is to delight its customers through
aspirational lifestyle brands.

Future Expansion Plans:

After establishing the brands in large format stores, the company
has moved into multi-brand outlets, high streets and distribution
channels. They are also strenghtening their e-commerce presence
and successfully catering to institutional and B-2-B customers.
Towns or Cities Targeted in the Next Couple of Years:

The brands are charting its presence in Aurangabad, Bhopal,
Coimbatore, Jaipur, Jalandhar, Nagpur and Patna.

BRAND UPDATES (information as on 31st December 2016)
Total no. of SISs: 65

Total Space Covered by EBOs & SISs: 9,750 sq.ft. (SISs stores only)
Major LFS/ MBOs/ Departmental Stores Present in: The brands
are being retailed through Spencers, Brand Factory, More, Reliance
Retail, etc.

Major E-commerce Portals Present in: It has presence in Myntra,
Jabong, Limeroad, Voonik, Flipkart, Amazon, Snapdeal, Paytm, etc.
No. of Indian Cities Currently Present in: 34
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FLACON

Brand: FLACON | Company: OM CLOTHING CO.
Launch Year: 2007

aunched in 2007, Flacon is a women’s

denim wear brand that is known for its

trendsetter collections. The product range
is made exclusively from soft denim fabrics along
with exceptional designing and tailoring skills.

Core Product Offering/ Categories:

The brand offers ladies jeans in various styles such as skinny
fit, ankle length, power stretch denim, jog denim, etc.

Target Consumers:

The core customers of Flacon are fashion conscious ladies.
Brand USP:

Flacon manages qualitative and quantitative product range
with best prices that sustains for a long time.

Brand’s Mission:

The mission of the brand is to build a family of world class
fashion retail brand.

Future Expansion Plans:

Flacon has plans to expand its retailer base by updating them
with new launches regularly such as bikers denim, embroidered
denim, etc.

Towns or Cities Targeted in the Next Couple of Years:

The future plan of the brand is to frequently create new designs
and collections for its customers and retailers so that they can
enjoy its product range and help in expanding the domestic
retail reach.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 400

Major LFS/ MBOs/ Departmental Stores Present in: Flacon
has presence in The Chennai Silks and various other multi-
brand stores across the country.

No. of Indian Cities Currently Present in: 7

New Territory/ Region Added: Uttar Pradesh and Punjab
Brand Turnover (estimated for FY 2015-16): 34 crores
Turnover CAGR over last 3 years for FY ’16: 70%

Growth in the first 3 quarters of FY ’17 over the same
quarters in FY ’16: 6%

X
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FLAIRMEN

Brand: FLAIRMEN | Company: FLAIRMEN LIFESTYLE SERVICES PVT. LTD.
Launch Year: 2011 | Brand Website: WWW.FLAIRMEN.COM

BRANDS IN INDIA

lairmen was started by Sarita and Harshal

Pawar with the intention to cater to men’s

lifestyle needs. The brand offers an array of
exclusive and limited range of crafted leather goods
for men through online and offline channels.

Core Product Offering/Categories:

The brand offers premium range of leather bags, wallets and semi-
formal shirts exclusively for men.

Target Consumers:

Flairmen caters to corporate executives, businessmen and upper
class young men with elegance and style.

Brand USP:

The brand’s USP lies in delivering elegant designs and quality

products.

Brand’s Mission:

Flairmen aims to offer quality products to men and give them the
feeling of oneness with the brand.

Future Expansion Plans:

The brand has plans to increase it’s apparel line by offering new
designs. It will also launch non-leather bags and wallets.

Towns or Cities Targeted in the Next Couple of Years:

It has plans to enter the markets of Bengaluru, Chennai and
Mumbai.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 3
Major E-commerce Portals Present in: The brand is available on

Amazon and Flipkart.

No. of Indian Cities Currently Present in: 3
Brand Turnover (estimated for FY 2015-16): 322 lakhs
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Brand: FOCUS JEANS | Company: BENTERPRISES
Brand Website: WWW.FOCUSJEANS.CO.IN

orn from passion - passion for

inimitable style, for superlative finish,

for a perfect class, Focus Jeans started
with a very humble beginning about a decade
ago. The brand, today, is available across 2,500
retailers throughout India. Today, the brand
is renowned as one of the most contemporary
and stylish brand seen at par with any
international brand in the country that delivers
value for money products.

Core Product Offering/ Categories:

The product range is classified under eight categories such
as classics, true blues, premium, vogue - designer jeans,
exclusive jeans, jeggins, cottons and hotties.

Target Consumers:

The brand targets today’s women, who are highly conscious
about the image, product quality and are aware of the

latest fashion trends. The discerning customers comprises
between 18 to 36 years.

Brand USP:

Focus Jeans’s USP lies in its collection which is designed
keeping the Indian women in mind. Offering international
quality jeanswear at Indian prices keeps the brand above its
competitors.

Brand’s Mission:

The brand aspires to be present in the wardrobe of each and
every Indian women.

Future Expansion Plans:

Focus Jeans aims to be present in almost 4,000 to 5,000
outlets across the nation within a couple of years. It is also
seeking distributors and agents who partner with them in
their long term growth plan.

Towns or Cities Targeted in the Next Couple of Years:

In the next couple of years, the brand targets SEC A, B+ and
C category towns.

X
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GARBO

Brand: GARBO | Company: NATIONAL CLOTHING SUPPLY (I) PVT. LTD.
Brand Website: WWW.GARBOCLUB.COM

VIANI NI SANVdd

arbo is an artistic designer wear brand

for boys who are stylish, groovy and yet

subtle. National Clothing Supply (I) Pvt.
Ltd, established in 1949, launched the brand with
the mission of giving the best clothing to the
urban children. The company has over 5 decades
of experience in the garment manufacturing and
textile industry and is located in Kolkata. The
brand is known for its quality products. From
designing to procurement of materials, from
screen-printing to stitching and packaging, every
detail of the production process is meticulously
supervised by trained experts.

Core Product Offering/ Categories:

The brand’s product basket comprises of baba suits, rompers, t-shirts,
woven shirts, woven pants, etc.

Target Consumers:

Garbo tagets kids from middle and upper middle class of tier -I and -II
cities of the country.

Brand USP:

The brand’s USP lies in offering the best fashion clothes with quality
and comfort. The production line is enriched with imported state-of
the-art machinery. Routine quality checks are performed after cutting,
after screen-printing and sewing. The end result is an excellent quality-
price ratio.

Brand’s Mission:

Garbo believes in giving a lot of detailing and providing quality at
reasonable prices.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target the markets of Madhya Pradesh and

Gujarat.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 500
No. of Indian Cities Currently Present in: Pan India
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GRISHTI

Brand: GRISHTI | Company: GRISHTI
Launch Year: 2015 | Brand Website: WWW.GRISHTI.COM

rishti, the women’s fashion accessories

brand was initiated in 2015. The brand

observed a wide opportunity for designer
stoles and wraps in the market among discerning
women consumers. Since its launch, it has been well
appreciated in the market. The brand endeavours to
be creative, enthusiastic and committed; this vision
is ably supported by a highly motivated team of
creative professionals.

Core Product Offering/Categories:

Grishti offers a wide variety of printed and designer stoles, scarfs in
solid colours, etc.

Target Consumers:

The brand targets females from girls to middle-aged women.

Brand USP:

Its USP lies in being the only brand in the country that offers a wide
range of fusion of ethnic and western neckwear.

Brand’s Mission:

The brand’s mission is to ‘glamorise vision’ by accentuating any outfit
and to enhance the sensuality and fashion forward style of women.
Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to enter the markets of Jammu & Kashmir, Uttar

Pradesh, Punjab, Telangana, Tamil Nadu and Kerala.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 500
Total no. of SISs: 50

Major E-commerce Portals Present in: It has presence in Snapdeal,
Flipkart, Myntra, Voonik, Shopclues, Jabong, Ebay, Amazon, Paytm,
Limeroad and Craftsvilla.

No. of Indian Cities Currently Present in: 96

New Territory/ Region Added: Odisha, Rajasthan and Delhi

X
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Brand: GIRLISH | Company: NEW KANIKA FASHIONS
Launch Year: 2002

BRANDS IN INDIA

irlish is a fashion brand, launched in the year

2002 by New Kanika Fashions, to provide

fashionable garments for the little ones. The
company was extablished in 1994, and has been
engaged in manufacturing and export of a wide
range of kids clothes, evening gowns and kurtis,
etc. These are widely appreciated for features like
shrink resistance, colour fastness, neat stitching and
high tear strength. Equipped with latest technology,
the company has a sophisticated infrastructure to
manufacture a high quality range of kids’ clothes,
kurtis and evening gowns.

Core Product Offering/ Categories:

Girlish offers products like kids lehenga cholis, gowns, suits for the
little angels.

Brand USP:

The brand’s USP lies in maintaining a consistency in designing its
products and in offering best quality products with perfect finishing.
Brand’s Mission:

Girlish runs with a mission to provide fashion for the delicate little
darlings.

Future Expansion Plans:

Girlish is planning to spread its business pan India.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target the areas in Uttar Pradesh and North-

East India in years to come.

BRAND UPDATES (information as on 31st December 2016)

Total no. of MBOs: 300

Major LFS/ MBOs/ Departmental Stores Present in: The brand is
present in major stores like RmKV, G3, Half Ticket, Chunmun and
Sheetal.

New Territory/ Region Added: Kolkata (West Bengal)

Brand Turnover (estimated for FY 2015-16): 315 crores

Turnover CAGR over last 3 years for FY ’16: 20%

Growth in the first 3 quarters of FY ’17 over the same quarters in FY
’16: 30%
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_SPRINGFIELD

Springfield Fashions: 128, A To Z Industrial Estate, G K Marg, Lower Parel, Mumbai - 400013 Tel: 91-22-24949559, 40041233,
Email: info@springfieldfashions.com
Online store: www.springfield-estore.com
Also Shop Online: B8 amazonin snapdealf Sh®pClues MyATrA.. Pagin

For Franchise and Trade Enquiries: Contact Mr. Yogesh Shetty Ph: +91 9322213315. Email: yogesh@springfieldfashions.com.



HARD CURRENCY

Brand: HARD CURRENCY | Company: ARU ENTERPRISES
Launch Years: 1995 | Brand Website: WWW.HARDCURRENCY.COM

stablished by Paresh Chandan in Bengaluru in

1995, Hard Currency has come a long way as an

exclusive denim wear brand for men. The brand
started on a very small scale with limited manpower
and production capacity. In a short span of time, it has
grown into a company that is equipped with modern
machinery and a production capacity of half a million
pieces per annum. The brand follows strategy of
manufacturing new designs round the year in limited
quantity to maintain exclusivity and keep up with the
rapid changes in trends. Thus, its clients are provided
with a set of new styles and fresh designs, every
fortnight.

Core Product Offering/ Categories: presence in rest of the states where it has not New Territory/ Region Added:

The brand’s product portfolio comprises ventured yet, in India. Uttarakhand, West Bengal, Assam, Rajasthan
of jeans for men only. Hard Currency Towns or Cities Targeted in the Next and West Uttar Pradesh.

have three ranges of jeans, namely ‘Core’, Couple of Years: Brand Turnover (estimated for FY 2015-
‘Fashion’ and ‘Premium’. However, it does The brand has plans to target areas of 16): 318 crores

not like to constraint itself in any core Andhra Pradesh, Chhattisgarh and Madhya = Growth in the first 3 quarters of FY 17,
product offering. Hard Currency has become  Pradesh. over the same quarters in FY ’16: 15%
both an established modern classic for

its sophisticated fits as well as a leading BRAND UPDATES (information as on 31st X

trendsetter for its newest fashion forward December 2016)

washes and custom-made designs, paying Total no. of MBOs: 450 +

much attention to quality control.

Target Consumers:

Hard Currency primarily targets the middle
income fashion conscious customers in the
age group of 16- 50 years, who appreciate
quality products.

Brand USP:

The brand’s USP lies in introducing new
designs round the year in limited quantity
to avoid slow movement of any product due
to fast changes in trends. The denim brand
prides in offering to its customers a set of
fresh styles and designs, updated with the
current trends, at least twice a month.

Brand’s Mission:

Hard Currency runs with a mission to
deliver high fashion and quality clothing to
its discerning consumers.

Future Expansion Plans:

Hard Currency is planning to create a

IMAGES Business of Fashion



HATS OFF

Brand: HATS OFF | Company: HATS OFF APPARELS
Launch Year: 1989

ats Off is one of the leading t-shirts

manufacturers for men, since its inception

in 1989. With in-house designers and
merchandisers, the brand has an upper hand in
creating latest and exclusive designs. From the
choice of fabrics to the price points, the brand
offers something for every Indian youth.

Core Product Offering/ Categories:

The brand offers collared fancy t-shirts for urban men.

Target Consumers:
Hats Off caters to boys and men, who wish to have a trendy
style statement. The brand is planning to target teenagers in the

forthcoming seasons.

Brand USP:

The brand functions on the foundation of constant upgradation
with latest technology. It's USP lies in its in-house quality control
team, affordability and country wide network.

Future Expansion Plans:

The brand is planning to reach out to the untapped interiors in
certain cities in the country. The company’s online portal is also
under construction and will be brought into action in times to

come.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 1,600

No. of Indian Cities Currently Present in: Pan India

New Territory/ Region Added: Madhya Pradesh, Uttarakhand,

Kerala and Karnataka
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Brand: HOFFMEN | Company: HOFFMEN FASHIONS PVT. LTD.
Launch Year: 1991 | Brand Website: WWW.HOFFMEN.COM

offmen was launched in 1991 with a humble beginning in

Kolkata. The brand started with offering basic heavy jeans for

men. Carefully priced, these ‘essential jeans’, the first jeans to be
manufactured during those times, were a huge success that erased the
perception of denim being a western wear garment. In 2011, as a part of
its product expansion strategy, it introduced Ms HFN for women which

was a complete line of apparels for the ladies.

Core Product Offering/ Categories:

The brand’s product portfolio comprises
mainly of denims, casual and semi- casual
shirts, trousers and t-shirts.

Target Consumers:

Hoffmen caters to male as well as female
consumers in the age bracket of 18 to 35
years, from the middle and upper income
groups.

Brand USP:

Hoffmen’s USP lies in being a brand which
offers value for money to its customers.
Brand’s Mission:

The brand aspires to be one of the best value
for money fashion brand.

Future Expansion Plans:

In the immediate future, Hoffmen has
planned to go slow and consolidate. The
brand aspires to open 10 EBOs every year.
Towns or Cities Targeted in the Next
Couple of Years:

Hoffmen has plans to expand to the markets
of Raipur, Bilaspur, Bhopal, Guwahati and

other cities.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 67

Total no. of MBOs: 450

Total no. of SISs: 12

Total Space Covered by EBOs & SISs:
35,000 sq.ft.

IMAGES Business of Fashion

Major E-commerce Portals Presence in:
Hoffmen retails through Flipkart, Amazon,
Paytm, Snapdeal and Jabong. It also reaches
out to its customers through its own online
store www.hoffmen.com.

No. of Indian Cities Currently Present in:
52

New Territory/ Region Added:
Chbhattisgarh

Brand Turnover (estimated for FY 2015-
16): 358 crores

Turnover CAGR over last 3 years for FY
’16: 15%

Growth in the first 3 quarters of FY ’17
over the same quarters in FY ’16: 12%
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Brand: IN-LOOK | Company: R H ENTERPRISES
Launch Year: 2002 | Brand Website: WWW.INLOOK.IN

aunched in 2002, In-look specialises in

manufacturing western and party wear

garments for women, thus satisfying her
aspiration for quality, range, colour and style. The
brand believes in creating products for women’s
lifestyle, and to keep the products as simple, while
trying to make each part as good as possible, with
every stitch. The products are available in different
lengths, so that every woman can experience the joy
of wearing fashionable garments regardless of her

body-type.

Core Product Offering/ Categories:

The brand largely offers ladies party wear kurtis, gowns and formal
tunics, dressing and embellishing demure maidens from every
corner of the country.

Target Consumers:

In-Look targets young Indian women who have a sense of ultimate
style and fashion.

Brand USP:

In-Look’s USP lies in offering contemporary ethnic fashion to
fashion enthusiasts, at affordable price, in shades of every colour
and with irresistible colour combinations and patterns.

Brand’s Mission:

The brand runs with a mission to offer collections which make
women like and want the brand products even more. In-Look works
on the philosophy of “Look Beautiful..Feel Comfortable”.

Future Expansion Plans:

In-Look is looking for expansion in international markets and is
also planning to open more stores in 2017.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target South zone in the next couple of

years.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 1

Total no. of MBOs: 800

Total Space Covered by EBOs & SISs: 750 sq.ft.

No. of Indian Cities Currently Present in: 200

New Territory/ Region Added: Rajasthan and Madhya Pradesh

X
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INTEGRITI

Brand: INTEGRITI | Company: KEWAL KIRAN CLOTHING LTD.

Brand Website: WWW.INTEGRITICLOTHING.COM

lifestyle brand targeted at the young

generation, Integriti’s communications

represent the spirit of youth. It serves as
a canvas that narrates the bold and confident
outlook on life. By doing so, the brand becomes
a partner in their adventures and an extension
of their personality.

Core Product Offering/ Categories:
Integriti offers denims, shirts, trousers, shorts, t-shirts, polos

and sweaters.

Target Consumers:
The brand primarily targets youth specially college goers,
who are between 15 to 20 years from SEC A, Band C

segments.

Brand USP:

The brand offers stylish casuals for the new generation who
are not afraid of experimenting, exploring new fashion and
those who seek thrill.

Future Expansion Plans:
The future target of the brand is to connect with more and

more dealers and distributors each day.

Towns or Cities Targeted in the Next Couple of Years:
The brand will penetrate more into tier -II and -III cities to

reach out to more customers.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 49 (exclusive stores), 350 (K-Lounge
stores) and 15 (Integriti & Lawman Pg3 stores)

Total no. of MBOs: 3,000

Major E-commerce Portals Present in: The brand is
available at Flipkart, Jabong and Amazon.

No. of Indian Cities Currently Present in: 150+

X

VIANI NI SANVdd

O
Fod
(@]
0
-
m
(%]
S
[
>
r4
c
>
~
>3
&
%3
<
m
N
g
S




BRANDS IN INDIA

(%]
L
=
LL
o
o
o
N
Ly
)
(%)
2
>
o
<
>
r4
<
-
>~

I

(@)

3%

IRONY

Brand: IRONY | Company: IRONY CLOTHING PVT. LTD.
Launch Year: 1995 | Brand Website: WWW.IRONYJEANS.COM

he company, Irony Clothing Pvt. Ltd. started with a humble

beginning initially with the manufacturing of cotton trousers.

The company started the operations in 1995 with a brand
called Terminator, which targetted the economy and mid segment
market.Later in 1999, the company launched the brand Irony which
targetted the premium segment. The brand today holds a well known
recognition in the market for its quality and innovative fashion and
enjoys a good share of shelf space with its International competitors.

Core Product Offering/ Categories:

The brand offers casual and fashion trousers, basic and fashion denims, joggers, polo
shirts, etc. to its consumers.

Target Consumers:

Irony is positioned as a stylish brand with a focus on design and having an eye on
fashion. The brand has a clear target segment in men aged 18- 40 years, who has an
individualistic persona and who is a global Indian.

Brand USP:

The fashion brand is acclaimed for its best quality and styling.

Brand’s Mission:

Irony works with a mission to build an excellent brand equity in the market and go
global.

Future Expansion Plans:

The brand is looking forward to strengthen its product line with new international
designs and is also planning to focus its specialisation on bottom wear.

Towns or Cities Targeted in the Next Couple of Years:

Irony aspires to penetrate deeper into the existing markets and capture the brand
potential.

Integrating Omni-channel Operations:

Irony has been very instrumental in addressing the demand of both online and physical

retail channnels. It has different teams to address the needs of both the channels in retail.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 300
Total no. of SISs: 50

Major LFS/ MBOs/ Departmental Stores Present in: The brand is present in all major
MBOs across India. It also supplies to Middle East market.

Major E-commerce Portals Present in: Irony retails through Myntra, Jabong, Snapdeal,
Flipkart and many more.

No. of Indian Cities Currently Present in: The brand is currently present in markets

of Mumbai and other parts of Maharashtra, Tamil Nadu, Andhra Pradesh, Karnataka,
Assam, Kolkata, Bihar, Jharkhand, Odisha, Uttar Pradesh, Delhi, Punjab, Madhya
Pradesh, etc.

Turnover CAGR over last 3 years for FY ’16: 15%
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LONDON

Shirts | Trousers | T-Shirts | Denims

Exclusive Stores @ Asansol | Belgaum | Bhubaneswar | Burdwan | Chandannagar | Cuttack | Gangtok | Gorakhpur | Guwahati | Howrah | Jamshedpur
Kanchrapara | Krishnanagar | Kolkata | Namchi | Patna | Raipur | Sambalpur

’ . TATA n = ;
Also available @ MYNTIA.. | JABONG > | amazon.in cLiqQ F*'g;‘{;m & other leading menswear stores

@ contact@turtlelimited.com | Follow uson {18 = www.londonbridge.in




Brand: JAHANPANAH | Company: MAMTA ENTERPRISES
Launch Year: 2001 | Website: WWW.JAHANPANAH.NET

BRANDS IN INDIA

ahanpanah is pioneer in customised

designer men’s wear. Exclusively designed

and lavishly crafted, the brand offers a
classy range that could be donned for every
occasion. The brand is armed with a robust
infrastructure and everything is done in-house
- right from fabric procuring to manufacturing
and embellishing.

Core Product Offering/ Categories:
The brand’s product basket encompasses an exquisite range of
men’s party wear including shirts, party suits, Indo-western and

designer dresses.

Target Customers:
Jahanpanah targets the middle class men in the age bracket of

18 to 40 years who love colourful fashion.

Brand USP:

The brand USP lies in the class of its customer base and

range of customised products that it offers - with researched
craftsmenship and specially hand picked fabrics from different

countries.

Future Expansion Plans:
The brand is looking for franchise business (boutiques)
with customisation facilities to offer the master of fitting tag

Jahanpanah.

Towns or Cities Targeted in the Next Couple of Years:
The brand is planning to expand its presence in South India

through large format stores.

BRAND UPDATES
Total no. of EBOs: 1
Total no. of MBOs: 200+

No. of Indian Cities Currently Present in: 9o+
Turnover CAGR over last three years for FY ’16: 15%
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100%
Coftton

Ed Tango.Taeko

Baba Suit | T-Shirt | Vest | Shorts | Bermudas | Track Pants

Taeko

B3S

for smart (I[’ones

For Ages
2 Years to 8 Years

Manufactured By : Gemini Lifesfyle Pvt Lid
190 Jamunalal Bajaj Street, Kolkata - 700 007, WB, INDIA

For Distribution & Wholesale Enquiry : +91 28310 82151
For Large Format & Chain Store Enquiry : +91 93310 30451

~ info@geminilifestyle.com

Also available at :

more. Total firs

ey
MEGASTORE T By

M
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Brand: JUNIPER | Company: KISHNA EXPORTS C/O AMAN EXPORTS INTERNATIONAL
Launch Year: 2012 | Brand Website: WWW.JUNIPERFASHION.COM

uniper is an apparel brand that caters to the L 2

modern Indian woman who is independent yet

deeply rooted in tradition. It’s a classic take on -
fusion wear. The brand believes in timeless elegance, = &5
rustic exuberant creations and trendy take on % Bigsii g
international fashion. The product basket starts from s =G )
599 to 1,599. fa s - L

2
Y

Core Product Offering/ Categories: L \ ';_ : h3
The brand offers tops, tunics, placement print kurta, printed and ; - 3 A
embroidery kurtas, and fashion bottoms like cullots, skirts and slim 1

pants. . = = 5 » '.\,:

Target Consumers:
The brand’s core consumers constitute the outgoing working class = ¢
women - enterpreneur, teachers, bankers, working mothers and to all = . 3 f
independent souls. ‘
Brand USP:

Creative, beautiful prints, innovative fabrics, sound production capability

and competitive prices are the brand’s USP. g Wt

Brand’s Mission: - a
“Be confident and fabulous forever”, is the mission of the brand. It aims

to deliver beautiful Indo-western garments for the new age women 1N

Future Expansion Plans:

The brand, as of now, is focusing on large format stores. It has added
Reliance Trendz in the portfolio with 32 POS for Spring/Summer and it
plans to take it further to 300 point-of-sales by Fall/Winter 2017. It would
also reflect a steady growth of 28 percent year-on-year.

Towns or Cities Targeted in the Next Couple of Years:

Juniper is vying to enter into tier -II cities where population is more than

5 lakhs.

BRAND UPDATES

Total no. of MBOs: 7

Total no. of SISs: 13

Total Space Covered by SISs: 40,000 sq.ft.

Major LFS/ MBOs/ Departmental Stores Present in: The brand is
available in Central, Megamart, Spencers, etc.

Major E-commerce Portals Present in: Juniper is also available at
Myntra, Jabong, Amazon, Snapdeal, etc.

No. of Indian Cities Currently Present in: 78

Brand Turnover (estimated for FY 2016-17): 345 crores

Turnover CAGR over last 3 years for FY ’16: 12%

X
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Brand: KILLER | Company: KEWAL KIRAN CLOTHING LTD.
Launch Year: 1989 | Brand Website: WWW.KILLERJEANS.COM

aunched in 1989, Killer is an authentic

denim lifestyle brand, which is referred

in the market as a denim authority. Itis a
powerful brand with a unique style quotient and
especially designed for the rebellion of youth and
the revolution of the spirit that changed the face
of Indian denim industry.

Core Product Offering/ Categories:
The brand offers apparel, eyewear, footwear, innerwear, time wear,

travel gear, personal care and accessories.

Target Consumers:
Killer targets the mindset of the youth with an “attitude”.

Brand USP:
Killer has been at the forefront of innovation and research, thereby

offering unique concepts to the world of denim.

Future Expansion Plans:
The brand is working towards an aim to double the number of their

stores and their reach in the next couple of years.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 75+
Total no. of MBOs: 1,500+

Major LFS/ MBOs/ Departmental Stores Present in: The brand
has presence in Central, Lifestyle, Reliance Trends, Shoppers Stop,
Westside, etc.

Major E-commerce Portals Present in: Killer is also available at
Abof, Amazon, Myntra, Jabong and Tata Unistore.

No. of Indian Cities Currently Present in: 170

Turnover CAGR over last 3 years for FY ’16: 20%
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KIVON

Brand: KIVON | Company: KALAMEL GARMENTS
Launch Year: 2000 | Brand Website: WWW.KIVONSHIRTS.COM

BRANDS IN INDIA

aunched in 2000 by Kalamel Garments, Kivon has today

created a special niche for itself as a household name in the

domestic men’s wear market. As an established brand from
Gujarat, the fashion brand has the experience and expertise to
provide apparel that reflects the confidence of the wearer. Owing
to this, the brand enjoys equal popularity in more than 270 cities
throughout the country.

Core Product Offerings/ Categories:
Kivon’s product basket encompasses a wide range of shirts and trousers in a

profusion of fabrics, styles and designs.

Target Consumers:

The brand targets men between the age group of 20 and 50 years.

Brand USP:

Quality, innovation and reliability are the unique selling points of this brand.

Brand’s Mission:

Aiding the youth of the nation reflect confidence through their attire.

Future Expansion Plans:

Kivon aims at developing business in Haryana, Punjab and Jammu and Kashmir.

Towns or Cities Targeted for the Next Couple of Years
The brand is focusing on Chandigarh (Punjab), Hyderabad (Andhra Pradesh),
Agra and Mathura (Uttar Pradesh).

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 200

Major E-commerce Portals Present in: The brand is available on Flipkart,

Snapdeal, Paytm, Shopclues, Junglee, etc.
No. of Indian Cities Currently Present in: 270
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I00% Cotton..
I0O% Comfort-..

)
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FOR INFANTS

Cotton Casuals (India) Private Limited
12, Ho Chi Minh Sarani, Srishti Building, Unit 3A, Kolkata -700 071
Phone : +91 33 2282 9141; Mobile: +91 98300 46478; E-mail : zero.cottoncasuals@gmail.com



LAABHA

Brand: LAABHA | Company: GUNNO KNITS PVT. LTD.
Launch Year: 2015 | Website: WWW.LAABHA.COM

BRANDS IN INDIA

aabha is the brain child of Sandeep Goyal

who has been in the fabric manufacturing

business since many decades. Conceived with
the sole vision of serving the country with a brand
of international standards to celebrate the beauty
of Indian culture, Laabha is known for keeping the
essence of Indian ethnic alive.
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Core Product Offering/ Categories:

Kurtis, dresses, plazzos, pants, leggings, jeggings, tops, tunics, scarves,
dupattas, and artificial jewelry.

Target Consumers:

The brand targets the modern working class women, within the

age bracket of 20 to 45 years who are smart, independent and have a
progressive outlook.

Brand USP:

Every process is done in-house right from research and development,
designing, manufacturing; even fabric dyeing and embellishment. This
helps the brand ensure that each product rolled out is impeccable in
terms of quality.

Brand’s Mission:

Creating a global brand which promotes and celebrates the essence of
India which is made in India.

Future Expansion Plans:

The brand is looking towards opening multiple retail outlets through the
franchise model and is also in the process of opening 5 flagship stores in
Delhi NCR by March first week..

Towns or Cities Targeted in the Next Couple of Years:

Chandigarh, Bengaluru, Mumbai, Ludhiana and Delhi-NCR.

BRAND UPDATES (information as on 31st December 2016)
Major E-commerce Portals Present in: Laabha is avalable at Myntra,

Limeroad, Amazon , Ebay, Jabong, Voonik, and Paytm.
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PLUS TilnE

Men’s Ethnic Wear

Plus Time is the
royal endeavour of (
ethnic fashion K
stitched in the truest.\
essence of Indian '
tra,du!wn‘r ‘ pd = -/
culture, gwi’ng you a
kingly pasture to the
daily mundane of ‘
fashion monochrome. l
Watch the sun-kissed
moments and silver AW
moonbeams adorn /y
the fringes of your | :
royal dreams; all b
come regally true,
with Plus Time’s
majestic shades in
every hue.

Page29/PT/0117

Regd. Office: Warehouse: Phone:
9/1A, Sir Gurudas Road, 45, Radhanath Choudhury Road, +91 82320 87837
Kolkata-700 054 Kolkata-700 015, Shed No. 34, 1st Floor Email:
(Bengal Pottery Industrial Estate) plustime@yahoo.com
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LAWMANPG3

Brand: LAWMANPGS3 | Company: KEWAL KIRAN CLOTHING LTD.
Brand Website: WWW.LAWMANPG3.COM

awmanPg3 is a lifestyle brand that offers a

fashion range from head to toe. Its tag line

“Be the Star”, conveys that fame and stardom
are within one’s reach. The brand inspires men and
women to seek the spotlight and face the world
confidently.

Core Product Offering/ Categories:

The brand’s product offering comprises jeans, shirts, t-shirts, trousers
and club-wear.

Target Consumers:

Lawman targets customers who are interested in being in the
limelight. It helps in boosting that confidence through its range of
products.

Brand USP:

With its premium range of lifestyle products, Lawman Pg3 is a
gateway for those who aspire to be a star.

Brand’s Mission:

The brand believes that stardom is not restricted to a certain breed.
It expresses that stardom is a state of mind and not just about being
a celebrity.

Towns or Cities Targeted in the Next Couple of Years:

The brand aims to increase its presence from 1,000 to 2,000 cities.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 15
Total no. of MBOs: 2,200

Major LFS/ MBOs/ Departmental Stores Present in: The brand is
available at Shoppers Stop, Globus, Central, Pothys, CMR, Chandana,
Chermas, R S Brothers, etc.

Major E-commerce Portals Present in: LawmanPg3 is also present
at Flipkart, Amazon and Jabong.

No. of Indian Cities Currently Present in: 1,000

Brand Turnover (estimated for FY 2015-16):360 crores

Turnover CAGR over last 3 years for FY ’16: 20%
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Available AT OVER 300 STORES ACROSS 100 CITIES Website: www.taanzfashions.com
For Business and Trade enquiries contact Email: info@taanz.in
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Available AT OVER 300 STORES ACROSS 100 CITIES Website: www.taanzfashions.com
For Business and Trade enquiries contact Email: info@taanz.in
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LEAGUE

Brand: LEAGUE | Company: SHREE GINGER ENTERPRISES LTD.
Launch Year: 2016 | Brand Website: WWW.LEAGUEFASHION.COM

eague comes from the fully integrated

organisation, Shree Ginger Enterprises which

belongs to the Krishna Group, forerunners of the
Indian textile industry for the last five decades. League
aims to provide its customers with high quality and
trendy basic fashion wear at unbeatable value.

Core Product Offering/ Categories:

The brand offers men’s wear such as trendy, fast- fashion, classic and
timeless basic wear.

Target Consumers:

The brand’s core consumers consist of men aged between 15 to 60 years.
Brand USP:

League is manufactured by Shree Ginger Enterprises, which is an
industry stalwart and one of the largest textile manufacturing houses in
Asia. The brand is fully and organically developed in-house from fiber to
finish.

Brand’s Mission:

League is fully dedicated to provide high quality fashion wear to its
customers at affordable pricing in the everyday knitwear segment.
Future Expansion Plans:

The brand intends to keep adding core fashion products to its list. In
near future, the brand plans to provide fashion for women and kids as
well.

Towns or Cities Targeted in the Next Couple of Years:

The brand will mainly target tier -I and -II cites in Central, North and
East India.

BRAND UPDATES
Total no. of MBOs: 2,500
Total no. of SISs: 1,000

Total Space Covered by EBOs & SISs: 20 lakhs sq.ft. (approximately,
SIS stores only)

Major E-commerce Portals Present in: Th brand has partnered with
Amazon, Flipkart, Abof, Myntra, Jabong, Ebay, Limeroad, Voonik, Rediff,
Kraftly, Paytm, Shopclues and Snapdeal.

No. of Indian Cities Currently Present in: 100-120

New Territory/ Region Added: Jammu and Kashmir, Madhya Pradesh,
parts of Uttar Pradesh and East India.

Brand Turnover (estimated for FY 2015-16): 14 crores (approx.)
Growth in the first 3 quarters of FY ’17 over the same quarters in FY
’16: 65%
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BRANDS IN INDIA
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LI’L TOMATOES

Brand: LI’L TOMATOES | Company: GUNNO GROUP OF INDUSTRIES PVT. LTD.
Launch Year: 1995 | Brand Website: WWW.LILTOMATOES.COM

aunched in 1995 by Sanjay Goel, Li’l Tomatoes, from the house of

Gunno Group of Industries, is crafted for kids in the age group

of 0 to 16 years. The company is a vertically integrated and
well-equipped company with major focus on manufacturing quality
products through its state-of-the-art infrastructure. Gunno Fashion Pvt.
Ltd,, with years of valuable experience in manufacturing both fabric
and garments for children, are currently producing some of the most
impressive range of comfortable wear. With their wide range of clothes,
the brand is all set to dress little princes and divas of the 21st century.

Core Product Offering/ Categories:

The brand offers a range of products which
includes t-shirts, lowers, capri sets, tops for
girls, dungarees, etc.

Target Customers:

Li'l Tomatoes targets kids in the age group of
2- 16 years from the upper middle class of the
society.

Brand USP:

The brand’s USP lies in providing value for
money and variety at an affordable price. Li’l
Tomatoes also prides in offering garments
which are best in quality. The kids’ wear
brand runs with a mission of providing classic
clothing options for the smart champs and
pretty little angels.

Future Expansion Plans:

The company has a multipronged growth
strategy. It envisions entry into large format
stores and more multi brand stores and
spread to the markets of Uttar Pradesh,
Rajasthan, and to the western and southern

regions of the country, through distributors.

Towns or Cities Targeted in the Next
Couple of Years:
The brand has plans to target tier-II cities in

the next couple of years.

IMAGES Business of Fashion

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 6

Total no. of MBOs: 100+

Major E-commerce Portals Present in:
The brand retails through all the major
e-commerce portals including Jabong,
Myntra, Snapdeal, Flipkart, Hopscotch, etc.
No. of Indian Cities Currently Present in:
20

New Territory/ Region Added:

North India

Turnover CAGR over last 3 years for FY
’16: 27% (approx.)

Growth in first 3 quarters of FY ’17 over
the same quarters in FY ’16: 30% (approx.)
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LONDON BRIDGE

Brand: LONDON BRIDGE | Company: TURTLE LTD.
Launch Year: 2007 | Brand Website: WWW.LONDONBRIDGE.IN

BRANDS IN INDIA

ondon Bridge is a young fashion brand from the

house of Turtle Ltd,, for the urban youth of today

who live life on their own terms, seizing every
moment and enjoying it to the fullest. A brand that is as
flamboyant as it is freewheeling, London Bridge is all about
bold colours, spirited shades, trendy textures and playful
patterns. Ideal for the today’s fast-movers and go-getters
who like to stand out from the herd and be a part of a cool
new tribe. Its unique collection of cool casuals, sporty
formals, dapper denims and smart bottoms make for the
all-new fab of fashion wear.

Core Product Offering/ Categories:

The brand offers shirts, trousers, t-shirts, denims, suits, jackets, pullovers, wind
cheaters, ete. to its consumers.

Target Consumers:

London Bridge targets youth who dare to challenge the norms, break free from

regimentation and think out of the box. The brand targets men in the age
bracket of 18 to 25 years from SEC A and B in tier -II and -1II cities.

Brand USP:

The men’s fashion brand prides in providing high-fashion and trendy garments
to its discerning customers.

Brand’s Mission:

London Bridge runs with a mission to work for its consumers’ delight and
satisfaction.

Future Expansion Plans:

The brand is planning to expand to eastern regions, specifically to tier -IT and
-III cities.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target tier -II and -III towns like Hooghly, 24 Parganas,

Nadia, Howrah, etc, in the years to come.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 25

Total no. of MBOs: 500

Total no. of SISs: 79

Major LFS/ MBOs/ Departmental Stores Present in: The brand is present in
Reliance Trends.

Major E-commerce Portals Present in: London Bridge retails through major
online stores like Flipkart, Jabong, Myntra, Snapdeal, Amazon, Tata Clig, and
also through its website www.londonbridge.in.
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- Detml Clothmg Limited i

“TEX CENTRE“ (Narayan Plaza) M Wing, 1st Floor,Chandivali Road,Andheri East, Mumba1 400072
Tel — 022 28474740 Fax : 022 28474976 Website : www.texascasuals.in Email: detail@texascasuals.com
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Brand: LUX COZI | Company: LUX INDUSTRIES LTD.
Launch Year: 1995 | Brand Website: WWW.LUXINNERWEAR.COM

BRANDS IN INDIA

ux Cozi is a leading player in the Indian innerwear

market with its strong presence in the mid to economy

segment. Its a “value for money brand” which offers great
comfort and style at a very affordable price. With more than
six decades of experience, today Lux Cozi is well known as the
people’s brand in the country, satisfying consumers with its
uncompromised quality and style.

Core Product Offering/ Categories:

Currently, Lux Cozi proudly boasts of a product portfolio of 100+ products offering
men’s and kids’ innerwear, represented by some of the most prominent sub brands
such as Lux Cozi Bigshot and Lux Cozi Glo. Lux Cozi Vest is by far one of the largest
vest brand in the economy category even for kids. Lux Cozi Bigshot is one of the

most favoured consumer products in boxer and briefs. The new range of premium,

stylish and ultra-soft innerwears - Lux Cozi Glo collection are also appreciated by the
fashion concious youth of the country.

Target Consumers:

Lux Cozi has always been the consumers’ brand. The core consumers of the brand
are the discerning value consumers who believe in paying for the quality offered.
Brand USP:

Lux Cozi, from the very beginning, believes in providing the best quality products

to its customers without making big holes in their pocket and this makes it the most
preferred brand among the consumers.

Brand’s Mission:

The brand’s mission is to be recognised as the best Indian hosiery company globally
and to drive the industry towards sustainable growth and development. The brand
always ensures to provide complete satisfaction and utmost comfort for every

consumer by creating top notch products.

BRAND UPDATES (information as on 31st December 2016)

Major LFS/ MBOs/ Departmental Stores Present in: The brand is present in
major large format stores like ITC Choupal, Brand Factory and Spencers.
Major E-commerce Portals Present in: Lux Cozi retails through online stores
like Amazon, Flipkart, Snapdeal, Jabong and Homeshop 18. It also caters to its
consumers through its own e-commerce website www.luxinnerwear.com.

No. of Indian Cities Currently Present in: Pan India

Brand Turnover (estimated for FY 2015-16): 3876 crores

Turnover CAGR over last 3 years for FY ’16: 8.47%
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Aarkay Enterprise
25. 1st fl oor, Madhuban Industrial Estate, Near paper Box, Off Mahakali Caves Road, Andheri east Mumbai 93
email: info@tuliplingerie.in | Contact Rizwan 9820086176/ Siraj 9869770772
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LYRA

Brand: LYRA | Company: EBELL FASHIONS PVT. LTD.
Launch Year: 2012 | Brand Website: WWW.MYLYRA.COM

yra is a complete
women’swear brand from
the house of Ebell Fashions,
a Lux Group company. Launched
in 2012 as Lux Lyra, the brand
became the first legging brand
in the country. In a short period
of time, Lyra has successfully
established its foothold in the
mid to premium segment and
is enjoying a very high level
of consumer awareness and
consumer loyalty.

IMAGES Business of Fashion

Core Product Offering/ Categories:

Lyra offers a wide range of leggings for
women comprising churidars, ankle-lengths,
capris and also a premium range of leggings
named ‘Silk’. The brand also offers special
winter leggings for women, which keep them
warm and comfortable during the chilly
winter season. It also introduced casual wear
range with stylish trackpants. Along with this,
the brand also offers a beautiful range of kids’
leggings for little girls in the age group of 5
to 14 years.

Target Consumers:

The target consumers of Lyra are self
independent women who prefer to own a
good product at a decent and affordable
price. Women who like to be in style and
are fashion conscious, prefer Lyra products
as they bring elegance and comfort to their
daily wear.

Brand USP:

The quality of Lyra products is the core
USP of the brand. The brand’s products

are comfortable to wear and easy to carry.
The availability of the products at a very
economic price is another important factor
which attracts consumers to choose Lyra
over other brands.

Brand’s Mission:

Lyra runs with a mission of being the

most desirable and sought after women’s
wear brand in the country by fulfilling the
promise to delight the consumers with their
uncompromised quality and style.

Future Expansion Plans:

After succesfully launching trackpants,
Lyra is ready to extend their loungewear
range with more styles of trackpants and
other items. Along with this, Lyra is also
planning to extend its brand portfolio to
intimate wears with a range of lingerie

and accomplish its dream of becoming

the complete women’s wear brand of the

country.

\

BRAND UPDATES (information as on 31st
December 2016)
Total no. of EBOs: 3

Major LFS/ MBOs/ Departmental

Stores Present in: The brand is present

in Spencers, Brand Factory, ITC Choupal,
Walmart and Style Bazar.

Major E-commerce Portals Presence in:
Lyra retails through websites including
Amazon, Flipkart, Snapdeal, Jabong and
Homeshop 18. The brand also caters to its
consumers through its own online store
www.mylyra.com.

No. of Indian Cities Currently Present in:
Lyra is currently present across 25 states in
the country.

Brand Turnover (estimated for FY 2015-
16):3160.48 crores

Turnover CAGR over last 3 years for
FY’16: 84.31%
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Brand: MARSHMALLOWS | Company: ROMANO APPARELS PVT. LTD.
Launch Year: 2017 | Brand Website: WWW.LITTLEKANGAROOS.COM

arshmallows is a brand from the house of fW s
Romano Apparels offering an unmatched ] e
collection of babies and infant clothing.

True to it’s word, the collection comprises products

which are soft, pastel and technically sound in every
aspect and delicate and safe for babies’ skin.

- s ol
Core Product Offering/ Categories:

The brand offers a wide range of sets, frocks, rompers, A-lines, and ' ‘ ’
jumpsuits for newborns and upto 2 years old babies. ) —

Target Consumers:

The Mrp’s of the products are very competitive hence making it &

affordable to the average Indian consumer. 2 ".‘ P

Brand USP:

Marshmallow aims to provide international fashion at affordable
and economical retail prices.

Brand’s Mission:

The brand endeavours to make the initial years of parenthood a
little more special.

Future Expansion Plans:

The brand has plans to open more exclusive brand outlets

/
in different territories throughout the country. It also aims at ¢ f
strengthening its foothold through presence in more large format -ﬂg .
stores.
) =y
Brand Update: A # .

Total no. of EBOs: 3 g !

Total no. of MBOs: 600+

Total no. of SISs: 8
Total Space Covered by EBOs & SISs: 20,000 sq.ft.

Major LFS/ MBOs/ Departmental Stores Present in: The brand
has presence in Globus, Chunmun, Kapsons, Stanmax, RituWears,
Bindals, Appeal, etc.

Major E-commerce Portals Present in: The brand has partnered

with Firstery to retail its products.

No. of Indian Cities Currently Present in: Pan India

X
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MASH UP

Brand: MASH UP | Company: HALF TICKET APPARELS
Launch Year: 2014 | Brand Website: WWW.MASHUP.FASHION

ash Up is a young and energetic brand

that meets the style and demands of urban

Indian boys. Persuading the tween and teen
boys to look beyond casual jeans-and-t-shirt look for
every occasion, the brand offers choicest selection of
casual, designer and party shirts for boys.

Core Product Offering/ Categories:

Mash Up offers casual, formal, designer and party-wear shirts for boys
from 6 to 16 years.

Target Consumers:

Fashion conscious young boys and their parents who seek stylish
options to dress differently on every occasion.

Brand USP:

Mash Up stands out with its fine tuxedo shirt with bow ties and
effortlessly stylish casual shirts.

Brand’s Mission:

The brand’s mission is to redefine the outlook towards fashion for boys,
by offering them with unmatched styles.

Future Expansion Plans:

The brand has plans to setup around 30 shop-in-shops retail concepts
in large format stores soon. Also, it has plans to extend its product
portfolio to designer t-shirts, blazers and waistcoats later this year.
Towns or Cities Targeted in the Next Couple of Years:

The brand will expand its presence in Chattisgarh, Hyderabad (Andhra
Pradesh) and Telangana.

BRAND UPDATES (information as on 31st December 2016)

Total no. of MBOs: 850

Major LFS/ MBOs/ Departmental Stores Present in: The brand has
presence in The Chennai Silks, Pothys, Sri Devi Textiles, etc.

Major E-commerce Portals Present in: Mash Up is also available on
Jabong, Amazon, Flipkart, Snapdeal and Paytm.

No. of Indian Cities Currently Present in: 70-80

New Territory/ Region Added: Kolkata (West Bengal) and North-East
states

Turnover CAGR over last 3 years for FY ’16: 30%

Growth in the first 3 quarters of FY ’17 over the same quarters in FY
’16: 30%

X
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Brand: MEXICO | Company: MEXICO CLOTHING CO.
Launch Year: 2004 | Brand Website: WWW.MEXICOJEANS.COM

exico is a family-owned company producing
quality denimwear for men for nearly a decade.
It started its business when basic jeans were
ruling the market and the concept of fashion was just
entering denim category. The brand quickly caught
on the fashion concept and gave new fits, fabrics and
innovative washes to its customers.

Core Product Offering/ Categories:

The brand makes denim for men and women, who are fashion savvy yet
cost conscious. In men’s category it’s range starts from 3999 upto 31,999. In
women’s its price ranges between 3999 to 31,499.

Target Consumers:

In men’s category, Mexico caters to fashion audience between the age
group of 18 to 35 years. Its basic range targets consumers from 35 to 60
years. While, in women’s segment the brand targets the age group between
18 to 30 years in the fashion segment and upto the age of 45 years in it’s
basic range.

Brand USP:

Mexico works on a unique concept where it gives around 100 colour shades
in its basic product portfolio. Offering international fashion at affordable
prices is its USP.

Brand’s Mission:

The brand’s mission is to become a complete lifestyle brand for men in the
coming years.

Future Expansion Plans:

The brand plans to start manufacturing shirts and t-shirts by 2018. The
price band will be positioned between 999 to 31,499 for a fashion casual
shirt. It will also soon start retailing through popular e-commerce channels.
Towns or Cities Targeted in the Next Couple of Years:

Mexico is planning to enter Karnataka, Bihar, Uttar Pradesh and Gujarat.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 800

No. of Indian Cities Currently Present in: The brand is well placed

in Tamil Nadu, Delhi, Andhra Pradesh, Haryana, Jammu & Kashmir,
Himachal Pradesh, Assam, Nagaland, Manipur, Punjab and Maharashtra.
They also export to Dubai, Qatar, Sharjah, Bahrain, Jeddah and Doha.
New Territory/ Region Added: Kerala

Turnover CAGR over last 3 years for FY ’16: 33%

X
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NOVIO

Brand: NOVIO | Company: DENIMATIC INDIA PVT. LTD.
Launch Year: 2016

aunched in 2016, Novio uses the most

advanced technology Silver Knight

Process where all the garments are
processed with active silver nano and also
provide a 360 degree stretch.

Core Product Offering/ Categories:
Novio’s product basket comprises of leggings, jeggings, printed

leggings, denim jeggings, tops, kurtis, track pants, etc.

Target Consumers:
The brand’s products are for all segments, aged 16 years and

above. The price range of the products ranges from ¥199-900.

Brand USP:
Novio’s USP is its quality products. The brand has been

providing international quality at Indian prices,

Brand’s Mission:
The brand works to provide quality products to its customers.
Novio’s mission statement emphasises on providing quality for

all at a reasonable price.

Future Expansion Plans:

Novio aspires to expand its range of kurtis and also introduce
plus size for its entire product range.

BRAND UPDATES (information as on 31st December 2016)

Total no. of MBOs: 1,000
No. of Indian Cities Currently Present in: Pan India

X
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Brand: NUTEEZ | Company: NUTEEZ
Launch Years: 2011 | Brand Website: WWW.NUTEEZ.COM

uteez is a young online lounge wear brand that offers

a range of leisure wear for men, women and children.

Launched in 2011 and having entered the market in
2013, the brand lays emphasis on quality and design. The entire
collection is made in India and designed by designers based
both in India and overseas. From the quality of yarn to the
manufacturing process, the brand offers apparel range which
is high on quirky designs, vibrant colours and is 100 percent
cotton knit. Nuteez already occupies a successful, longstanding
partnership with a popular American lounge wear brand, Lazy
One, which showcases a range of fun, humorous clothing, and
has in turn, expanded the markets of the brand.

Core Product Offering/ Categories:

The Brand offers boxers, pajamas and shorts sets for men; pajama sets, night dresses
and night gowns for women and also pajama sets for kids.

Target Consumers:

Nuteez targets male and female consumers in the age group of 18- 35 years, kids in the
age bracket of 2 to 10 years and 3 to 18 months old infants.

Brand USP:

The brand’s USP lies in offering quirky designs, vibrant colours, comfort fit, super soft
hand feel and top quality garments to its consumers.

Brand’s Mission:

Nuteez runs with a mission statement of working with ‘Made in India’ initiative in
order to make its customers cozy and happy.

Future Expansion Plans:

Presently, Nuteez operates online through online channels. The brand is looking to
expand its presence in MBOs and LFS this year.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target metros and top cities in India in the next couple of

years.

BRAND UPDATES (information as on 31st December 2016)

Major E-commerce Portals Present in: The lounge wear brand retails through
e-commerce giants like Amazon, Myntra, Flipkart, Jabong, Snapdeal, Paytm,
Shopclues, Voonik and also through its own online store www.nuteez.com.

No. of Indian Cities Currently Present in: The brand currently retails through online
channels only.

New Territory/ Region Added: The brand has recently spread out to the markets of
USA through Amazon.com.

Brand Turnover (estimated for FY 2015-16): 31.25 crores

Growth in the first 3 quarters of FY ’17 over the same quarters in FY ’16: 80%
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Brand: OFFICER | Company: OFFICER FASHION CRAFT PVT. LTD.
Launch Year: 1990 | Brand Website: WWW.OFFICERFASHION.COM

BRANDS IN INDIA

fficer is a trusted menswear brand

since the past 26 years. It offers trendy

collections that are fuss-free and
showcases global fashion while focusing on one
major aspect - comfort married to versatility.

Core Product Offering/ Categories:

The brand offers formal and casual wear shirts, trousers and
denims for men.

Target Consumers:

Officer targets middle and upper segment consumers and at
the same time offers value for money range and youthful appeal
collection.

Brand USP:

Officer is a trusted brand and enjoys a mass recognition among
its customers.

Future Expansion Plans:

The brand has plans to venture deeper in the area where they
have not entered before to increase its presence.

Towns or Cities Targeted in the Next Couple of Years:

Officer aims to enter into all the major cities in East India.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 2
Total no. of MBOs: 2,000+

Total no. of SISs: 50

No. of Indian Cities Currently Present in: 500+

New Territory/ Region Added: North-East India

Brand Turnover (estimated for FY 2015-16): 380 crores
Turnover CAGR over last 3 years for FY ’16: 15%

Growth in the first 3 quarters of FY ’17 over the same quarters
in FY ’16: 10%
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OKS BOYS & OKS MINI

Brand: OKS BOYS & OKS MINI | Company: SEEMA ENTERPRISES
Launch Year: 2007 | Brand Website: WWW.OKSSHIRTS.COM

BRANDS IN INDIA

ks Boys and Oks Mini were born with the idea of

styling little boys. They are leading and the fastest

growing fashion brands representing style and
quality for boys and infants. With a range in stripes, checks,
solids, prints and more, the brands have added variety in
kids wear and have given boys another thing to like - style.

Core Product Offering/Categories:

Oks Boys produces a range of shirts, t-shirts and all kinds of tops for boys of
2 to 14 years. While, Oks Mini offers a collection of bottomwear and shirts for
infants starting from 3 months to 15 months.

Target Consumers:

Both the brands look at customers who want to dress their kids in style and
respect the price and the brand.

Brand USP:

Oks Boys has a fashionable mix and is demarcated as a high-street brand. On
the other hand, Oks Mini with its pampering qualities undertands the need
of infants.

Brand’s Mission:

The brands follow the mantra of being aggressive and keep moving and give
innovative products to the market.

Future Expansion Plans:

The brands are planning an expansion in their product category by launching
bottomwears in all categories which will give the best of international fashion
to their customers in India. This is planned to be introduced by 2019.

Towns or Cities Targeted in the Next Couple of Years:

The brands are looking at expansion and searching for distributors in North
East, Jharkhand, Odisha and West Bengal.

Integrating Omni-channel Operations:

The company has professionally defined its omni-channel working wherein
it has different teams to handle offline and online retailing and maintains a

seamless experience across channels.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 800
Total no. of SISs: 50

Major E-commerce Portals Present in: The brands are present on Amazon,
Flipkart, Jabong, Snapdeal, etc.

No. of Indian Cities Currently Present in: 75

Turnover CAGR Over Last 3 Years for FY ’16: 40%

Growth in the first quarter of FY ’17 over the same quarter in FY "16: 10%
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Mehta Garments Pvt. Ltd.

Mfg : DENIM, CASUALS, CLUB WEAR, FORMALS [=]
65/66,Sahajanand Shopping centre, Opp. Shrinath Travels, -
Shahibaug Road, Ahmedabad-04. Ph:91-79-25623385 Fax:91-79-25633595 K
Email:mgpl_puff@hotmail.com Url: www.puffijeans.com E E

Contact person: Mr Anil Mehta: +91 93270 56614 Mr. Bhavesh Mehta:98250 34501



Brand: ONN | Company: LUX INDUSTRIES LTD.
Launch Year: 2010 | Brand Website: WWW.KEEPITONN.COM

nn is the premium

men’s innerwear and

casual wear brand from
the house of Lux Industries.
Launched in 2010, the brand
soon garnered a substantial
20 percent market share
in the premium innerwear
segment. Crafted with the latest
technology, the Onn range of
products effectively touches the
style nerve of the fashionable
Indian male and makes them
look cool and comfortable for all
day long.

IMAGES Business of Fashion

Core Product Offering/ Categories:

The product basket of Onn comprises
different ranges of innerwear including
Grande, Comfortz, Sportz, Trendz, etc. The
brand also offers fashion range in innerwear
like Denimz, Premiumz, Bling and Italia
which are very popular among the youth.
Along with this, it also offers a complete
range of leisure wear products comprising
three-quarter pants, track pants, shorts and
t-shirts under its Casualz range.

Target Consumers:

The brand targets consumer in the age
bracket of 21 to 24 years.

Brand USP:

The international styling of the brand
products along with perfect fit and comfort is
the USP of the brand which force consumers
to choose it over other brands. The brand’s
attractive pricing policy is also an important
factor that helps it in setting its foothold in
the market.

Brand’s Mission:

Onn runs with a mission to provide products
which promise of comfort, style and
durability.

Future Expansion Plans:

In order to consolidate its market position
and to develop a strong relationship with

its loyal customer base, Onn premium wear
is set to launch some more styles in their
Casualz range comprising track pants, shorts
and t-shirts. Furthermore, a new range of
innerwear with bikini briefs, mini trunks and
long boxers are also in pipeline, which will

be soon launched.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 10

Total no. of MBOs: 20,000

Major LFS/ MBOs/ Departmental
Stores Present in: The brand is present
in Pantaloons, Hypercity, Brand Factory,

Central, etc.

Major E-commerce Portals Present in:
Onn retails through top e-commerce portals
like Amazon, Flipkart, Snapdeal, Jabong and
Homeshop 18. It also caters to its consumers
through the brand’s own online store www.
keepitonn.com.

No. of Indian Cities Currently Present in:
Pan India

Brand Turnover (estimated for FY 2015-
16): 365 crores

Turnover CAGR over last 3 years for FY
’16: 34.02%

X



PINK ‘N’ PURPLE

Brand: PINK ‘N’ PURPLE | Company: DEEPEEJAY TEXTILES (P) LTD.
Brand Website: WWW.PINKNPURPLE.CO.IN

VIANI NI SANVdd

eepeejay Textiles (P) Ltd., was launched in 1986 with

a vision to replenish superior quality products. The

company initially started with production of vests and
briefs and then in 2009 it came up with ladies bottom wear
range. The brand Pink ‘n’ Purple offers products in cotton based
fabric and is highly applauded in the Indian market because
of its comfortability and durability. The brand introduced
Bollywood Actress Soha Ali Khan as its brand ambassador in
the year 2014.

Core Product Offering/ Categories:

Pink ‘n’ Purple’s product basket comprises of churidar leggings, ankle lengths,
palazzos, printed leggings, striped leggings, kids leggings and capris.

Target Cosnumers:

The brand targets female consumers in the age group of 15- 45 years.

Brand USP:

Pink ‘n’ Purple prides in providing the best in quality fabrics with perfect fitting
and a wide variety of colour options to choose from, to its consumers.

Brand’s Mission:

The brand’s mission statement lies in giving its women customers freedom to
choose from a wide range of superior quality products.

Future Expansion Plans:

The fashion brand aspires to spread out to new areas like the states of South
India. Pink ‘n’ Purple is also planning to introduce new product lines including
camisoles, kurti slips and lounge wear.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to aggressively penetrate into the tier -I and -1I cties in the
next couple of years.

Integrating Omni-channel Operations:

Pink ‘n’ Purple uses its portal www.pinknpurple.co.n to cater to consumers and

areas where the brand has not reached yet.

BRAND UPDATES (information as on 31st December 2016)

Major E-commerce Portals Present in: The women’s leggings brand retails
through e-commerce portal like Amazon and also through its own online store
www.pinknpurple.co.n.

No. of Indian Cities Currently Present in: 150

New Territory/ Region Added: Andhra Pradesh and Telangana

Growth in the first 3 quarters of FY ’17 over the same quarters in FY ’16: 45%
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POISON JEANS

Brand: POISON JEANS | Company: VIDHI MOD FASHION
Launch Year: 1980 | Brand Website: WWW.POISONJEANS.COM

oison Jeans was launched in 1980. The brand is

known for its quality craftsmanship and global

appeal. Poison introduced highly fashionable
designer jeans with ultra flattering fits and authentic
stylised belts.

Core Product Offering/ Categories:

The brand offers basic jeans as well as trendy fashionable jeans and the
recently launched coloured denims.

Target Consumers:

The brand mainly targets youth and caters to the other age groups as
well.

Brand USP:

Poison Jeans has researched and developed a range of coloured denim
jeans other than the blues.

Brand’s Mission:

The brand’s mission is to introduce new innovative products every now
and then.

Future Expansion Plans:

The brand is looking forward to venture into international markets.
Towns or Cities Targeted in the Next Couple of Years:

The brand recently entered the markets of North-East India and it

wants to explore and penetrate deeper into this region.

BRAND UPDATES (information as on 31st December 2016)

Total no. of MBOs: 1,000+

Total no. of SISs: 250+

Major LFS/ MBOs/ Departmental Stores Present in: The brand has
presence in Pothys, Jaihind, C’ Lai, Cherma’s, etc.

No. of Indian Cities Currently Present in: 300+

New Territory/ Region Added: North-East India

X
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Brand: PUFF | Company: MEHTA GARMENTS PVT. LTD.
Launch Year: 1989 | Brand Website: WWW.PUFFJEANS.COM

ehta Garments launched Puff, a pioneer in

men’s denim wear in 1989. Today, Puff is one

of the most successful and widely recognised
brands in the Indian apparel industry. The brand’s R&D
team along with the designers continually create an
electrifying array of products in a variety of fabrics,
washes and cuts, using the latest technology and
processes.

Core Product Offering/Categories:

It manufactures formal, casual and denim wear for men and specialises
in bottom-wear range such as capris, cargos, cotton and non-cotton
trousers.

Target Consumers:

The brand’s apparel range targets at men between the age group of 18
to 35 years.

Brand USP:

Fashion with excellence is the cornerstone of the collection introduced
by them. The brand’s strong fashion forecasting and trendsetting
abilities have created a product range that is vibrant and trendy.
Brand’s Mission:

Puff’s mission is to exceed its customers’ expectations in quality,
delivery and cost through continuous improvement and customer
interaction.

Future Expansion Plans:

Its main target is to expand their presence throughout the country,
specially in Bihar, Uttrakahand, Punjab and Assam where it has not
entered yet. Further, it will start exporting to the US markets as well.

BRAND UPDATES (information as on 31st December 2016)

Total no. of MBOs: 700+

Major LFS/ MBOs/ Departmental Stores Present in: The brand has
presence in Pothys, Charmas, etc.

No. of Indian Cities Currently Present in: It is present in nearly 135
cities across tier -I, -II and -III cities in the country.

New Territory/ Region Added: Punjab, Haryana and Guwahati
(Assam)

Turnover CAGR over last 3 years for FY ’16: 20%

X

IMAGES Business of Fashion




RAJSHAHI POSHAK

Brand: RAJSHAHI POSHAK | Company: RATHI FASHION
Launch Year: 2011 | Brand Website: WWW.RAJSHAHIPOSHAK.COM

VIANI NI SANVdd

ajshahi Poshak, from the house of Rathi Fashion, offers a
wide range of stylish and traditional men’s ethnic wear. The
product range includes kurta-pyjamas, dhotis, sherwanis,
jackets and Indo-westerns including coat suits and trousers.
The brand offers collections for all occasions such as festivals,
weddings, social celebrations and other functions.

Core Product Offering/ Categories: like Ebay, Snapdeal, Flipkart, Amazon, Paytm

The brand offers kurta-pyjamas, dhotis, and Voonik.
sherwanis, jackets and Indo-westerns. No. of Indian Cities Currently Present in:
Target Consumers: 25

Rajshahi Poshak targets men from the mid New Territory/ Region Added: Madhya

segment families. Pradesh and Gujarat
Brand USP: Growth in the first 3 quarters of FY ’17
The brand’s USP lies in offering quality over the same quarters in FY ’16: 5%

products at competitive price.

Brand’s Mission: X
Rajshahi Poshak aims to be the prime choice
of a consumer when it comes to daily wear as
well as occasional ethnic wear.

Future Expansion Plans:

Rajshahi Poshak is looking forward to
expand through franchise stores. The brand
is also planning to penetrate in to the
markets of Assam and Jharkhand.

Towns or Cities Targeted in the Next
Couple of Years:

The brand has plans to target Ranchi, Patna,
Tinsukia, Jorhat and Nagpur.

BRAND UPDATES (information as on 31st

December 2016)

Total no. of EBOs: 1

Total no. of MBOs: 125

Total no. of SISs: 2

Total Space Covered by EBOs & SISs: 3,800
sq.ft.

Major E-commerce Portals Present in: The

brand retails through e-commerce websites
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RANGRITI

Brand: RANGRITI | Company: BIBA APPARELS PVT. LTD.
Launch Year: 2014 | Brand Website: WWW.RANGRITI.COM

angriti is a range of bright and happy women’s

wear. With a unique fusion of ‘rang’ colour and ‘riti’

fashion, Rangriti brings out a line that is a fine blend
of feminine cuts and beautiful shades in sync with the
latest fashion trends. The brand provides high-end fashion
at very attractive prices. With a wide range of beautiful
kurtas, anarkalis, churidars, dupattas, leggings and kurtis
in pleasing prints, colours and patterns, the brand aims
at bringing freshness, variety and style to every woman’s

closet.

Core Product Offering/ Categories:

The brand offers a wide range of products
for women. In top wear, the product basket
comprises kurtas and anarkalis and in botton
wear, it offers churidars, skirts and palazzos
in pleasing prints, colours and patterns.
Target Consumers:

Rangriti caters to women in the age group of
20 to 30 years.

Brand USP:

The women’s brand’s USP lies in being a
women’s wear fashion brand in the value
segment.

Brand’s Mission:

Rangriti runs with a mission to be a 500
crores brand in the next 5 years.

Future Expansion Plans:

Rangriti has plans to expand and spread its
operation in the tier -IT and -III cities of the

country.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 17

Total no. of MBOs: 167

Total no. of SISs: 8

Total Space Covered by EBOs & SISs:
16,514 sq.ft.

Major LFS/ MBOs/ Departmental Stores
Present in:

The brand is present in major large format
stores like Reliance Trends, Shoppers Stop,
Central, Megamart, More, etc.

IMAGES Business of Fashion

Major E-commerce Portals Present in:
The brand is available on Amazon, Myntra,
Jabong, Limeroad, Voonik, Flipkart, Reliance
Ajio and Snapdeal. Rangriti also retails
through its own online store www.rangriti.
com.

No. of Indian Cities Currently Present in:
124

New Territory/ Region Added:
Delhi-NCR, Bengaluru, Mumbai and
Jharkhand
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RED RIDING

Brand: RED RIDING | Company: HARSH INTERNATIONAL IMPO EXPO
Launch Year: 2016 | Brand website: WWW.REDRIDING.IN

BRANDS IN INDIA

ed Riding is a part of the Mahak Group,

established in 1994. Today, it is one of the

leading business house with a turnover of
over 35,000 crores through tobacco products like
Chaini Khaini and Mahak Pan Masala; chaini
bidi, confectioneries like ChocOn and Jelly Belly;
fashion accessory brand, Red Riding and, the
recently launched detergent brand, Woosh.

Core Product Offering/ Categories:

Red Riding is known for its range of classy yet elegant scarves
that are perfect for every occasion.

Target Consumers:

Young females that are price conscious but are highly sensitive
to the latest fashion trends.

Brand USP:

Perfect combination of premium range of 1500 designs in 20
fabrics at an affordable price.

Brand’s Mission:

The brand aims to offer fashion and quality at the best price

and expand on a continuing basis.

BRAND UPDATES
Total no. of EBOs: 45
Total no. of MBOs: 100+
Total no. of SISs: 1,000

No. of Indian Cities Currently Present in: 200

New Territory/ Region Added: Nashik, Muradabad, Greater
Noida, Agra, Guwahati, Hyderabad, Vijaywada, Chennai,
Indore, Bhopal, Patna, Ranchi, Ahmedabad, Surat, Lucknow,
Dehradun and Goa.

Total Space Covered by EBOs & SISs: 10,000 sq.ft. (approx)
Major LFS/ MBOs/ Departmental Stores Present in: The
brand is available at RituWears and Suvidha.

Major E-commerce Portals Present in: Red Riding has
presence at Amazon, Snapdeal, Limeroad and its online store

www.redriding.in.
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RICADO DENIMS

Brand: RICADO DENIMS | Company: GEESON’S INDUSTRIES PVT. LTD.

Launch Year: 1974

eeson’s Industries has been manufacturing men’s denim

wear under its brand, Ricado, since more than three decades.

Through creativity and innovation, Ricado has always
focused on the youth and their aspirations and built up their product
portfolio accordingly. The brand is sold in Indian markets as well as
exported to the western and the Middle East countries.

Core Product Offering/ Categories:

The brand offers cotton casuals and denim
collections under its men’s wear range.

It also fabricates garments as per clients
specification.

Target Consumers:

The brand targets men from middle-income
class across the country.

Brand USP:

Providing quality products and services that
exceeds the expectations of its customers
keeps them above competition.

Brand’s Mission:

It's mission is to build a long term
relationship with the customers and provide
exceptional and consistent quality products
by pursuing business through innovation
and advanced technology.

Future Expansion Plans:

The brand has plans to tie-up with major
e-commerce portals to increase its reach
among its customers. It also plans to export
to American and European countries.
Towns or Cities Targeted in the Next
Couple of Years:

The brand has plans to enter the markets of
North-East India.

IMAGES Business of Fashion

BRAND UPDATES (information as on 31st
December 2016)

Total no. of MBOs: 250 (approximately)
Major LFS/ MBOs/ Departmental Stores
Present in: Ricado Denims is available at
The Chennai Silks, Pothys, Kalyan Silk,
V-Mart, Vishal Megamart, Metro Bazaar,
Bazaar Kolkata, etc.

No. of Indian Cities Currently Present

in: The brand has presence in the cities of
Jammu & Kashmir, Haryana, Delhi, Madhya
Pradesh, Chattisgarh, Maharashtra, Gujarat,
Kerala, Tamil Nadu, Andhra Pradesh,
Telengana and West Bengal.

New Territory/ Region Added: Kerala,
Uttarakhand, Himachal Pradesh and
Guwahati (Assam)

X
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ROCKSTAR JEANS

Brand: ROCKSTAR JEANS | Company: ROCKSTAR FASHIONS INDIA PVT. LTD.
Brand Website: WWW.ROCKSTARJEANS.COM

ockstar Jeans claims that it was not born to sell, but

to be excited about every sketch, every stitch, every

fabric, every work of art. Within seven years of
inception, it has a solid presence in almost 1,800 MBOs.
Partnered with leading national retailers, Rockstar Jeans
is driving its product line into every nook and corner of
India. Currently, the brand manufactures over 1.8 million
units a year.

Core Product Offering/ Categories:

The brand offers denims, trousers, shirts, linen and t-shirts.

Target Consumers:

Rockstar Jeans targets men in the age bracket of 16 to 35 years.

Brand USP:

The brand’s USP lies in consistently managing to shelf the most recent
fashion trends and ensuring the consumers have first hand access to the
latest in fashion at affordable prices.

Future Expansion Plans:

Rockstar Jeans is planning to acquire better market share from the existing
territories, while adding new geographies, thus further extending its
portfolio and product.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target the areas of Kerala, Jharkhand and Bihar in the

next couple of years.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 4
Total no. of MBOs: 1,500

No. of Indian Cities Currently Present in: 15
New Territory/ Region Added: Chhattisgarh, Vidarbha and the North-East
Turnover CAGR over last 3 years for FY ’16: 25%
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Brand: SABHYATA | Company: SABHYATA
Launch Year: 2003 | Website: WWW.SABHYATACLOTHING.COM

stablished in 2003 with an initial investment

of %10 lakhs, Sabhyata, is the brain child of two

brothers Pankaj and Anil, who look after the
complete functioning of the brand. The brand was
bought as a premium Indian Ethnic brand which
caters to women from all walks of life. What sets
the brand apart is the prominent use of indigenous
techniques such as Dabu prints, vegetable dyes,
indigo, etc.

Core Product Offering/ Categories:

A mix of ethnic and Indo-western with a mix of casual wear which
caters to working women as well as homemakers. The product basket
includes kurtas, shirts, tops, tunics, churidaar, palazzos, leggings, etc.
Target Consumers:

Women from middle and upper middle class in the age bracket of 20 to
50 years from metros, tier- II and -III cities are the brand’s customers.
Brand USP:

Sabhyata’s USP lies in offering high quality products at affordable
prices.

Brand’s Mission:

“Ethnicity redefined”, is the mission of the brand.

Future Expansion Plans:

As of now, the brand is expanding aggressively and is planning to

take the store count to 100 by end of 2017, along with ramping up
e-commerce sales and exports. It is also vying to expand its retail
footprint outside India.

Towns or Cities Targeted for the Next Couple of Years:

The brand is targeting the South and East parts of the country
particularly Kerala, Goa, Chennai (Tamil Nadu) and Guwahati (Assam).

BRAND UPDATES
Total no. of EBOs: 41
Total no. of MBOs: 85

Major E-commerce Portals Present in: The brand is avaliable at
Myntra, Ajio, Jabong, Nnnow.

No. of Indian Cities currently present in: 20+

Brand Turnover (estimated for FY 2015-16): 375 crores

X
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COTLANE

Brand: SCOTLANE | Company: SCOT APPARELS
Launch Year: 1996 | Brand Website: WWW.SCOTLANEJEANS.COM

stablished in 1996, the denim wear brand Scotlane

stands for offering new fits, cuts, washes and styles in

a variety of fabrics using the latest technology and
processes. Such trend-setting innovations, along with the
company’s ability to make accurate fashion forecasts has led
to the creation of a brand that reflects the desire and attitudes
of its customers.

Core Product Offering/ Categories:
Scotlane offers basic denim, cord-super denim, 4-way stretch, corduroy, cotton

trousers, yarn dyed and fancy bottom-wear for men.

Target Consumers:

The brand targets men from 18 to 50 years old.

Brand USP:
Known for its innovative jeans and trousers, Scotlane has been manufacturing
men’s garment for more than two decades offering the latest innovation in fabric

variations at the most affordable price range.

BRAND UPDATES (information as on 31st December 2016)
Major E-commerce Portals Present in: The brand is available on Amazon,
Snapdeal, Paytm, Flipkart, etc.
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Brand: SHERIFF | Company: C KINTERNATIONAL
Launch Year: 1985 | Brand Website: WWW.SHERIFF.CO.IN

heriff started with manufacturing shirts, then

added t-shirts to its portfolio and now, its a

complete men’s wear brand. By using the best
fabrics and offering the finest cuts and style, it has
made a strong hold in the north-east terrain. Priced
reasonably, the brand is within the reach of many
and providing them with contemporary fashion.

Core Product Offering/ Categories:

The brand offers shirts, trousers, denims, t-shirts, blazers and
accessories to its consumers.

Target Consumers:

Sheriff caters to young aspiring males in the age group of 22 to 45
years.

Brand USP:

The men’s wear fashion brand prides in providing contemporary
fashioned, high-value garments at affordable prices.

Future Expansion Plans:

Sheriff is planning to launch its range of women’s wear in the times
to come.

Targeted Towns or Cities in the Next Couple of Years:

The brand has plans to target the markets of Uttar Pradesh,

Maharashtra and Bengaluru (Karnataka) in the next couple of years.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 14

Total no. of MBOs: 500

Total Space Covered by EBOs & SISs: 7,600 sq.ft.

Major E-commerce Portals Present in: The brand is available on
Amazon, Flipkart and Snapdeal.

No. of Indian Cities Currently Present in: 40

New Territory/ Region Added: Bihar

Turnover CAGR over last 3 years for FY ’16: 25%
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Brand: SKECHERS | Company: SKECHERS SOUTH ASIA PVT. LTD. & SKECHERS RETAIL INDIA PVT. LTD.
Launch Year: 2012 (ENTRY IN INDIA) | Brand Website: WWW.SKECHERS.IN

ounded in 1992, Skechers

USA Inc, is one of the

fastest-growing footwear
companies in the United States
and globally as well. With sales
surpassing over USD 3 billion
Skechers designs, develops and
markets more than 3,000 styles.
Globally Skechers has more than

1,100 company-owned retail stores

across 120 countries. In India,
Skechers has forayed into 100
cities. They are currently present
across 1,000-plus doors with 65
exclusive brand outlets.

IMAGES Business of Fashion

Core Product Offering/ Categories:

The brand offers performance shoes for
running, walking and training which are in
trend and fashionable.

Target Consumers:

Skechers targets males and females from 16
to 40 years old in SEC A segments.

Brand USP:

Skechers’s products are known for providing

comfort that performs.

Brand’s Mission:

The brand strives to create a unique
partnership between the athletes (its
consumers) and products.

Future Expansion Plans:

This year, Skechers will add three new
categories under shoes for training, soccer
and apparels.

Towns or Cities Targeted in the Next
Couple of Years:

Tier-1I and -III cities will be the targeted

cities for this year.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 66 (including franchisee
stores)

Total no. of MBOs: 650

Total Space Covered by EBOs & SISs:
1,00,000 sq.ft. (only EBOs)

Major LFS/ MBOs/ Departmental Stores
Present in: The brand has presence in
Lifestyle, Shoppers Stop, Metro, Reliance
Retail, etc.

Major E-commerce Portals Present in:
Skechers is also available on Flipkart,
Amazon, Myntra and Jabong.

No. of Indian Cities Currently Present in:
150+

Turnover CAGR over last 3 years for FY
’16: 11.5%

Growth in the first 3 quarters of FY ’17
over the same quarters in FY ’16: 10.5%
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Brand: SOCH | Company: M D RETAIL INDIA PVT. LTD.
Launch Year: 2005 | Brand Website: WWW.SOCH.IN

powerhouse of

exquisiteness, Soch began

its journey as an in-house
brand at MD Retail owned
Favourite Shop in Bengaluru.
From designer apparel to elegant
fashion wear brand, Soch has
travelled a long journey to
become a one-stop retail brand
for all the ethnic needs. The brand
celebrates the global Indian
woman with a contemporary
lifestyle, who flaunts her ethnicity
as she sets trends and breaks
barriers, every day.

IMAGES Business of Fashion

Core Product Offering/ Categories:

The brand’s product basket comprises
sarees, salwar suits, kurtis, kurti sets,
ready-to-stitch, tunics, bottoms and cocktail
blouses.

Target Consumers:

The ethnic women’s wear brand caters to
urban Indian women from middle to upper
income groups in SEC A of the society.
Brand USP:

The brand’s USP lies in being the only one-
stop Indian fashion wear destination for the
fashion conscious women.

Brand’s Mission:

Soch runs with a mission to make Indian
fashion wear the most desirable yet
affordable for the discerning women.
Future Expansion Plans:

Soch is planning to open 40-45 stores in
different cities. It has plans to open these
stores both in the existing as well as new
cities across the country. It is also looking at
opening its first few international outlets in
FY 2018.

Towns or Cities Targeted in the Next
Couple of Years:

The brand has plans to target pan India
market, rest of Indian sub-continents and the
Middle East in order to expand its business,
in the next couple of years.

Integrating Omni-channel Operations:
Soch does real time integration of
inventories across all the three channels -
retail, warehouse and e-commerce, through a

built-in software.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 81

Total no. of MBOs: 2

Total no. of SISs: 26

Total space covered by EBOs & SISs:
1,50,000 sq.ft.

Major LFS/ MBOs/ Departmental Stores
Present in: The brand is present in Central,
Shoppers Stop, ete.

Major E-commerce Portals Present in:
Soch is available on Myntra, Flipkart,
Voonik, Limeroad, Abof, Ajio and Vilara.
The brand also reaches out to its consumers
through its own online store www.soch.in.
No. of Indian Cities Currently Present in:
36

New Territory/ Region Added: Goa,
Jharkhand, West Bengal, Odisha, Bihar,
Delhi-NCR and Gujarat.

Brand Turnover (estimated for FY 2015-
16): 3260 crores

Turnover CAGR over last 3 years for FY
’16: 46%

Growth in the first 3 quarters of FY ’17
over the same quarters in FY ’16: 23%

X
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Brand: SPRINGFIELD | Company: SPRINGFIELD FASHIONS
Launch Year: 1986 | Brand Website: WWW.SPRINGFIELD-ESTORE.COM

stablished in 1986, Springfield has been offering clothing and

accessories in tune with the latest international trends. The brand

started with manufacturing of top quality formal mens wear and
with time entered into casual wear range. Besides Springfield, its other
fashion labels include Dark Slates, YSF (Yogi Shetty Fashions) and SGK
(Suave Guru King of Style).

Core Product Offering/ Categories:
Springfield offers formal trousers, suits, jackets, casual cotton trousers, shirts, t-shirts and

jeans.

Target Consumers:

The brand targets men in the age between 21-50 years.

Brand USP:

Springfield’s USP lies in offering fashionable products in tune with international style.

Future Expansion Plans:
The brand is expanding its online retail presence and also plans to expand through licensing

route, which is by offering licenses to top retailers and large brand marketeers.

BRAND UPDATES (information as on 31st December 2016)

Total no. of EBOs: 1

Major E-commerce Portals Present in: Springfield is presently being sold through
Amazon, Flipkart, Myntra, Paytm, Shopclues, Snapdeal, etc.

No. of Indian Cities Currently Present in: Pan India

X
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Brand: STATUS QUO | Company: CRAVE CLOTHING CO. PVT. LTD.
Launch Year: 1998 | Brand Website: WWW.STATUSQUO.IN

tatus Quo is a well known brand of choice

of trendy self-directed youngsters. Offering

a complete range of fashion wear, the youth
oriented brand appeals to their dynamism, style and
outlook. Complimenting their beliefs with modish
designs, the brand aims to help them stand apart
from the teaming millions with its unique and
exciting designs along with consistent quality.

Core Product Offering/ Categories:

Status Quo’s product assortment comprises shirts, t-shirts, jogger
pants, shorts, sweat shirts, pullovers, jackets, denims, trousers, etc.
Target Consumers:

The brand’s target consumers include people who are young at heart
and in between the age group of 16 to 35 years.

Brand USP:

Status Quo’s classic style with continuous innovation gives them an
added advantage over others.

Brand’s Mission:

The brand visions to create an aspirational global fashion brand in
India.

Future Expansion Plans:

Status Quo is working to launch Status Quo women’s collection and
plans to continue expanding its kids wear market.

Towns or Cities Targeted in the Next Couple of Years:

In the next two years, the brand will target cities like Coimbatore,

Pondicherry, Thrissur, Calicut, Patna and Gangtok.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 4

Total no. of MBOs: 1,250+

Total no. of SISs: 75

Major LFS/ MBOs/ Departmental Stores Present in: Status Quo has
presence in Shoppers Stop, Lifestyle, Central, etc.

Major E-commerce Portals Present in: Apart from its web store, www.
store.statusquo.in, it is also available at Amazon, Flipkart, Myntra,
Jabong, Abof, Snapdeal, Tata Cliq, etc.

No. of Indian Cities Currently Present in: 310

New Territory/ Region Added: East and North-East regions

Brand Turnover (estimated for FY 2015-16): 110 crores

Turnover CAGR over last 3 years for FY ’16: 25%

Growth in the first 3 quarters of FY ’17 over the same quarters in FY
’16: 7%
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Brand: SUCCESS | Company: AGWANI FASHIONS PVT. LTD.
Launch Year: 1996 | Brand Website: WWW.SUCCESSONLINE.CO.IN

stablished in 1996

by Agwani Fashions,

Successis a
contemporary men’s wear
brand. Headquartered in
Kolkata, the brand started out
as a trouser manufacturer,
and today it offers a complete
wardrobe for men. The brand
presents its clients with a
fusion between the global
fashion trends and the ever-
evolving taste of the customers,
also keeping the proverbial
Indian climate in mind. As a
brand that promptly adapts
to fashion, Success has stood
its ground firmly and has also
evolved with each passing
milestone.

IMAGES Business of Fashion

Core Product Offering/ Categories:
Success is evolving to be a men’s lifestyle
brand, offering them a one-stop-shop for
all their lifestyle needs. At presently, the
brand’s core items comprise suits, blazers,
waistcoats, casual jackets, trousers, denims,
shirts, t-shirts and accessories.

Target Consumers:

Success believes that “male wardrobe
preferences change with age”. The brand
offers trendy merchandise for men from the
age of 20 years and upwards.

Brand USP:

The brand boasts of being fast adaptor of
the changing trends in men’s fashion and
also in putting forth the finished products,
intantaneously. This keeps Success at par
with the global trends whilst ensuring the
trendiest collections to its customers.
Brand’s Mission:

The brand strives to provide consumers with
the latest trends in superior quality men’s
wear at affordable prices.

Future Expansion Plans:

With the opening of two more stores in 2016,

in Dhanbad and Delhi (at Aerocity Central
Mall), the brand is planning to open 7-8 new
stores this year. It is also looking forward to

expand its visibility in tier -I and -II cities.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 24

Total no. of MBOs: 353

Total no. of SISs: 42

Major E-commerce Portals Present in:
Success retails through Flipkart and Myntra
and also through its own online store www.
successonline.co.n.

No. of Indian Cities Currently Present

in: 40
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SUNNEX JEANS

Brand: SUNNEX JEANS | Company: ANNAPURNA APPARELS LTD.
Launch Year: 1980 | Brand Website: WWW.SUNNEXJEANS.COM

BRANDS IN INDIA

stablished in 1980, Sunnex Jeans is one of the

pioneer brands in the denim industry. The

brand has grown steadily over the years, and
today it is one of the strong domestic players in the
South and West markets. Internationally, Sunnex
Jeans has a dominant presence in the gulf regions
with consumer loyalty leadership in countries like
UAE, Oman, Qatar, Bahrain, Saudi Arabia, etc.

Core Product Offering/ Categories:

The brand offers a wide array of men’s fashion such as jeans, basic
denims, cotton trousers and shirts.

Target Consumers:

The brand targets men in the age group of 20 to 35 years.

Brand USP:

Its USP lies in providing international fashion trends to the

consumer at friendly prices.

Future Expansion Plans:

The brand is actively involved in increasing its reach
geographically in the North as well as the East of India. In the next
three years, it plans to focus aggressively on reaching territories
that it has not been catering to. It is also planning to upgrade its
business to the modern trade formats.

Towns or Cities Targeted in the Next Couple of Years:

Sunnex Jeans will explore the markets of Bhubaneshwar,
Chandigarh, Cuttack, Delhi, Guwahati, Kolkata, Lucknow, Ludhiana,

Patna, Raipur, etc,, in the next couple of years.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 2
Total no. of MBOs: 800+

Major E-commerce Portals Present in: Sunnex Jeans has
presence in Myntra, Jabong and Flipkart.

No. of Indian Cities Currently Present in: 150+
Turnover CAGR over last 3 years for FY ’16: 15%
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TAANZ

Brand: TAANZ | Company: MAURIA UDYOG LTD.
Launch Year: 2007 | Brand Website: WWW.TAANZFASHIONS.COM

aanz is a casual wear brand, launched by Mauria

Udyog Ltd,, in 2007. The brand is known for giving

customers the best of design and is proud to be
recognised as a customer friendly brand. Today, the brand
is known among the youth and elite for its distinctive and
stylish range with an urban elegance. With its presence in
various multi brand stores and large format stores in many
cities across the nation, Taanz aims to further expand its
operations by opening selective exclusive stores and through
various other channels.

Core Product Offering/ Categories:

The brand specializes in western wear for women, providing them with a
vast range of tops, tunics, maxi dresses, palazzos, culottes, skirts, capes and
jackets. In men’s wear, the brand offers shirts, t-shirts, trousers and leisure
wear along with a complete winter line.

Target Consumers:

Taanz is for people who are adventurous, urban and young and fall in the
age group of 18 to 30 years. Ones who are aware of the latest trends and seek
freedom in fashion.

Brand USP:

Taanz prides in being a fashion forward brand offering international trends
in smart casual wear at affordable prices.

Brand’s Mission:

The fashion brand aims to update its design and stay ahead in the current
and international trends giving the customer value for money.

Future Expansion Plans:

The brand is looking forward to open multiple retail outlets through the
franchise model and also plans to add few more large formats stores and
large retail outlets for business expansion.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target the markets of Chandigarh, Bengaluru,
Mumbai, Ludhiana and Delhi-NCR.

BRAND UPDATES (information as on 31st December 2016)

Major E-commerce Portals Present in: Taanz retails through major
e-commerce websites like Myntra, Limeroad, Amazon, Ebay, Jabong, Voonik
and Paytm.

X
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TANTRA

Brand: TANTRA | Company: TANTRA

Launch Year: 1997 | Brand Website: WWW.TANTRATSHIRTS.COM

antra is India’s pioneering content-driven t-shirt brand.

With ‘t-shirt art’ and ‘t-shirt communication’ being the

core of its existence, it is retailed across India and abroad.
The creative-led Mumbai-based company comprises award
winning design team. Having started with a single flagship
store now the brand has over 30 exclusive brand outlets across

the country.

Core Product Offering/Categories:
Tantra offers t-shirts and accessories for
unisex, women, kids and infants.

Target Consumers:

Tantra targets the youth and the young

at heart population. It caters to different
personalities via different labels.

Brand USP:

Tantra’s USP lies in being, “The Original”.
It is always qualitatively ahead of its
competitors.

Brand’s Mission:

Tantra believes in promoting, “India Cool!”
Future Expansion Plans:

As Tantra is a popular online and offline
brand, its objective is to focus on these two
expansion avenues, alongwith a host of
marketing activities, to keep the brand’s top-
of-mind recall.

Towns or Cities Targeted in the Next
Couple of Years:

Tantra is looking at plugging the empty
blanks, in terms of states, cities, distributors,
etc. Hence, their first objective is to take the
above steps, to expose a greater percentage

of youth to the Tantra experience.

Integrating Omni-channel Operations:
Currently, the company is running the
diverse channels individually, with limited

offline to online synergy.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 30+ (including EBOs
overseas)

Total no. of MBOs: 500+

Total no. of SISs: 40+

Total space covered by EBOs & SISs: 4,500
sq.ft.

Major LFS/ MBOs/ Departmental Stores
Present in: Tantra is retailed through
Central, Shoppers Stop, Lifestyle and
Reliance Stores.

Major E-commerce Portals Present in:
Tantra has partnered with portals like
Amazon, Flipkart, Jabong and Voonik.

No. of Indian Cities Currently Present in:
40
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TEXAS JEANS

Brand: TEXAS JEANS | Company: DETAIL CLOTHING LTD.
Launch Year: 1992 | Brand Website: WWW.TEXASCASUALS.IN

etail Clothing Ltd,, popularly known for its

brand, ‘Texas Jeans’ was establised in 1992.

The company offers the best in lifestyle
fashion, with products ranging from jeans, trousers,
shorts and casual shirts. It’s brand, Texas Jeans, in
short span of time, has made its product available
in 18 states with more than 900 multi-brand outlets
accross India.

Core Product Offering/ Categories:

Texas Jeans offers mens wear range like jeans, trousers, shorts and
casual shirts.

Target Consumers:

The company exhibits a wide plethora of fits in bottom-wear that can
be worn by an 18 year old college student and to a 60 year old man.
Brand USP:

Texas Jeans believes in meeting customer expectations by
delivering right product at right time with acceptable quality and it
also acts as their USP.

Brand’s Mission:

The company’s mission is to provide quality product that meets the
change in fashion at an affordable price.

Towns or Cities Targeted in the Next Couple of Years:

They intend to expand their footprints in the overseas market. They

also plan to enter the markets of North-East India.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 5
Total no. of MBOs: 900

Total Space Covered by EBOs & SISs: 4,500 sq.ft.

No. of Indian Cities Currently Present in: 70-80 (approx.)
New Territory/ Region Added: Kolkata (West Bengal)
Brand Turnover (estimated for FY 2015-16): 16 crores
Turnover CAGR over last 3 years for FY ’16: 5%

X
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TOONZ

Brand: TOONZ | Company: TOONZ RETAIL INDIA PVT. LTD.
Launch Year: 2010 | Brand Website: WWW.TOONZ.IN

aunched in 2010, Toonz is one of the first

players in the kids’ retail market. The brand is

a one-stop-shop for all kinds of needs of the
kids from 0 to 12 years and showcases a wide range
of qualitative offerings at affordable price range. At
present, it is successfully operating around 100-plus
stores across India and various other countries like
Fiji, Papua New Guinea, Mauritus, Nepal and the gulf
countries.

Core Product Offering/ Categories:

Toonz offer apparel, baby basics, toys and nursery items.

Target Consumers:

The brand’s primary customers are children between 0 to 12 years.
Its secondary consumers are the parents who look for the best
products at affordable price range.

Brand USP:

The brand’s USP lies in offering quality and affordable products for
kids from o to 12 years.

Brand’s Mission:

It is a one-stop-shop for all kinds of kids’ need.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 75

Total no. of MBOs: 10

Total no. of SISs: 25

Total Space Covered by EBOs & SISs: 2 lakhs sq.ft. (approx.)
Major LFS/ MBOs/ Departmental Stores Present in: Toonz has
presence in Hypercity, Heritage, etc.

Major E-commerce Portals Present in: The brand is available on
Amazon, Flipkart, Snapdeal, Jabong, Hopscotch and Paytm.

No. of Indian Cities Currently Present in: 56

New Territory/ Region Added: Nashik, Bhavnagar, Hubli and
Davanagere

Brand Turnover (estimated for FY 2015-16): 35 crores
Turnover CAGR over last 3 years for FY ’16: 30%

Growth in the first 3 quarters of FY ’17 over the same quarters in
FY ’16: 25%
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TULIP

Brand: TULIP | Company: AARKAY ENTERPRISE
Launch Year: 1982

ulip is a renowned innerwear brand formed

in 1982 by Aarkay Enterprise. The brand

started with a humble beginning with just
two machines. Today, it has come a long way. Its
manufacturing capacity is 2,400 pieces in a day and
enjoys a strong brand image. Currently the brand has
three manufacturing units in Mumbai and nearby
areas.

Core Product Offering/ Categories:

Tulip manufactures hosiery products and cotton bras. It also makes
coordinated sets. The price range of the innerwear brand starts from
%120 and goes upto I500.

Target Consumers:

The brand caters to females from the age group of 14 years to 50
years. It also offers product range for females demanding C and D
cup-sized bras.

Brand USP:

The brand is well known for its cotton bras and the perfect fit it
offers.

Future Expansion Plans:

The brand plans to extend its product portfolio. It plans to add slips,
camisoles and panties in the near future.

Towns or Cities Targeted in the Next Couple of Years:

Tulip wants to venture into places like Kerala and Kolkata (West
Bengal) in the coming years. The brand is also looking at export
markets of Dubai and the Gulf countries. Meanwhile, it is currently

exporting to Saudi Arabia.
BRAND UPDATES (information as on 31st December 2016)

Total no. of MBOs: 300
No. of Indian Cities Currently Present in: 30

X
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Brand: TURTLE | Company: TURTLE LTD.
Launch Year: 1993 | Brand Website: WWW.TURTLELIMITED.COM

BRANDS IN INDIA

rom a company primarily into men’s readymade shirts, to a

leading brand in men’s wear fashion, Turtle has indeed, come

a long way. It was a modest beginning with a manufacturing
capacity of just 20 shirts per day for supplies to an in-house retail store.
Today, the brand incorporates international style with great value in
its design ethos, sensibility and pricing. In the arena of men’s fashion,
Turtle stands for style that’s focused, sophisticated yet fun-loving,
exuding confidence and brimming with enthusiasm.

Core Product Offering/ Categories: Present in: The brand is present in major
The brand offers complete men’s wear range  large format stores like Central, Reliance
including shirts, trousers, t-shirts, denims, Trendz, Shoppers Stop, Pantaloons and
suits, blazers, jackets, pullovers, wind- Brand Factory.

cheaters, accessories, etc. Major E-commerce Portals Present in:
Target Consumers: Turtle retails through major e-commerce
Turtle’s core consumer is the successful portals like Flipkart, Jabong, Myntra,
man who loves to step aside from the mad Snapdeal, Amazon, Tata Cliq and also
race and charts out an unknown path. The through its own online store www.

fashion brand caters to men in the age group  turtleonline.in.
of 25 to 45 years in SEC A+, A and B from tier  No. of Indian Cities Currently Present
-1, -II and -I1I cities of the country. in: 400
Brand USP:
/
At Turtle, the core philosophy is to provide X

trendy fashion to its consumers.

Brand’s Mission:

The men’s brand works with a mission to
provide the best in fashion for its consumers’
delight.

Future Expansion Plans:

Turtle is planning to expand within East
India and specifically to tier -II and -III cities.

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 97

Total no. of MBOs: 1,400

Total no. of SISs: 200

Major LFS/ MBOs/ Departmental Stores
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Brand: TWILLS | Company: TWILLS CLOTHING PVT. LTD.

Brand Website: WWW.TWILLS.IN

wills is not just another fashion brand, but a lifestyle brand

that has been redefining style for men since its inception in

2000. Twills is driven by a passionate team of in-house trend
setting designers who are known for their exclusivity. Designing, value
addition and the aspect of exclusivity in styling are believed to be the
driving force for Twills. Envisioned and nurtured in Andhra Pradesh,
the brand opened its first flagship store in Vijayawada in 2008 followed
by another store in Mumbai in 2015. Today, it has become one of the

most sought after brands in India.

Core Product Offering/ Categories:

The product basket of the brand comprises
shirts, denims, trousers and t-shirts. Twills
has also added its new collection of ‘yoga

shirts’ this season. The brand’s new product

shows it’s commitment towards better health.

Target Consumers:

Though target consumers for Twills depend
on different mentalities and personalities, 70
percent of the target consumers are youth
and the remaining 30 percent comprise the
working class (office goers) category.
Brand USP:

The USP of Twills lies in being a value

for money, fashionable brand for both
youngsters and the working class.

Brand’s Mission:

Twills functions with a mission to launch

a new sustainable concept every season.
For S/S ’17, the brand has come up with a
concept called ‘Yoga’.

Future Expansion Plans:

The brand is planning to spread its wings
and ensure its presence in all district
headquarters across India in the next couple
of years. It has plans to majorly target the
states of Maharashtra and Punjab.

IMAGES Business of Fashion

BRAND UPDATES (information as on 31st
December 2016)

Total no. of EBOs: 92

Total no. of MBOs: 3,000+

Total no. of SISs: 200

Total Space Covered by EBOs & SISs: 1.70
lakh sq.ft.

Major LFS/ MBOs/ Departmental Stores
Present in: The brand is present in major
large format stores like Reliance, Pantaloons,
Central and other major family stores across
India.

Major E-commerce Portals Present

in: Twills retails through major online

retail stores like Flipkart, Snapdeal,

Jabong, Myntra and also through its own
e-commerce portal www.twillsonline.in.

No. of Indian Cities Currently Present in:
Pan India

Brand Turnover (estimated for FY 2015-
16): 3170 crores

X




Brand: UFO | Company: CREATIVE KIDS WEAR INDIAN PVT. LTD.
Launch Year: 2012

FO is a creative group venture by Creative

Kids Wear (India) Pvt. Ltd,, one of the largest

manufactureres in India for apparel. The group
boasts of brands like Portico, 109F and Fusion Beats
in Indian markets in a short span of time. UFO has
been able to penetrate the market to gain consumer
confidence and aspires to clothe the children of India
in the best casual fashion wear.

Core Product Offering/ Categories:

The brand’s product basket comprises shirts, tees, jeans, dresses, cargos,
jackets, sweaters, non-denim bottoms, chinos, etc.

Target Consumers:

UFO targets kids in the age group of 2 to 14 years. The brand caters to
those little champions who are fashion centric, stylish and modern.
Brand USP:

The kids wear brand’s USP lies in offering international fashion adapted to
Indian tastes at a very competitive rate and great quality.

Brand’s Mission:

UFO’s mission statement is “The world is our playground” and the brand
functions around the same thought, offering the best fashion to the kids.
Future Expansion Plans:

UFO is planning to expand its presence through multi channel retail in
order to cover different geographies of India.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target top 100 towns of India in years to come.

BRAND UPDATES (information as on 31st December 2016)

Total no. of EBOs: 3

Total no. of MBOs: 150

Total no. of SISs: 100

Total Space Covered by EBOs & SISs: ~700 sq.ft. (EBOs), 1,000 sq.ft.
(fagship stores)

Major E-commerce Portals Present in: The brand retails through
e-commerce websites like Myntra, Amazon, Jabong, Flipkart, Hopscotch
and Snapdeal.

No. of Indian Cities Currently Present in: 75

New Territory/ Region Added:

The brand has recently spread out to the markets of four new regions.
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Brand: VALA’S | Company: M G SONS PVT. LTD.
Launch Year: 2011 | Brand Website: WWW.VALAS.IN

ala’s is a leading women’s wear apparel

brand launched in 2011. The brand enjoys

a prominent share in the women’s market
with its state-of-art brilliance, fineness and
excellence in quality. In a short span of time, the
brand has expanded its reach to more than 1,800
retail stores and also exports to countries such
as Sri Lanka, Nepal, Mauritius, Malaysia, Fiji and
UAE.

Core Product Offering/ Categories:

Vala’s offer exclusive women ready-to-wear garments. Its
product-line comprises casual wear, office wear and party wear.
Target Consumers:

The brand targets females from 16 years and above with its
innovative collection of kurtis and tops.

Brand USP:

Competition makes the brand to work harder, bringing out new
collections every now and then at competitive rates is their USP.
Brand’s Mission:

The brand’s mantra is to “feel the comfort” when wearing their
collections.

Future Expansion Plans:

The company has plans to launch a new range of western wear
under a new brand name. The new range will include tops and
trousers.

Towns or Cities Targeted in the Next Couple of Years:

It will target customers in North-East Indian cities in the

coming times.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 1,800

No. of Indian Cities Currently Present in: 100+

New Territory/ Region Added: North-East India

Turnover CAGR over last 3 years for FY ’16: 27%

Growth in the first 3 quarters of FY ’17 over the same
quarters in FY ’16: 30% (approx.)

X

IMAGES Business of Fashion




Active sports and /or fitness activity
ought to form and integral part of
modern lifestyle. Black Panther aims at
promoting a fit ad active culture through
a range of high performance apparels
and accessories. Fusing the
performance demands of athletic
clothing with a high style quotient of
sporty streetwear. Using he finest
materials and the best technology to
deliver true world class products that
help you live and project an active and
healthy lifestyle.

GOPLAY

BLACK
PANTHER

PROACTIVE CLOTHING

WORK / SWEAT / ACHIEVE



SPORT TEES / SHORTS / CAPRIS / TRACK BOTTOMS / TRACK SUITS / SINGLETS /
GYM TEES / COMPRESSION CLOTHING / CRICKET CLOTHING / SWIMWEAR




JUNEJA GLOBAL, Mumbai. Ph : 022 28362321 e-mail: sales@blackpanther.info




BLACKCH

' PANTHER

MENS / LADIES / JUNIORS

TOTAL SPORTSWEAR SOLUTIONS
APPAREL / ACCESSORIES / SWIMWEAR

SPORT TEES / SHORTS / CAPRIS / TRACK BOTTOMS / TRACK SUITS / SINGLETS /

GYM TEES / COMPRESSION CLOTHING / CRICKET CLOTHING / SWIMWEAR




JUNEJA GLOBAL, Mumbai. Ph : 022 28362321 e-mail: sales@blackpanther.info




| BLiCK p MENS / LADIES / JUNIORS
y PAN’HER ! TOTAL SPORTSWEAR SOLUTIONS

APPAREL / ACCESSORIES / SWIMWEAR

SPORT TEES / SHORTS / CAPRIS / TRACK BOTTOMS / TRACK SUITS / SINGLETS /
GYM TEES / COMPRESSION CLOTHING / CRICKET CLOTHING / SWIMWEAR




JUNEJA GLOBAL, Mumbai. Ph : 022 28362321 e-mail: sales@blackpanther.info
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Brand: VAMI | Company: SOGO FASHIONS PVT. LTD.
Launch Year: 2014

ami was launched under Sogo Fashions
Pvt. Ltd. in 2014 and has now developed
a network of over 80 distributors, mainly
in North India. The brand, with a capacity
of producing 3,000 leggings per day, has 3
variations of churidars, ankle lengths and capris
in over 90 shades to choose from.

Target Customers:

Vami caters to fashionistas in the age group of 15- 60 years.

Brand USP:
The brand’s USP lies in its quality and is distinguished by its
great shades.

Towns or Cities Targeted in the Next Couple of Years:
The brand has plans to expand its foothold pan India in the

years to come.
BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 15

Total no. of MBOs: 3,000

No. of Indian Cities Currently Present in: 80
Turnover CAGR over last 3 years for FY ’16: 25%
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Brand: W2F | Company: WINGS 2 FASHION
Launch Year: 2013 | Website: WWW.WINGS2FASHION.COM, WWW.WINGS2FASHION.IN

BRANDS IN INDIA

2F is a leading lifestyle fashion brand and

the retail venture of Wings2fashion, a

renowned export house in India. The brand
is known for offering high quality and innovative
garments at affordable price. The company believes in
empowering every man’s or woman’s personality with
its clothing to help them stand out amongst the crowd.
W2F aims to express an innate desire of every boy and
girl to be trendy, and making his style sense speak his
mind out.

Core Product Offering/ Categories:

The company provides a wide range of everyday clothing for both men
and women including jeans, tops, shirts, dresses, and skirts.

Target Consumers:

The brand targets mainly middle and upper middle class consumers
between the age of 15-30 years who are cautious about being trendy
and has an individual style quotient.

Brand USP:

Fashion for everyone at affordable prices.

Brand’s Mission:

Smart clothing for everyday.

Future Expansion Plans:

The brand is vying for rigorous expansion through distributors,
franchise model agents and retailers especially in the North, West and
South.

Towns or Cities Targeted for the Next Couple of Years:

As of now the brand is present is 8 cities and is doing exponentially
well. In the near future, W2F plans to tap the markets of Goa, Mumbai,
Chennai, Bengaluru, Ahmedabad and Dehradun.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 70+

Major E-commerce Portals Present in: The brand is available at
Flipkart, Snapdeal, Shopclues and Paytm.

No. of Indian Cities Currently Present in: 8

Turnover CAGR over last 3 years for FY ’16: 50%
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Scan

Lingerie

for the
 QGORGEOUS
WOMAN

SIDDHARTH ENTERPRISE
25, Dr Baba Saheb Ambedkar Road, Parel East, Krishna Nagar, Parel, Mumbai, Maharashtra 400012
Tel: 022 2470 3671, Email: info@scanlingerie.com, Contact: Siddharth 9833242810



BRANDS IN INDIA

endler is a world leader in shirt

interlining. Wendler specialises

in top quality woven interlining
for non-iron cotton shirt fabrics. Wendler’s
quality assurance ensures the best quality
of all products at all stages of production.
All products go through a series of quality
control checks to provide matchless quality,
environment friendly products that are Oeko
- Tex Standard 100 certified. Wendler offers
interlinings with the highest standards to
its quality products, e.g,, good bonding, low
shrinkage, high and stable whiteness and
consistent quality parameters.

Network: Wendler’s presence spans across the globe

in more than 70 countries. The network also constitutes
consistent global monitoring, local warehousing, global
distribution and intensive coverage. In India, Wendler
products are marketed by Welco Agencies Pvt. Ltd. through
customer care centers at Delhi (head office), Gurgaon,

Mumbai, Bengaluru, Chennai and Ahmedabad.

Usage: The vast array of Wendler interlining covers all the
fashion needs such as, wrinkle- free shirts, dress shirts, formal
shirts, semi- formal shirts, button down shirts, casual shirts,
enzyme wash shirts, ladies shirts, top and blouses, trousers
waist bands, etc. Wendler armhole interlining (AHo25/AHF)

can be used for armhole, side seams to give complete pucker

(%]
L
=
LL
o
o
o
N
Ly
)
(%)
2
>
o
<
-}
r4
<
-
>~

N

O

3%

free shirts.

Wendler Interlining Cover

Over 100 types of fusible Interlinings in 100
per cent cotton.

Range varying from 50 to 375 GSM.

Raised Interlinings for high volume and soft
feel.

Both side fusible interlings, temporary fuse
interlinings, stretch interlining.

Arm hole interlinings.

Slitted interlinings and tapes cut to size.

Soil release interlinings.

IMAGES Business of Fashion

Wendler Customer Services

Lab testing

Design studio

Latest collar and cuff designs
Fashion forecast and trends
Interlining suggestions for specific
requirement

Customer support

R&D and technical backup

Fast and prompt deliveries
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| !/ soch | www.sochstudioin

Kurtis » Sarees « Salwar Suits « Unstitched « Kurti Suits
BANGALORE | MUMBAI | DELHI | KOLKATA | CHENNAIL | HYDERABAD | PUNE | VIZAG | MYSORE | MANGALORE | MANIRPAI
HUBLI| BELGAUM | DHARWAD | GULBARGA UMEKUR | SALEM | COIMBATORE | COCHIN | CALIC JAYAWADA | NELLORE | KANNUR | GOA
KOLHAPUR | LUCKNOW | KANPUR | BHORAL | INDORE | BATNA | CUTTACK | BHUBANESWAR | JAMSHEDRPUR | BAREILLY

| Vi



Chennai | Hyderabad | Vizag | Mumbai | Pondy | Pune | Tirupathi | Jaipur

~ sales@demozastores.com | PH: +91 8880288188

Leggings,Fashion ﬁbttdn‘ls.‘;Tep’k and Inner Wear for Ladies and Kids

f

) ® v
cenmrar S ettiicity  hi-style m CEIIE  TEXVALLEY

Aalayom of Silks




Brand: WILLIAM HAZLITT | Company: HINDUSTAN GARMENTS
Launch Year: 1998 | Brand Website: WWW.WILLIAMHAZLITT.IN

aunched in 1998, William Hazlitt is a men’s premium

formal and casual lifestyle brand. Offering formals,

casuals and party wear collections, the brand caters to
the needs of consumers who are looking for dressing up for
best value in clothing. The brand reflects the pulse of the new
generation, which looks at clothing as a reflection of their
attitude and vibrancy.

Core Product Offering/ Categories:
The brand offers cotton structured trousers, silky denim jeans, formal pants

and designer party wear pants.

Target Consumers:
The core customers of William Hazlitt are 30-plus year old males in SEC A

and B categories in metros and tier -I and -II cities.

Brand USP:
William Hazlitt reflects the persona of young and old, energetic, aggressive,

outgoing and dynamic men who live their life to the fullest.

Future Expansion Plans:
The brand had undertaken strong territory expansion until 2011 and it’s future

endeavour is to strengthen its position in those areas.

BRAND UPDATES (information as on 31st December 2016)

Total no. of EBOs: 14

Total no. of MBOs: 800+

Major E-commerce Portals Present in: The brand has presence at Amazon,
Snapdeal, Paytm, etc.

No. of Indian Cities Currently Present in: 40+

X

[ —
FILTER CATEGORY SHOP
D
FILTER BY PRICE
)
T
FILTER BY COLORS
s .
u T- T- WILLLAM HATLITT ~
| ()6 8 [ Prodes | Wil | i s | .| ettt | [ ]

VIANI NI SANVdd

O
Fod
(@]
0
-
m
(%]
S
[
>
r4
c
>
~
>3
&
%3
<
m
N
g
S




Brand: YKK | Company: YKK INDIA PVT. LTD.
Launch Year: 1995

KK India Pvt. Ltd. was incorporated in

September 1995, as a subsidiary of YKK

Corporation for the manufacture of
metallic and non-metallic zippers. YKK’s quality
products have earned the brand a reputation of
global leader in fastening solutions. The brand
caters to the entire spread of the Indian market
through its network of 14 branches across the
country and 1 branch in Nepal.

Core Product Offering/ Categories:
YKK offers variety of zippers, snaps and buttons.

Target Customers:
The brand caters to garment exporters, domestic customers,

export buyers, domestic brands, buying agents and importers.

Brand USP:
The brand’s USP lies in its high quality products and new

developments like customized rubber/ die casted pullers.

Brand’s Mission:
YKK works with an aim to serve better with a belief that, “No one

prospers without rendering benefits to others”.

BRAND UPDATES (INFORMATION AS ON 31ST DECEMBER
2016)

New Territory/ Region Added: Noida, Kanpur, Jaipur, Kochi,
Ludhiana, Ahmedabad, Tirupur in India and Kathmandu in
Nepal.

No. of Indian Cities Currently Present in: Pan India (YKK has

14 branches all across the country)

X
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Brand: ZERO | Company: COTTON CASUALS (INDIA) PVT. LTD.
Launch Year: 1990

aunched in 1990 by Cotton Casuals (India) Pvt.

Ltd, Zero is a kids wear brand that specialises

in infant wear. Today, it is a leading player in
the kids wear section and offers a unique range of
products in 100 percent cotton fabric. Soft fabric,
soft colours, patterns, cute designs, all together make
Zero products comfortable to wear and soothing for

a baby.

Core Product Offering/ Categories:

The brand offers anything and everything in garments for babies.
Target Consumers:

The brand’s primary customers are infants (0- 24 months). It’s
secondary customers are parents, family members and friends, who
do the shopping for the young ones.

Brand USP:

Made from 100 percent cotton, the brand uses quality yarn for its
products. It also follows stringent measures for knitting, processing,
designing, stitching, etc. for its discerning customers and make it
available at a reasonable price.

Future Expansion Plans:

Zero is planning for major expansion in order to increase its
production.

Towns or Cities Targeted in the Next Couple of Years:

The brand has plans to target the markets of Bihar and Odisha.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 3,000

Major LFS/ MBOs/ Departmental Stores Present in: The brand is
present in large format stores like Big Bazaar, Pantaloons, etc.
Major E-commerce Portals Present in: Zero retails through
e-commerce websites like Flipkart, Babyoye, Snapdeal, Firstery, etc.
No. of Indian Cities Currently Present in: 100

New Territory/ Region Added: Nagaland and Manipur

X
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Brand: ZOLA | Company: PRAGATI FASHIONS PVT. LTD.
Launch Year: 1991 | Brand Website: WWW.ZOLA.IN

ola is an Indian fashion brand that represents

style and quality since 1991. When they started,

there were hardly any brands catering to the
category they were into. Zola set its products apart from
the other non-branded products available in the market
and soon became a renowned name in the retail circle.

Core Product Offering/ Categories:

The brand offers women’s wear range like kurtis, skirts, midis, gowns, frocks,
tops, tunics, jeans, capris, shorts, leggings, jeggings, salwar-suits, ete., for
ladies and girls.

Target Consumers:

Zola caters to the age group from 2 years onwards upto 50 years old women.
Brand USP:

Offering trendy and quality products at affordable price is their USP for
years.

Future Expansion Plans:

Zola is working on a plan to venture into international markets.

BRAND UPDATES (information as on 31st December 2016)
Total no. of MBOs: 6,000+

Major LFS/ MBOs/ Departmental Stores Present in: Zola is retailed
through major stores like Sheetal, Pothy’s, The Chennai Silks, Saravanas,
Seemati, Parthas, J C Brothers, R S Retails, Kalyan Silks, Kalyan Sarees, etc.
Major E-commerce Portals Present in: The brand has presence in Myntra, 15701
Jabong, Limeroad, Amazon, Flipkart, Paytm, Snapdeal, Voonik, Shopclues,
Craftvilla and Tata Cliq.

No. of Indian Cities Currently Present in: Pan India
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Brand: ZORRO | Company: DFRNT CLOTHING PVT. LTD.
Launch Year: 1975 | Brand Website: WWW.ZORRO.CO.IN

tarted three decades ago Zorro has

established itself as a preferred menswear

brand in the mid-segment lifestyle category
offering young urban fashion at value-for-money
prices. The brand has strongly entrenched itself in
the South India markets as well as the Middle East
countries.

Core Product Offering/ Categories:

Zorro offers men’s formal wear, casual wear and ethnic wear
range.

Target Consumers:

The brand targets urban and semi-urban men in the age group
of 25 to 55 years.

Brand USP:

Contemporary cuts and trendy styles at value-for-money pricing
is the USP of the brand.

Brand’s Mission:

Zorro’s mission is to be a trendy and valued brand in the mid-
segment lifestyle category.

Future Expansion Plans:

The brand has plans to explore markets beyond South India.
Towns or Cities Targeted in the Next Couple of Years:

The brand is targeting and has plans to enter the markets of tier-
II cities in North and West India.

BRAND UPDATES (information as on 31st December 2016)
Total no. of EBOs: 1
Total no. of MBOs: 500+

Major LFS/ MBOs/ Departmental Stores Present in: The
brand is being retailed through Kalyan Silks, Parthas and Kans
Wedding in India; and Al Manama Group (UAE), Regal Group
(Saudi Arabia), Mall 360 (Kuwait) and many more abroad.

No. of Indian Cities Currently Present in: 100+

New Territory/ Region Added: Middle East Countries and

South America

X
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Brand: KAZO | Company: KAZO FASHION PVT LTD
Launch Year: 2007 | Brand website WWW.KAZO.COM

AZO is a young international brand that

has made its way into the centre of the

fashion industry within a short span of
time. KAZO launched its first showroom in Delhi
on 07.07.07 under the directorship of Deepak
Aggarwal. The idea of KAZO came into being
with the aim of amalgamating international
trends and fashion at a value that would be
affordable for the woman of today.

Core Product Offering:

Women’s western wear — tops, dresses, bottoms, outerwear,
bags and awccessories.

Target Consumers:

20-34 years old female, from section A, who is fashion

consious, trendy, a global shopper, and is active on the internet.

Brand USP:

Affordable high street fashion brand with enate focus on
dressing up the women of today.

Brand Mantra:

To become the most admirable women western wear brand in
the country

Future expansion plans:

The brand aims to expand pan India very soon and increase its
number of EBOs and SISs to 50 and 150 respectively.

Towns or cities targeted in the next couple of years:

The brands is targeting Chennai, Hyderabad and a few more

cities in UP.

BRAND UPDATES

Total no of EBOs: 32

Total no of Shop-in-Shops: 100

Total space covered by EBOs & SISs (in sq.ft.): 41,288 sq. ft
Major LFS, MBOs/ Departmental stores present in:
Central, Kapsons, All that Jazz, Sohum, etc.

Major E-commerce portals present in: Amazon, Jabong,
Myntra, Nnnow, Snapdeal, Flipkart, Limeroad, and Paytm.
Number of Indian cities currently present in: 28

New territory/ Region dded: UP, East & North East
Brand turnover(estimated for FY 2015-16): 370 crores.
Turnover CAGR over last 3 years for FY ‘16 : 40%
Growth in the first 3 quarters of FY ‘17, over the same
quarters in FY ‘16?: 30%

X
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Life isn't Perfect but your
outfit can be

— CELEBRATING INDIAN ETHNIC—

Products: ¢ Kurtis ® Leggings * Palazzo * Dresses ® Skirts ® Tunic ® Tops ® Dupattas

For Trade / Franchise Inquiries, please contact:Email: info(@laabha.com
Call: 9811780047, 9811780046, 0129-4127611, 012994117611
http://www.laabha.com | Follow us on : n @@

Available online [ELErILINWIEINISSRETA (0 snapdeali Paytm [ IMEROADS Craftsvilla vooniK.. @ SHOPCLUES: rediff
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GUNNO FASHIONS PVT. LTD.
43, New DLF Industrial Area, Faridabad-121003 (Haryana)
For enquiry: 0129-4010021, +91- 9899987617, +91- 8750743334, +91- 9990194434
Email: sanjay@liltomatoes.com, brijesh@liltomatoes.com Web: www.liltomatoes.com




Plot No.6, 2nd Floor, Dayal Bagh Colony, Near Suraj Kund International School,
Faridabad (Haryana)

Website: www.wings2fashion.com
For inquiry: +91- 9555600055, 9871222908, 9990839993
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[The Delhi NCR has long been considered
a key fashion centre of India, mostly
because of the affluence and sense of
lair of its denizens, who have always
enjoyed a reputation for their obsession
or looking good. But now, the animated
national capital has officially bagged the
rown of the numero uno fashion city in
India.

=

Shivam Gautom with inputs from Knight
Frank.
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The Fashion Cﬂph‘ﬂ/ of Indin

he Global Language Monitor in its “The Top Global Fashion
Capital Ranking” has captured the rise of Delhi to the top

of the fashion charts in India. In fact, if we average the last
two rankings for 2014 and 2015, Delhi will stand at 31st rank while
Mumbai lags quite a bit behind at 41st. The ranking is based upon
GLM’s Narrative Tracking technology which analyses the internet,
blogosphere, the top 2,50,000 print and electronic news media, as
well as new social media sources such as Twitter as they emerge.
The words, phrases and concepts are tracked in relation to their
frequency, contextual usage and appearance in global media outlets.

While Mumbai was perceived as the fashion leader due to the
existence of Bollywood, it is the Delhi NCR’s business hustle and
gargantuan fashion appetite that has taken over. It is also clearly
emerging that while Mumbai has a subtler style to fashion, Delhi
consumers are more adaptive and experimenting when it comes to
showcasing fashion.



Ritu Manoj Jethani /

The region’s hunger for fashion and
retail advantages can clearly be grasped
by the mere fact that most international
brands chose Delhi as their port of
arrival in India. And most also find this
route successful. In fact, H&M clocked
over %175 crores sales on the day of

its premier at Select City Walk Mall,
New Delhi. In the last few years, retail
space has further grown 103 percent
and reached over 3.6 million sq.ft. in the
Delhi NCR.

Comparatively, Delhi is larger than the
other Indian metros, and is inhabited
by a profusion of people from diverse
backgrounds who tend to mingle into
the city scape. Also, as the political
and educational hub of the nation, it
has ridden the diversity in its young
demographics, as well as its two-
season advantage to embellish the city
with unique fashion sensibilities and
demand.

Delhi is home to not only the premier
fashion institutes of the country

but also a venerable army of bigwig
designers. So, today, with six fashion
weeks every year, the largest legion of
leading fashion designers and a definite
obsession for looking good, it is Delhi,
that has emerged as the undisputed
fashion capital of India.

Shutterstock, Inc.

BOTH INTERNATIONAL AND
INDIAN BRANDS BET BIG ON DELHI
NCR

Fashion consciousness, higher spending
power or better retail spaces — whatever
be the reason, when it comes to making
a foray in India, Delhi seems to be

the chart topper for brands. As per a
report on the organised retail market

in India in 2015, nearly 85 percent of

the international brands that launched
operations in India in the last 5 years
preferred Delhi as their entry option and
not Mumbai or Bengaluru, or any other
metro. A look at leading fashions brands
like H&M, Zara and Gap, who all chose
Delhi over any other part of the country
to debut in India, establishes this fact
clearly. According to the Business
Insider, Delhi excels in the priority list of
not only the new players that are looking
to enter India but also for established
players like Arvind Lifestyle Brands that
sells premium brands such as Calvin
Klein, US Polo and Nautica products in
India, the Delhi outlets earn 20 percent
more revenue than its counterpart
elsewhere in the country.

According to real-estate advisory

firm JLL India, as of 2015, the Delhi
NCR region had 15 successful malls

as compared to Mumbai, which had

10 successful malls in its kitty. “The
availability of quality space in premium
locations in the NCR is more,” said
Pankaj Renjhen, MD for retail services
at consultancy firm JLL India in the
report. He had further shared that

singh_lens / Shutterstock, Inc.

MAJOR INTERNATIONAL BRANDS
THAT DEBUTED IN INDIA THROUGH

DELHINCR

Brand Year
Zara 2010
H&M 2015
Gap 2015
Aeropostale 2015
Juicy Couture 2015
Hunkemoller 2015
Next Gen Central Store | 2016
Long Champ 2016
Kate Spade 2016
Iconic 2016
Nau! 2015
Poney 2016
Massimo Dutti 2016
DC Shoes 2016
Heat Wave 2016
G Star Raw 2016
BCB Generation 2016
Armani Exchange 2016
Cath Kidston 2016
Kiko Milano 2016
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Arvind Balaraman / Shutterstock, Inc.

brands usually want to launch from

a top market. That iconic market in
Mumbeai is South Mumbai, which only
has one good mall. In comparison,
NCR’s most happening zone—South
Delhi has 5 good, performing malls.

A clear advantage. When comparing
with the Bengaluru market, brands feel
that in terms of size, the Bengaluru
market is shallower than Delhi and does
not provide sizeable opportunity. The
markets of Kolkata and Chennai are
considered by brands as a bit regional.

The fashion market in the NCR region
not only cater to the consumers in the
city but attract tourists and buyers

from its affluent neighbours like Jaipur,
Lucknow, Chandigarh, Ludhiana, among
others.

EVERY SEASON IS A GOOD REASON
Another interesting reason for brands
preferring Delhi is that it is a multiple-
season city offering strong summer,
festive and winter seasons. “Delhi
records higher productivity for any
fashion stores as Delhi is an all-season
market, where you not only sell summer
but also winter clothing,” J Suresh, CEO
of Arvind Brands was quoted telling

the Economic Times. Being a tropical
country, Indian consumers also have a

IMAGES Business of Fashion

natural affinity towards winters and have
traditionally been enthusiastic about
winter fashion. Evidently, it becomes

a more bankable market for fashion
brands. In contrast, most parts of the
country south of Gujarat enjoy only two
fashion seasons - Summer and Festive.
The season that starts by November
and lasts till February in the Delhi NCR
witnesses unsurpassed fervor among
consumers. Clubbed with the festive
and the wedding season, the Autumn/
Winter season is of outmost importance
to retailers. As per Arpit Bindal, Director
of the renowned Delhi based retailer
Bindal Apparels Pvt. Ltd, the season
lasts till February especially so in the
Delhi NCR. “After the festivities of
Diwali and the wedding season comes
the winter season which continues till
February. These are the three important
seasons when the sales can really pick
up, and the shops have to retail at the
right time and the right way,” he said.

A HUB FOR GREAT FASHION
CONSCIOUSNESS

The year 1986 witnessed the
establishment of the celebrated National
Institute of Fashion Technology in
Delhj, that helped drive the city’s
transformation from a manufacturing
and exporting centeér to a center for

T

lev radin / Shutterstock, Inc.

creativity and design. Today, the capital
region is synonymous as the epicenter
of fashion learning in the country with
about 25 plus recognized institutes.
Delhi NCR is either home or alma mater
to a large majority of the bigwig fashion
creators of the country -Ritu Beri,

Rohit Bal, Tarun Tahiliani, JJ Valaya,
Raghavendra Rathore, Suneet Varma,
Rina Dhaka, Malini Ramani, Varun
Bahl, Rajesh Pratap Singh, Payal Pratap,
Ashish Soni, Manish Arora, Gitanjali
Kashyap and Namrata Joshipura, and
Sabyasachi Mukherjee, and so many
others. A significant thrust to the
fashion business, the Fashion Design
Council of India (FDCI), a non-profit
independent association of fashion
designers was formed in the year 1998.
With the capital teeming with fashion
innovators, it had its first India Fashion
Week, the Lakme India Fashion Week
(LIFW) in 2000 whereas Mumbai’s first
event of this stature followed much later.
In fact, leading fashion designer and
mentor Narendra Kumar feels that there
are more buyers at Delhi fashion weeks,
and it has a more international feel.

In the following pages, we look at the
growth drivers and current size and
future potential of the Delhi NCR
fashion market.



Jorg Hackemann / Shutterstock, Inc.

OVERVIEW OF THE DELHI NCR RETAIL MARKET

MODERN RETAIL & ITS POTENTIAL

NCR is one of the major retail hubs in the country. The
market’s prominence emerges from its diversity in
demography and lifestyle, which has had a huge impact

on shaping its retail business. NCR’s growth was fuelled
majorly by the growth in the service industry, which opened
up vast job opportunities in the region, leading to huge
immigration from its neighbouring states. As published

in the report named Think India Think Retail - 2016 by
Knight Frank, among the top three cities (Mumbai and
Bengaluru being the other two), Delhi NCR has experienced
the highest decadal growth of 47 percentage between

2001 and 2011, and is estimated to have a population of 24
million as of 2015. A substantial 48 percentage of the city’s
population comprises households earning above ¥3,00,000
per annum, therefore an estimated 11.4 million people make
the maximum contribution to NCR’s modern retail market,
the report revealed.

Propelled by surging household incomes and other
socioeconomic factors, consumer spending is increasing at
a faster pace. While, NCR is a close second to Mumbai in
the total retail expenditure, and together both cities account
for more than 59 percentage of the retail consumption pie
of the top seven cities, however, NCR clearly surpasses both
Mumbai and Bengaluru in total modern retail expenditure.

According to the same Knight Frank report, on which the
figures of this entire article are based on, NCR’s modern
retail market size stood at 269 billion in 2015, which means
that of the total ¥801 billion modern retail expenditure of
the top seven cities, an approximate 34 percentage share is
taken up by Delhi NCR alone.

v

NCR's total population stands at

24 mn as of 2015 (E)

% share of total population

0, 0, 0,
7% 17% 17% L

<75,000 75,001-
150,000 300,000

150,001- 300,001- 500,001- >1,000,000
500,000 1,000,000

Income per annum %

s AR

48% of NCR's population earns
more than ¥300,000 per annum.
11.4 mn people have made the
maximum contribution to NCR's
modern retail market

Source: Knight Frank Research, Indicus Analytics

Total modern retail expenditure 2015 (X bn)

MMR NCR Bengaluru Top Urban

Centres *

‘J 164 m 154 | 801
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Fashion Apparel Category Analysis

MARKET SIZE AND MODERN RETAIL POTENTIAL ACROSS ZONES

ETHNIC
2015 Central | East | North | South | West | Faridabad | Ghaziabad | Greater | Gurgaon | Noida | NCR
Delhi Delhi | Dethi | Delhi | Delhi Noida
Retail Market Size 3 7 10 10 7 3 2 0.3 4 1 48
Modern Retail Market | 11.1 1 4.9 15.1 4.8 0.8 1.7 0.1 4 1.2 45.1
Size
Modern Retail oA 6.1 5.5 ok 1.8 2.4 0.5 0.2 ok 0 2.6
Potential
NON-ETHNIC
Retail Market size 4.4 11.5 [ 16.9 15.5 10.9 |53 3.7 0.6 6.6 2.1 77.9
Modern Retail Market | 12.1 1.5 6.1 16.4 6.3 2.1 3.6 0.6 10 2.9 61.9
Size
Modern Retail o 10 10.8 ok 4.5 3.1 0.05 0.03 ok ok 15.9
Potential
Overall Apparel o 16.1 [ 163 ok 6.4 5.6 0.6 0.2 ok ok 18.6
Modern Retail
Potential

Source: Knight Frank Research, Indicus Analytics, NSSO

* ok kK

this product category

implies that the modern retail space in these zones has been generating more business than the total retail spending of the catchment population in

Defining modern retail has always

been ambiguous, and, for the purpose

of this study, all stores in a mall have
been considered as modern retail
constituents. In the case of retail stores
on shopping streets, stores that provide
a purchase invoice and have a basic
structure and air conditioning have been
considered as modern retail.

However, to understand the magnitude
of the potential let us understand that
the total consumption expenditure
(which includes rent, transportation,
utilities, education, medical and
insurance) in NCR stands at 33,494
billion, of which 1,047 billion comprises
the total retail expenditure. Within this,
the market size of modern retail stands
at %269 billion presently. Since the
penetration of modern retail in NCR

is substantially low (26 percentage) as
compared to many cities in emerging
economies, NCR has a huge potential to
increase its share of modern retail in the
total retail market of the city. As of 2015,
the potential of modern retail in NCR
stood at 779 billion.

IMAGES Business of Fashion

About 65 percent of the expenditure on
modern retail is contributed by fashion,
F&B, entertainment and daily needs.

Of the total modern retail size of ¥269
billion, the share of fashion retail was
%126 billion in 2015, and of this, 107
billion was modern fashion retail. Thus,
fashion is one of the most modernized
sectors of retail and is expected to reap
the maximum rewards of future growth.

Going ahead, between 2015 and 2019,
the modern retail market size in NCR

is expected to grow at a CAGR of 24
percentage, from 3269 billion in 2015

to more than ¥630 billion in 20109.

The growth in the macroeconomic
parameters, a fast-growing middle class
with increasing disposable income and
a population that is steadily moving into
the peripheral markets of Gurugram,
Noida, Ghaziabad and Faridabad are
expected to enhance the share of NCR’s
modern retail.

Approximately, 59 percentage of the
modern retail stores in NCR are on
shopping streets and the rest, in malls.
However, due to restrictions on high

streets, the space occupied by modern
retail stores in malls is much more. The
South and West Delhi zones show a
better balance between shopping streets
and malls. Around 48-49 percentage of
modern retail space in South and West
Delhi is concentrated in shopping streets
like South Extension, Greater Kailash,
Shahpur Jat, Sarojini Nagar Market,
Defence Colony, Hauz Khas Village,
Rajouri Garden Market and Janakpuri.

The service industry and growth in
income have attracted brands and
retailers that have set up modern stores
in the region, which explains the high
penetration of modern retail in this
product category. In addition to its

own population base, Central Delhi,
which mainly comprises Connaught
Place, Janpath, Chandni Chowk and
Karol Bagh, cater to consumers from
NCR’s other zones in terms of fashion
purchase. Fashion retail dominates 48
percent of Central Delhi’s modern retail
space — the highest among all the zones

%
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SPLIT OF OCCUPIED MODERN RETAIL SPACE INTO MALLS AND SHOPPING STREETS

100% 4%

10%
80% 29% 62% 48% 49% 22% 27%
60%
- - N BN BN BN BN BN BN BN BN BN BN BN BN BN BN = = - - .. .. - -
40%
20%
100% 38% 52% 51% 90% 96% 51% 78%
0%

Central East North South West Faridabad Ghaziabad Greater Gurgaon Noida
Delhi Delhi Delhi Delhi Delhi Noida

Malls B Shopping streets

MODERN RETAIL SPACE SCENARIO IN MALLS

Delhi - East 3 Ghaziabad

Total number of
operational malls Delhi - North 1 O Greater Noida
Delhi - South 7 Gurgaon

Delhi — West Noida

Faridabad

Delhi - East Delhi — North Delhi - South Delhi — West

620,000 12,034,000 |3,315,548 1,915,760

i 31, “ 33 ; 556

Ghaziabad Greater Noida Gurgaon Noida

3,927,700 725,000 14,706,548 |3,565,000

Total mall space
(sa ft)

Delhi - East 1 43 Ghaziabad 881

Per capita

occupied mall Delhi - North 1 05 Greater Noida 307

space (sq ft per _

1,000 population) Delhi - South 641 Gurgaon 2,884
Delhi - West 394 3,51 4

[\[e][¢F:}
Faridabad 3 3 9
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CHANGE
IS here...

STRATEGY?

CALL SAFEXPRESS, THE GST EXPERTS,
FOR HELPING YOU GET GST READY.

GST is now a reality. It is one of the world's biggest tax reforms in one of the world's largest economies. Once
implemented, GST will have a deep impact on our economy. New business models and supply chain models will
emerge. Companies prepared for GST will reap profits.

Safexpress offers cutting-edge strategies for streamlining your existing supply chain. You can consolidate your supply
chain by utilizing our 30 ultra-modern Logistics Parks, spread over 12 million 8q ft across India. Furthermore, our fastest
transit time by surface across India can help reduce your inventory to minimal levels.

Unlock the capital tied-up in warehousing and inventories by outsourcing to Safexpress. Time to get GST ready!

SAFEXBRESS
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Note: Central Delhi is not represented in the chart above, as there are no major malls in this zone
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in NCR, followed by North Delhi at

40 percent, South Delhi at 31 percent,
West Delhi at 23 percent and Noida at
22 percent. Gurugram ranks the lowest
in the fashion category across all the
zones, comprising only 17 percent of its
total modern retail space. On the other
hand, there is a high growth potential
for the fashion category in North and
East Delhi. Together, these zones have
an annual potential of ¥32 billion. In
general, the modern retail potential is
higher in the non-ethnic category than
the ethnic category.

MODERN RETAIL SPACE SCENARIO
IN MALLS

NCR could be called the ‘Mall Capital
of India, as it houses 69 operational
large malls across its six zones - Delhi,
Gurugram, Noida, Ghaziabad and
Faridabad. The agglomeration of

NCR outshines other Indian cities in
the available modern retail space per
thousand of the area’s population. The
occupied mall space per thousand of its
population in NCR stands at 601 sq.ft.

Gurugram outdoes the other regions of
the NCR as well as other Indian cities,
with 3,775 sq.ft of modern retail space
per 1,000 population. Being a relatively

IMAGES Business of Fashion

young city compared to other cities like
Delhi, Mumbai and Hyderabad, most

of Gurugram’s retail is in the modern
format, and a striking 78 percentage is
concentrated in malls. The Millennium
City, as Gurugram is called, also leads in
the modern retail space for households
earning more than ¥300,000 per year,
closely followed by Central Delhi,

Noida and South Delhi. The concept of
mixed-use spaces has contributed to the
ample modern retail space in Gurugram,
and owing to the corporate character

of the city, ground floor retail spaces

in office buildings add to its modern
retail footprint. North Delhi has the least
occupied mall space per thousand of

its population. This can be attributed to
the fact that retail in this zone largely
comprises traditional retail, with modern
retail penetration only at 7 percentage of
the 228 billion total retail expenditure
in the zone. In Greater Noida, the per
capita mall space per thousand of the
population is also quite low. This can be
explained by the fact that total modern
retail expenditure in Greater Noida

is very limited. From the 8 billion

total retail expenditure, only %1 billion
goes towards modern retail. Malls in
Faridabad are concentrated on Mathura
Road, and its occupied mall space is
concentrated mainly in three malls.

SIZE-WISE SPLIT OF OCCUPIED
MODERN RETAIL STORES IN MALLS
A prominent 68 percentage of the
stores in NCR malls are in the range of
500-2,000 sq.ft, while only 10 percentage
of the stores are less than 500 sq.ft in
size. Size-wise split of occupied modern
retail stores in shopping streets can be
organic, like Khan Market, or planned,
like Connaught Place, and their store
sizes are smaller than those of malls.
Markets like South Extension and
Greater Kailash have buildings with
fixed floor plates that are small in size.
The retailer either takes up a single
shop or combines two or more shops to
create a store. This is evident from the
fact that 75 percentage of the total stores
in NCR’s shopping streets are less than
1,000 sq.ft in size.

Stores that are larger than 3,000 sq.ft

in size on the shopping streets of NCR
are either stand-alone buildings or a
combination of small stores for a single
brand. Only 5 percentage of the stores
on shopping streets in NCR are above
3,000 sq.ft in size.
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>>> CENTRAL DELHI

Status: Central Delhi does not have malls, but consists of shopping
streets like Chandni Chowk, Connaught Place, Janpath, Khan Market
and Karol Bagh. Apparel dominates 48 percent of Central Delhi’s

modern retail space - the highest among all the zones in Dellhi/NCR.

This zone also has the most modern retail space for women’s non-
ethnic wear. Another striking feature of the zone is the dominance of
local and national brand; while national brands dominate men’s non-
ethnic wear, both locals and national brands have a stronghold over
the retail space in the women’s non-ethnic wear category. Even in the
fashion accessories category, National accessory brands like Esbeda,
Hidesign and Da Milano occupy 77 percentage of the modern retail
space in Central Delhi.

SHARE OF FOREIGN AND NATIONAL BRAND
STORES IN THE OVERALL MODERN RETAIL SPACE|

Non-ethnic Men’'s Wear 12

Non-ethnic Women's Wear

67

Non-ethnic Unisex Clothing 41
Sportswear 98

Kids" wear

¥ Share of foreign brands M Share of national brands

Projections: Growing annually at 22 percentage, spending on modern retail in Central Delhi is expected to increase from 30
billion in 2014 to %80 billion by 2019 . By 2019, 74 percentage of the total retail spending will be on modern retail, comprising
both brick and mortar, and E-tail, respectively. E-tail will form a major component of total retail spending in 2019, while the
spending on brick and mortar retail is expected to decline gradually to 41 percentage from the current 52 percentage. But, since
Central Delhi is an administrative zone, modern brick and mortar retail will continue to flourish on the shopping streets of
Connaught Place, Khan Market and Karol Bagh. Apparel and F&B dominate Central Delhi’s modern retail space currently and

this is likely to continue over the next five years.

>>> EAST DELHI

Status: The actual available modern retail space in East Delhi is

169 sq.ft per 1,000 population, which increases significantly if the
modern retail space of Ghaziabad is added to it. Since East Delhi’s
population shops in malls that adjoin both zones, such as East Delhi
(EDM) Mall, Shipra Mall and Pacific Mall, the share of its modern
retail space is significantly low across the product categories.

Projections: Currently, 94 percentage of East Delhi’s retail spending
in on non-modern retail, and this pattern is likely to continue in the
next five year. At the same time, it shows the potential of modern
retail in East Delhi. The East Delhi market is dominated by apparel
and electronics.

IMAGES Business of Fashion

SHARE OF FOREIGN AND NATIONAL BRAND
STORES IN THE OVERALL MODERN RETAIL SPACE

Non-ethnic Men’'s Wear 6
Non-ethnic Women's Wear
Non-ethnic Unisex Clothing 52
Ethnic Wear
Sportswear 100

Kids wear

M Share of foreign brands M Share of national brands



>>> SOUTH DELHI

Status: South Delhi is one of the most important shopping zones of

the entire Delhi NCR. Department stores here take up 168 sq.ft of the
modern retail space per 1,000 population. These stores are concentrated
in the mall format, with 79 percentage of them based in the malls of
Saket and Vasant Kunj. Department store space in South Delhi is
controlled by national brands, with Pantaloons, Westside and Shoppers
Stop leading the pack. The modern retail distribution of ethnic wear
stores in South Delhi indicates a preference for shopping streets, with 80
percentage of the stores located on streets like Shahpur Jat and Mehar
Chand Market, which house a mix of designers. On the other hand,
national designers targeting the luxury segment have conglomerated

at DLF Emporio in Vasant Kunj. Modern retail space in the men’s
nonethnic wear category is represented equally by foreign and national
brands in South Delhi. Unisex non-ethnic wear is dominated by foreign
brands like United Colors of Benetton, Calvin Klein and Levi’s.

SHARE OF FOREIGN AND NATIONAL BRAND
STORES IN THE OVERALL MODERN RETAIL SPACE

Non-ethnic Men's Wear 56 42
Non-ethnic Women's Wear 28 13
Non-ethnic Unisex Clothing 63 16
Ethnic Wear 24
Sportswear 78 22
Kids wear 66 21

Share of foreign brands M Share of national brands

Projections: South Delhi’s non-modern retail
spending is much lower than other parts of Delhi,
and this percentage is expected to go down even
further to 57 percentage in 2019 from the current
66 percent. It is estimated that 43 percentage of
South Delhi’s retail spending will be on modern
retail by 2019, increasing from the current share of
34 percent.

>>> WEST DELHI

Status: Department stores in West Delhi’s modern retail space are
fairly distributed across malls and shopping streets. The modern
retail space distribution of ethnic wear is concentrated more on the
shopping streets of Rajouri Garden Market in West Delhi. West Delhi
has the highest percentage share of space taken up by foreign brand
department stores like Marks & Spencer and Lifestyle, as compared
to the other zones of NCR. Around 55 percentage of the non-ethnic
unisex clothing space in West Delhi is dominated by foreign labels
like United Colors of Benetton, Van Heusen and Levi’s.

HARE OF FOREIGN AND NATIONAL BRAND

‘

STORES IN THE OVERALL MODERN RETAIL SPACE|

Non-ethnic Men's Wear 28 60
Non-ethnic Women's Wear 29 21
Non-ethnic Unisex Clothing 55 27
Ethnic Wear 31
Sportswear 99 1

Kids wear 21 51

Share of foreign brands M Share of national brands

Projections: About 22 percentage of West Delhi retail spending in 2014 is on modern retail, of which the majority is on brick
and mortar formats. This pattern is likely to change moderately by 2019, with the share of modern retail spending increasing
to 28 percentage. With its proximity to South Delhi, modern retail penetration in West Delhi is seen to increase over the next
five years. Rajouri Garden will continue to dominate the modern retail of West Delhi, with more concentration on the women’s
ethnic wear and footwear categories.

SHARE OF FOREIGN AND NATIONAL BRAND

>>>
NORTH DELHI STORES IN THE OVERALL MODERN RETAIL SPACE|

Status: With very little space per 1,000 population, hypermarkets/
supermarkets are concentrated only in malls. Around 16 percentage Non-ethnic Men's Wear 5 61

of North Delhi’s modern retail space is concentrated in department Non-ethnic Women's Wear 5

stores, of which 75 percentage are located on shopping streets.

These include brands like Bindals, Stanmax, Pantaloons and C&M. Non-ethnic Unisex Clothing 23 20
National brand stores, such as Peter England, John Players and Ethnic Wear 16
Raymond, dominate the men’s non-ethnic wear space in North Sportswear 96 4
Delhi. Even the overall fashion segment is served by local brands. Kids wear 18 26

Share of foreign brands M Share of national brands

Projections: With an increase in retail spending from ~196 billion to " 414 billion in 2019, the share of modern retail
spending only sees a marginal increase, from 7 percent in 2014 to 9 percent in 2019. It is to be noted that in the coming five
years, non-modern retail will continue to dominate the North Delhi zone.
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SHARE OF FOREIGN AND NATIONAL BRAND
>>> GURUGRAM STORES IN THE OVERALL MODERN RETAIL SPACE

Status: Gurugram ranks the highest among all the zones, with 3,775

Non-ethnic Men’s Wear 40 50

sq.ft of modern retail space per 1,000 population. About 57 percent .
of the unisex non ethnic wear space in Gurugram is dominated Non-ethnic Women's Wear 19
by brands like United Colors of Benetton, Levi’s, Van Heusen, Lee, Non-ethnic Unisex Clothing 57
Allen Solly and Wills lifestyle. Interestingly, large hypermarkets Ethnic Wear
like More, Spencer’s and Spar, etc, alone account for the 580 sq.ft of Sportswear 89

hypermarket space per 1,000 population in Gurugram. Kids wear

M Share of foreign brands M Share of national brands

Projections: By the year 2019, 84 percentage of the total retail spending in Gurugram will be on modern retail, comprising both
brick and mortar and e-tail formats - the highest among all the zones. Brick and mortar retail in Gurugram is projected to grow
by 13 percentage annually, while the format will also see a decline in the overall retail spending pie. Currently, 60 percentage of
Gurugram’s retail spending is served by brick and mortar formats, and the share is expected to decrease to 48 percent by 2019.

>>> GHAZIABAD
Status: Ghaziabad has a negligible distribution of modern retail SHARE OF FOREIGN AND NATIONAL BRAND
space on its shopping streets. Most of its retail is concentrated in STORES IN THE OVERALL MODERN RETAIL SPACE

its malls. Ghaziabad ranks second, after Gurugram, with 344 sq.ft

of modern retail space per 1,000 population in the department Non-ethnic Men’s Wear 22

store category. Ghaziabad’s modern retail footprint across all the Non-ethnic Women's Wear
product categories is more than East Delhi. this is attributed to the Non-ethnic Unisex Clothing 57
distribution of retail space in Ghaziabad - where Ghaziabad has nine Ethnic Wear
malls, East Delhi has only three. Local retailers cater to 85 percentage Sportswear 97

of the women’s non-ethnic wear modern retail space in Ghaziabad,

Kids wear 7%

while only 4 percentage of the space is taken up by foreign labels.
National brands like Gl.obus, Fashion @ Blg Bazaar, Pantaloons, M Share of foreign brands B Share of national brands
Shoppers Stop and Reliance Trends dominate 42 percent of the

department store space in Ghaziabad.

Projections: The total retail spending in Ghaziabad is projected to increase from I43 billion in 2014 to 96 billion in 2019,
resulting in an annual growth rate of 18 percent. Although, the share of modern retail is expected to increase from 41
percentage in 2014 to 50 percentage in 2019, it is to be noted that though the share of modern retail registers a growth, the non-
modern retail will take up 50 percentage of the total retail spending in this zone. Currently, department stores dominate the
modern retail space of Ghaziabad, with limited scope for single-brand stores, and this trend is expected to be maintained in the
next five years as well.

IMAGES Business of Fashion



SHARE OF FOREIGN AND NATIONAL BRAND

>>> NOIDA

Status: Ranking third, after Gurugram and Ghaziabad, Noida has R e O R R
230 sq.ft of department store space per 1,000 population. a total Non-ethnic Men's Wear 19 7%
.of 93 percent. of the modern reta.ﬂ space in Noida is conc?ntrated Non-ethnic Women's Wear 18 I 29

in malls. Unlike the other zones in NCR, the modern retail space _ } _

occupied by the men’s non-ethnic wear category is the highest Non-ethnic Unisex Clothing 39 28

here, with 89 sq.ft per 1,000 population. National brands like Ethnic Wear 29
Cantabil, Octave, John Players, Cobb and Colour Plus dominate Sportswear 91 9

the men’s non-ethnic wear category in Noida. Kids’ wear in Kids wear 75
Noida is driven by national brands, which take up a significant 75

percent share of the overall kids wear space. Share of foreign brands M Share of national brands

Projections: Growing at 23 percent, modern retail spending in Noida is projected to increase from %13 billion in 2014 to ¥37
billion by 2019. In line with the current retail scenario, retail spending in the brick and mortar format is seen to decline from 48
percent in 2014 to 38 percent in 2019.

>>

> FARIDABAD . . ) ) . SHARE OF FOREIGN AND NATIONAL BRAND
Status: The modern retall space 1n Farldabad 1S the IOWeSt mn the STORES |N THE OVERALL MODERN RETAIL SPACE
Delhi NCR region. Faridabad is seen as an industrial hub, with many
small scale industries and auto showrooms. Owing to this character, Non-ethnic Men's Wear 17 72
this zone does not have defined or continuous stretches of shopping Non-ethnic Women's Wear 8
streets, and most of its Tnod(.ern retail is concentrated in malls. Non-ethnic Unisex Clothing 2% 39
Currently, all the malls in this zone are located along Mathura Road, . 37

Ethnic Wear

and due to the lack of infrastructure and the on-going construction,
vacancy levels in Faridabad have been increasing. Faridabad has a Sportswear 100

negligible presence of foreign brands in the women’s nonethnic wear ~ Kids wear 66
category, while 8 percentage of this category’s space is taken up by
national brands like Peter England, John Players, Mufti and Cantabil. Share of foreign brands Ml Share of national brands
Projections: The total retail spending in Faridabad is projected to increase from %61 billion in 2014 to 129 billion in 2019.
Unlike other zones in NCR, the share of modern retail in Faridabad will increase to just 15 percentage by the end of 2019, and

non-modern retail will continue to dominate the retail market in this zone over the next five years.

>>> GREATER NOIDA

Status: The available square feet for department stores is the lowest

in greater Noida, at only 16 sq.ft per 1,000 population. The available STORES IN THE OVERALL MODERN RETAIL SPACE!
square feet for department stores is the lowest in Greater Noida, at _

only 16 sq.ft per 1,000 population. Greater Noida is dominated by Non-ethnic Men's Wear 65
local brand stores across the product categories. the men’s non-ethnic Non-ethnic Women's Wear

wear category is distributed across shopping streets and malls, while Non-ethnic Unisex Clothing 45 23
women’s non-ethnic wear is concentrated only in malls. National brand Ethnic Wear 43

stores with men’s nonethnic wear take up 65 percentage of the market Sportswear 100
space, while local brand stores occupy the remaining 35 percent. The
sportswear category is dominated entirely by foreign brands in this ) _
1 . .. . Share of foreign brands M Share of national brands
zone. Kids’ wear and accessories, have a negligible presence in Greater

Noida.

Projections: Growing annually at a healthy 20 percentage, the total retail spending in Greater Noida is projected to increase
from %7 billion in 2014 to %17 billion in 2019. Greater Noida is still in the development stage, with many under-construction
and undelivered residential projects. While the zones’ basic retail needs are met by the local sector retail, most of its residential
catchment is dependent on the Noida market for variety and options across product categories. With only a few upcoming
retail projects, the next five years will not bring any significant change in the modern retail landscape of this zone.

*Note: Balance percentage in all the product categoriesdenotes the share of regional and local brand stores
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y wise minds and expert hands behind it, KKPL is committed
acture finest hangers with highest quality standards to enrich lifestyles.
further become one of the strongest brands in the hanger

KK FASHION HANGERS
No.1,Raj Nagar Enclave, Pitampura
(Near Britania Chowk) New Delhi -110034 (INDIA)
T. +91-11-27181991, 27184838
M. +91-82220 99976, 9811 292924
i E. info@kkfashionhangers.com
3 MAKE IN INDIA W. http://www.kkfashionhangers.com
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the year.
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Perhaps the least evolved and most challenging sector BUSI "Ess UF FHSHI“"

of the apparel business is kidswear. Kidswear in India

is now a huge market. It is also rife with immense HIGHLIGHTS:

opportunities. It is not just consumers in top metros - Kidswear market in India — Size, Segments and Trends.

who are willing to splurge on kidswear, tier-II and III - Challenges in creating the great Kidswear Brands.

have also become big markets for branded clothes for — In-depth interviews with kids wear retailers, distributors
9

children and brands.
. Kids luxury market in India.

The February issue of IMAGES Business of Fashion is
a Kidswear Special. In addition to mapping and sizing
the segment, we highlight the biggest opportunities
in this potential market. The issue will also answer a
very relevant question—What is so demanding about
creating a kidswear brand in India?

The special Sportswear International Section will
present the best in style, merchandising and retail concepts
from across the world.

TO PARTICIPATE PLEASE TALK TO OUR BUSINESS DEVELOPMENT ADVISORS:
BUSINESS HEAD: Santosh Menezes, +91 9820371767, santoshmenezes@imagesgroup.in

FASHION RETAIL ADVERTISERS WEST: Radhika George, +91 9833446767, radhikageorge@imagesgroup.in
NORTH: Shivani Lorai, +91 9811511038, shivanilorai@imagesgroup.in GUJARAT: Sunil Vadadoria, +91-9730475021, sunil vadadoria@imagesgroup.in
Jatin Nehra, +91 7042671306, jatinnehra@imagesgroup.in SOUTH: Smriti Bhagat, +91 9686902343, smritibhagat@imagesgroup.in

EAST: Pragati Kumar Sinha, +91 9804338455, pragatisinha@imagesgroup.in LUDHIANA: Dhiraj Prabhakar +91 9814604963, dhirajprabhakar@imagesgroup.in

FABRICS, TRIMS & ACCESSORIES

NORTH: Sachin Khanna, +91 9818818142, sachinkhanna@imagesgroup.in



INSIGHTS
TO EMPOWER

== — — — n ir —
\ [ % | \ . | [ 1 ( (
\ | ) \ |
| ‘ / —. - ‘
/ | =’ ] ] ] —

Now easily accessible in a format 2 PDE FORMAT
that you prefer ll;‘I‘.lﬁSElil'lFL FASHIGN I l
BUSINESS GF FASHION 1 N =z
INDIAS LEADING |

FASHION BUSINESS

MAGAZINE SINCE 1992

SUBSCRIBE NOW

PRINT FORMAT

PRINT PDF+ ONLINE PRINT + PDF + ONLINE

Term 1 year 2 years 3 years 1 year 2 years 3 years 1 year 2 years 3years
No.of issues 12 24 36 12 24 36 12 24 36
Cover Price 1200 32400 33600 31200 32400 33600 32400 34800 37200
Saving 15% 20% 25% 25% 30% 40% 30% 40% 50%
Discount %180 3480 900 3300 3720 1440 3720 %1920 33600
You pay 31020 31920 32700 900 71680 32160 31680 32880 33600
Please Tick [] ] ] [] ] [] ] [] ]

YES, I would like to subscribe for [_] PRINT VERSION [_] PDF + ONLINE [] PRINT + PDF + ONLINE

PAYMENT OPTION1 Name [ Mr [ Ms.
Please charge my card [ | ] - [ == Designation
Amount____ CardExpiryDate Business  Activity
Card No. Company
Card Member’s Signature .
Delivery  Address
PAYMENT OPTION 2
City Pin Code State
| am enclosing Cheque/ DD No.
Phone Fax
drawn on (specify bank)
favouring Images Multimedia Pvt. Ltd., payable at New Delhi E-Mail
OTHER GROUP PUBLICATIONS

Subscriptién Departmént, Images Multimedia Pvt. Ltd.

SHOP.INDIARETAILING.COM



ExUFIED

Indian Consumers
soon to look for .
‘TRUSTED MARK’ '
before they shop

online or offline

WORLD’s 1=t CUSTOMER CENTRIC MARK FOR RETAILERS

Hypermarkets | Super Markets | Department Stores | Speciality Stores | E-Retailers | Restaurants
Jewellers | Pharmacies | Salons | Spas | Wellness Centres | Cineplexes | Family Entertainment Centres

Contact:

Hemant Wadhawan Priti Gupta

Mob: +91 9810424668 Mob: +91 8826415472

Email: hemantwadhawan@indiaretailforum.org Email: pritigupta@indiaretailforum.org

Certification Bodies (CB) accredited by NABCB {member IAF) for at least 5 years will be eligible to
start audit with provisional approval from IRF. Such CBs have to get accreditation from NABCB within
1 year of accreditation launched by the accreditation body.

CBs may write to R S Roy for provisional approval at rsroy@indiaretailforum.org or
call +91 9811070053

IRF Trusted Mark Secretariat, S-21, Okhla Phase |l, New Delhi, 110020 INDIA.

Tel: +91-11-40525000, Fax: +91-11-40525001

IRF Trusted Mark LLP (LLPIN: AAI-2150)

www.irftrustedmark.org



www.grishti.com

Download
Our Mobile App Follow Us :

@ > 00®

AVAILABLE AT OVER 500 LEADING STORES ACROSS INDIA.

Shop Online at :
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For Trade Inquiries

E-25, Abhishek Complex-1, Civil Hospltal Road, {% m @ @ [g w W @ S
Haripura, Asarwa, Ahmedabad-380016

Mobile : +91-9327354800 / Email : g.grishti@gmail.com
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100% NATURAL
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RAYSIL. ADDS ELEGANCE TO FASHION.

The superior quality VFY from Indian Rayon.

Presenting Raysil. The versatile yarn that helps create the best of georgettes, Ra Sll

crepes and chiffons that flow and drape well. Go ahead, try Raysil and feel the - The fash;on yarn
difference it makes to fabrics.

For details, call: Mumbai: +91 22 66917930 / 31, Surat: +91 261 4003362 / 64 | Email: raysil@adityabirla.com







TWILLS Clothing Pvt Ltd

VIJAYAWADA Off : No 172/A, Opp Lane Tankasala Kalyana Mandapam, Kanuru Donka Road, Enikepadu
Vijayawada - 521 108 Andhra Pradesh Ph. : 0866 - 2845500 /1/2/3/4
MUMBAI Off : Gala No. : 19, Shreeji Indl. Estate, Jogeshwari (E), Mumbai Ph : 91-981 1959052
www.twills.in  www.twillsonline.com

Avallable in 90 Exclusive stores & all leading MBO a

cross the country
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