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The world, it seems, is excited about India’s luxury market,
notwithstanding it’s meagre contribution of 1-2 percent to the global
luxury trade. They are all here. Fendi, Louboutin, Hermes, Louis Vuitton,
Gucci, Burberry, Chanel, Jimmy Choo and more. And for the long haul.
India’s exiguous contribution to the global luxury market de facto
translates to a $18.3 billion luxury market (strewed across many
segments, from cars to watches, hospitality, apparel and accessories
and other lifestyle products) in the country. And it is deemed to gallop
to double that size in the next ﬁve years. The phenomenal growth of
the Indian luxury market has earned the country the tag ‘Star of Asia’
leaving in its wake Russia and even Hong Kong, which are appraised
as weak markets in comparison to India’s.
The Indian luxury market is growing at a compounded annual growth
rate of about 25 percent. Yet, the market has not reached a tipping point
as in China.
In the cover story of February issue, we have analysed that what is
going to be the tipping point for the growth of luxury retailing in India?
This issue also carries a report on India Food Forum 2017 powered
by Sri Sri Products, the forum is unarguably India’s most exciting and
forward looking knowledge sharing venue for food, grocery, FMCG
brands, distributors, marketers, grocery retailers and foodservice
companies. In it’s10th edition the three days event was held
successfully on 31st January - 2nd February at Bandra Kurla Complex,
Mumbai. Also there is a special feature on the winners of prestigious
Coca-Cola Golden Spoon Awards, which was powered by India Gate
Basmati Rice and held on the second day of India Food Forum 2017.
Apart from this we also have an intriguing feature on the changing
dynamics of the beauty and wellness industry and a detailed synopsis
of Budget 2017 and what it means for the retail sector.
With this I hope that you ﬁnd the February 2017 issue of IMAGES
Retail both useful and educative.

Amitabh Taneja

Anil Nagar, Vice President
anilnagar@imagesgroup.in, Mob.: +91 9811333099

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.

MEMBERSHIP TEAM:
Priti Kapil
Sarika Gautam

Printed & published by S P Taneja on behalf of Images Multimedia Pvt. Ltd. Printed at
Modest Print Pack (P) Ltd. C-52, D.D.A. Shed Okhla Industrial Area Phase -1,
New Delhi - 110020 and published by S P Taneja from S - 21 Okhla Industrial Area
Phase – 2, New Delhi.110020 Editor: Amitabh Taneja

For advertising queries, please write to salesretail@imagesgroup.in

CONSUMER CONNECT

Priyanka Sagar

Images Multimedia Pvt. Ltd. (CIN: - U22122DL2003PTC120097)
Registered Office: S 21, Okhla Industrial Area, Phase II, New Delhi 110020
Ph: +91-11-40525000, Fax: +91-11-40525001 , Email: info@imagesgroup.in,
Website: www.imagesgroup.in
Mumbai: 1st Floor, Plot No. 111 / 3, Marol Co-Operative Industrial Estate,
Marol, Andheri (East), Mumbai 400 059
Ph: +91-22-28508070 / 71, Fax: +91-22-28508072
Bengaluru: 523, 7th Cross, 10th Main, (Jeevanbhima Nagar Main Road),
HAL 3rd Stage, Bengaluru 560 075
Ph: +91-80-41255172/41750595/96, Fax: +91-80-41255182
Kolkata: 30-B, Anil Roy Road, Ground Floor, Kolkata 700 029
Ph: + 91-33-40080480, Fax: +91-33-40080440

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 Retail does not accept responsibility for returning unsolicited
manuscripts and photographs.

For subscription related queries, email to: subscription@imagesgroup.in
For feedback/editorial queries, email to: letter2editor@imagesgroup.in

FEBRUARY 2017

CONTENTS

Luxury
THE

10 Newsmakers International
WORLD-WIDE RETAIL SCENARIO APPEARS TO BE
JUBILANT
The world-wide retail scenario is steaming up with lot of
positivity.

12

IGNITING THE RETAIL DRIVE IN 2017
Retailers are doing all they can to up the ante in the year
2017.

OF A TIPPING POINT

India’s luxury retail market is growing
at a phenomenal phase. What will be its
tipping point that will enable it overtake
the Chinese market? Or will the numerous
obstacles in its path fail the luxury retail
industry in the country?

Newsmakers National

14 Review
BUDGET 2017: PRO-CONSUMPTION AND PRO-GROWTH
The Union Budget 2017-18 received positive response from
Retail Real Estate and E-commerce sectors.

28 Dynamics
ALL DECKED UP!
The beauty and grooming sector in the country is booming,
thanks to the growing desire among both men and women
to look stylish and feel good.

22

COVER STORY

36 Innovation
ALDO TURNS DIGITAL SAVVY WITH ITS CONNECTED
STORE
Footwear and accessories retailer Aldo, initiated a new
‘Connected Store’ concept.

38 Event Report
INDIA FOOD FORUM 2017
Building the Appetite for food consumption in digital
landscape.

42

Awards

THE COCA COLA GOLDEN SPOON AWARDS 2017

44 Technology

14

38

48

MOBILE BEACONS- THE RAY OF HOPE FOR RETAIL
SECTOR
MiNODES GmbH is a leading Retail Analytics, omni-channel
solution company based in Berlin, Germany.
Interface
FORMULATORS OF CUSTOMISED SILICONES
In an exclusive conversation with IMAGES Retail, Vikram
Rao, MD, N9 Technologies

52 Retail Debut

28

44
48

54

UNBOXING WISHBOX
Three young individuals wanting to go the traditional way
and open a brick and mortar store.
Insight
STARTUPS THAT SHUT SHOP IN 2016
2016 has been a tough year for startups, their fund-raising
game drastically lowered.

58 Index
8 . IMAGES RETAIL . FEBRUARY 2017

REVIEW

BUDGET
PRO-CONSUMPTION AND
PRO-GROWTH
The Union Budget 2017-18 presented by Finance Minister, Arun Jaitley
on February1 received positive response from retail, real estate
and e-commerce sectors. The tax reduction announcement from 30
percent to 25 percent for small companies with an annual turnover
of `50 crore along with tax reduction to 5 percent on income slab
of `2.5-5 lakh, will cheer up the startups and will enhance the retail
consumption, feel the retail experts.
By Shubhra Saini

udget 2017 has given many reasons
to retailers for cheering up and beside
being pro consumption, if implemented
well it can prove out to be a game
changing budget. In this special feature
we have tried to encapsulate the views
of retail experts on Budget 2017
Krish Iyer, President and CEO Walmart India,” The
Union Budget 2017 is a game changer and continues
to rightly focus on rural, agriculture and infrastructure
sector with an aim to give boost to formal economy. The
planned investment in these sectors will not only create
much needed jobs in the country but also spur consumer
spending and boost economic growth. Fiscal deﬁcit too
has been contained very well.”

B
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“This is a growth oriented budget that can
be expected to boost consumption. Focus on
infrastructure and rural sector which are the
backbone of the social economy provides major
impetus to the industry in the long term. As a part of
the Government’s ongoing ﬁscal reforms, increased
thrust on digital transactions and greater compliance
will augur the nation to the next level of growth.”
Harsha Vardhan Agarwal , Director, Emami LTD.
Kumar Rajagopalan, Chief Executive OfﬁcerRetailers Association of India, “The ﬁnance
minister has kept something for everyone in the
budget, with major emphasis on accountability and
transparency. We have already witnessed a big tilt
towards modern retail post demonetisation and the

measures proposed in the Budget will
further accelerate the pace. We await
implementation of GST to further the
cause of chain store and omni-channel
retail in the country.”
Talking about the reforms that this
budget has brought for not just retail
but other related sectors, Anil Talreja,
Partner, Deloitte Haskins and Sells LLP,
says,”Budget 2017 proposals have been
encouraging to players in consumer
business players. There has been an
increased focus on few sectors such as
agricultural and farming, packaging,
dairy processing, textile, footwear and
leather by announcing several reforms.
Additionally, there are few tax proposals
which should have a positive impact on
consumer business. A reduction in tax
rate by 5 percent to the companies with
turnover of up to 50 crores would beneﬁt
the players engaged in consumer business
segment falling under this threshold with
increase in proﬁtability. Additionally,
a reduction in tax rate of middle class
individuals earning between `2.5 lakhs to
`5 lakhs would increase their disposable
income, which they may spend on
consumer products resulting in increased
revenue for consumer business players.”
“Overall, this is a responsible, steady
budget; the Government has stayed
its course on facilitating faster growth,
while continuing the focus on ﬁscal
consolidation. It is largely positive for the
FMCG sector, given the strong emphasis

on rural stimuli. Focused efforts to boost
the agrarian economy and improve
agricultural productivity, increased
investments in MNREGA, should augur
well for rural consumers. The reduction
of direct tax for individuals earning less
than 5 lakhs too, will increase disposable
income and drive demand for mass
products. The ‘aam aurat’ emphasis, with
a proposed spend of `1.84 lakh crores on
women and child development, will drive
more equitable growth. The continued
focus on infrastructure development
and ‘Make In India’, and making MSME
companies more competitive through
lower taxation, should spur much-needed
job creation. Skilling and educating to
make people more employable is critical
to sustain these efforts. Initiatives to
improve the ease of doing business,

There has been an increased focus on few sectors
such as agricultural, dairy processing, textile,
footwear and leather by announcing
several reforms.

Harsha Vardhan
Agarwal , Director,
EMAMI LIMITED.

Anil Talreja, Partner,
Deloitte Haskins &
Sells LLP

like abolishing the FIPB, will encourage
more investment and increase investor
conﬁdence. While there is a lot of positive
intent, given the number of initiatives
and strong allocations announced, timely
disbursement and strong on-ground
implementation will be key.” Says, Vivek
Gambhir, Managing Director, Godrej
Consumer Products Limited.
Harkirat Singh, MD, Woodland
Worldwide, “The overall budget seems
to be quiet positive; we appreciate
government’s decision to reduce 5percent
tax for small and medium companies.
Also, there are some announcements of
new schemes for leather and footwear.
Though the outlay is not known for these
schemes yet, it certainly will boost its
growth and help in creation of jobs. This
is certainly a step towards promoting
production facilities in India thereby
supporting ‘Make in India’campaign. The
only deterrent according to me is that
there is not much for the manufacturing
or retail/textile sector in this budget.
There was an expectation that the import
duty will be reduced.”

Vivek Gambhir, Managing
Director, Godrej Consumer
Products Limited.

Harkirat Singh, MD,
Woodland Worldwide
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COVER STORY

THE LUXURY
OF A TIPPING POINT

India’s luxury retail market is growing at a phenomenal phase. What will be its
tipping point that will enable it overtake the Chinese market? Or will the numerous
obstacles in its path fail the luxury retail industry in the country?
By Sheetal Choksi & Sharmila Cirvante, Co-founders, Word Hatter
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he world, it seems,
is excited about
India’s luxury market,
notwithstanding its
meagre contribution of
1-2 percent to the global
luxury trade. They are all here. Fendi,
Louboutin, Hermes, Louis Vuitton,
Gucci, Burberry, Chanel, Jimmy Choo
and more. And for the long haul.
India’s exiguous contribution to the
global luxury market de facto translates
to a $18.3 billion luxury market (strewed
across many segments, from cars
to watches, hospitality, apparel and
accessories and other lifestyle products)
in the country. And it is deemed to
gallop to double that size in the next
ﬁve years. The phenomenal growth of
the Indian luxury market has earned the
country the tag ‘Star of Asia’ leaving in
its wake Russia and even Hong Kong,
which are appraised as weak markets in
comparison to India’s.
The Indian luxury market is growing
at a compounded annual growth rate of
about 25 percent (ASSOCHAM 2016). It
is not yet in the top 20 league globally,
but pundits augur that it would breach
that mark this year and march ahead of
the vibrant luxury markets of Brazil and
Netherlands.
Yet, the market has not reached a
tipping point as in China. Will 2017 be
the year of reckoning for the luxury
market in India? If yes, what is going to
be the tipping point?

T

Changing consumer attitudes
Luxury brands are thronging the Indian
market due to the growing population of
high net worth individuals in the country,
which is expected to grow at 27 percent
in 2017-2018. According to reports, they
spend 40 percent of their income on
luxury brands (source: luxurysociety.
com). Brands like Louis Vuitton has
successfully integrated itself into the
Indian luxury market by offering luxury
as an experience and a rarity to the
nouveau rich.
“India has the youngest consuming
population in the world today with large
disposable incomes and high brand
awareness levels. These are two major
pluses (for the Indian luxury market),”
says Nikhil Mehra CEO, Genesis Group,
which represents luxury clothing and
accessories brands.
A decade ago, when luxury brands
opened shop in India, the infantile market
was wavering. Back then, most Indian
luxury buyers shopped overseas. “They
had a perception that brands in India
may not have the latest merchandise or
that the price difference was huge. But a
decade down the line, we have seen this
perception change,” says Mehra. “People
have realised that the difference in price is
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only marginal and that they can also get
the latest collections in India like anywhere
else in the world. So, it makes sense to
shop here in India. We ﬁnd that people
prefer to skip shopping trips while they are
abroad. This is a signiﬁcant shift in attitude
that we see more. And it is good for the
future of the luxury industry in India.”

Market Features
The luxury market in India caters to two
kinds of customers - the traditionally
rich and the nouveau rich, or old money
and new money. “The old traditional
buyers of luxury have completed the
consumption curve and moved onto

A decade ago, when luxury brands opened
shop in India, the infantile market was wavering.
Back then, most Indian luxury buyers
shopped overseas.
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ALL
DECKED UP!
By Shubhra Saini

The beauty and
grooming sector in the
country is booming,
thanks to the growing
desire among both
men and women to
look stylish and feel
good. Total market of
beauty and grooming
sector is worth ` 68,930
Cr (US$ 11.49 bn) and
is growing at 16-18
percent and is expected
to cross `107,000 Cr
(US$ 17.9 bn) in the
year 2017.
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he share of organised beauty and
grooming market is estimated at
15 percent of the total market and
is expected to grow by 26 percent.
In past couple of years expansion
in beauty services segment has
grown by 34 per cent and in product retailing it
grew by 14-17 percent. The same outlets growth
was in the range of 23-40 percent depending on
the format and target segment.
Shahnaz Husain, Chairperson and MD of The
Shahnaz Husain Group of Companies, says, “The
beauty and wellness industry in India is one such
business that has seen steady growth over the
last few years. The spa business has also seen
remarkable growth in recent times, with the “total
well being” concept steadily gaining ground. The
Spa Association of India estimates that the Spa
Industry is around `11,000 crores and continues
to grow. The compounded annual growth rate of
the Beauty and Wellness business in India has
been around 15-17 percent. Today awareness
of beauty products and treatments is at an all
time high in India. This is attributed to exposure
to global trends, rising disposable incomes,
changing lifestyles, increasing number of women
in the work force and so on.”

T

F Salon

She further adds, “ In fact, the retail
sector is booming. No wonder foreign
companies are targeting the Indian
market. Over the last few years, the
beauty business in India has also moved
from unorganised to more organised
retail sectors, with the growth of
shopping malls in the metro cities and
even the tier II cities. The regular FMCG
retail system of stores in local markets,
both in organised and unorganised
sectors, is also growing.”
The purchasing power of the people,
has contributed in the growth of the
industry. A lot of people are now getting
more concerned about their looks and
are willing to spend on themselves. Due
to the increase in the urban population
the opportunities is also growing. Rising
middleclass segment has upgraded
their lifestyle and have increased their
willingness to buy beauty products.
Initially people were not conscious
about quality, durability and reliability
while buying styling tools, equipment
and brushes. Consumers are now ready
to pay a premium to pamper themselves
with the spa services.
Gunjan Gaur, Permanent Makeup
Expert and Executive Director at ALPS
Beauty Group, says, “The beauty services
consumption in India has witnesses
exponentially rise since last couple of
years. The beauty care market comprises
of salons, cosmetic treatment centers and
cosmetic products and is likely to become
the main contributor to the growth of
Indian wellness industry.”
Adding further, Gaur, says, “Consumers
are becoming more aspiration driven
which has led to the evolution of the
concept of grooming and beauty in
order to enhance their appearances. The
Annual growth in the Indian beauty and
cosmetics markets is estimated to remain
in the range of 15-20 percent in the

Today awareness
of beauty products and
treatments is at an all
time high in India. This
is attributed to exposure
to global trends, rising
disposable incomes, ,
increasing number of
women in the work force
and so on.
– Shahnaz Husain, Chairperson &
MD, The Shahnaz Husain Group of
Companies
coming years, twice as fast as that of the
US and European markets.”
KPMG Wellness Sector report projected
that the large `800 billion opportunity
offered by the Indian wellness industry
has sparked the interest of global and
domestic entrants into this space, even as
incumbents are directing their efforts on
scaling up operations. A high growth of
the business has caught the attention and
interest from the investor community and
private equity ﬁrms.
Tamanna Singh, Master Franchisee
for F salons in North India, says, “With
the digital media boom, the beauty

and wellness sector has gained in
prominence, becoming a considerable
contributor to the Indian economy
and generating employment. Rising
consumerism and health consciousness
is propelling the industry to a vantage
position.Nowadays, men are equally
conscious when it comes to skin care
and are using the right products. For
example, face whitening creams are not
only used by women but also by men.
The last few years have also witnessed
a growth of 60 percent in beauty and
cosmetic products. Facial creams,
toners, and scrubbers have replaced
simple daily cleansers and moisturizers.
Beauty salons have also witnessed a
growth of 35 percent and cosmetic
treatments of 5 percent.Anti aging
services and products will dominate the
market in coming years.”

Market Segmentation
Traditionally product retailing segment
is much larger than the services segment
but the later is growing at much
faster rate. The improved lifestyle and
propensity to spend has helped in the
emergence of many new formats and
niche segments. Highlight of the growth
story is the salon segment. Till few years
back there were fewer players driving
this growth but today there is a ﬂ urry
of salon chains which have converted
this otherwise dormant segment into an
exciting business play area.
FEBRUARY 2017 . IMAGES RETAIL . 29

EVENT REPORT

Affordable health food key to food retail growth

Building the Appetite
for Food Consumption
in Digital Landscape
India Food Forum powered by Sri
Sri Products is unarguably India’s
most exciting and forward looking
knowledge sharing venue for food,
grocery, FMCG brands, distributors,
marketers, grocery retailers and
foodservice companies. The three
days forum recently concluded it’s
10th edition, it was held successfully
on 31st January - 2nd February at
Bandra Kurla Complex, Mumbai.
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While the food retail sector is steadily growing over the
past ﬁve to seven years, there is a clear, emerging trend
of preference for wellness and health foods. However,
despite the increasing demand for it, health food is still
unaffordable for majority of the population. The experts
in the retail food industry feel that the market needs to
concentrate on increased penetration of affordable health
food in Indian market.
During the Inaugural session on ‘Food For Tomorrow,
How Current Trends are Shaping The Growth of
Tomorrow’ at the mega industry event India Food Forum
2017, corporate honchos from India’s major food & grocery
retail and foodservice companies agreed that health
food market has huge potential and can do wonders if
penetration and affordability were taken care of.
Krish Iyer, Chairman of India Food Forum 2017 and
President and CEO, Walmart India stressed that the health
food though sought after by majority of the consumers,
is not picking up as it should have been, because of
the cost issue. “The health food is still unaffordable to
majority of the urban consumers. The consumers are
willing to experiment with health food, but the high
pricing is the biggest hurdle, we need to overcome to
develop this segment,” Iyer said. He added that the pace
at which Ayurveda is growing is surprising. It was a good
opportunity for the players in food industry to grow further.
The 10th edition of India Food Forum – India’s largest
food retail intelligence event is being held from January 31st
to February 2 at the Bandra Kurla Complex in Mumbai. The
three-day major industry event includes a large exhibition,
over 35 Conference sessions and the annual Coca Cola
Golden Spoon Awards, powered by India Gate Basmati Rice
ceremony on Feb 2nd.

