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In business, 25 years is an age, they say. I know what they mean. 
Especially when I look back to the summer of 1992, when a journey that was 
to take several rapid twists and turns over the next two decades and more, 
began in New Delhi. 

Back in the early ‘90s, I used to be coordinator for several fashion 
stores’ advertising campaigns and creatives. During those assignments, 
I would typically end up having long conversations with the retailers 
themselves. And each encounter left me impressed, but also wanting more. 
Each of these retail and fashion brands and their promoters – from Ravi 
Nanda of the posh Heritage store in South Extension to the mega family 
outlet Big Jo’s Deepak Bhargava to Shapes’ Ashwini Anand, from Chunmun’s 
Sharad Suri to Numero Uno’s Narinder Singh – was an innovator. Each 
entrepreneur – from Hemant Jain of Killer Jeans to Prasad Pabrekar of 
Spykar, Sanjay Dhanuka of Sumangal, the late Haribhai of Moustache, 
Jitubhai of Jade Blue, Rahul Mehta of UFO Jeans – had such a rich 
hands-on understanding of consumer behaviour, of store design, of 
navigation, sourcing, cost management, you name it. But these insights 
were scattered, unrecorded. And just like it is today, no retailer had 
all the pieces. They were all operating in silos – with small, but 
crucial, gaps in their exposure. If only they had a way to access each 
other’s intelligence!

I was sure a business magazine that assembled all this intelligence 
together – along with inputs from specialists in fashion creation, 
marketing and retailing – would have tremendous relevance in a market 
where fashion consumption was about to explode! And so, in May of 1992, 
IMAGES was born. 

It wasn’t easy, I can tell you that. We printed 3,000 copies of the first 
edition of IMAGES, funded by the sale of my motorcycle (a Hero Honda 
Sleek, a gift from my mother on my previous birthday). I was sorry to see 
the bike go, but I was more excited about the potential start of retail 
intelligence in India.

I think we set the tone in the very first issue itself, with visual 
spreads on fashion forecasting and trend analysis by Rajiv Goyal, and an 
industry article on Fashion Sourcing by Anchal Jain, who wrote: “The only 
way a multibrand, multi-product retailer can provide the ‘right choice’ 
to the customer is by being fashion-literate himself.” The insights were 
sharp and remain relevant to this day. Sample this from Heritage founder, 
the great Ravi Nanda: “Rather than being a follower of consumer demands, 
it is better to mold tastes by setting trends.” 

There were over 24 advertisements in that debut issue itself. How did I 
get them? I think none of the brands I pitched to refused simply because 
the idea itself was too radical! They were clearly very curious as to 
what was being created here and were carried away with my passion and 
conviction of the idea!     
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BIGBASKET EXPECTS TO GENERATE `500 
CRORE REVENUE FROM HORECA SEGMENT

Online grocery retailer Bigbasket plans to generate `500 crore revenue by 
the end of  nancial year 2018 through its recently launched HoReCa (Hotel, 
Restaurant and Catering) segment, the company said in a statement. The 

retailer clocked an annualised turnover of `100 crore in the  nancial year ending 
March 2017 from the segment which was launched in June last year.

“The company is setting up dedicated distribution centres across 8 cities to 
scale up the business and has plans to achieve a `500 crore exit rate by end of 
FY 2018,”said Abhinay Choudhary, Co-founder and Head of New Initiatives at 
Bigbasket. The company would be investing `50 crore over the next 12 months 

as it expands the 
business nationally, 
the statement said. The 
 ve year old startup 
has also entered into 
a tie-up with OYO 
rooms. Through this 
platform, more than 100 
 agship properties of 
OYO rooms will directly 
order from Bigbasket. 
At present, Bigbasket 
has 4 million registered 
customers and a 
presence in over 25 
cities across India.

INDIA’S 
RETAIL 
SECTOR 
ON A 
ROLL!
–By IMAGES Retail Bureau

While the retail sector 
of developed Western 
countries seem to be on 
the backfoot and looking 
at options to consolidate, 
Indian retail sector is going 
strong.

FLIPKART ACQUIRES EBAY INDIA

LANDMARK GROUP’S 
EASYBUY AIMS TO 
GROW TO 100 STORES 
BY 2020

Easybuy, the new apparel value 
retail format from the stable of 
Landmark Group, is targeting 100 

stores across the country by 2020.
“The company already has 20 stores in 

South India and plans to reach 50 stores 
by this  scal,” told Anand Aiyer, Business 
Head, Easybuy on the sidelines of launch 
of its  rst store in the city, the fourth in 
Tamil Nadu.

He said Easybuy planned to touch 
100 stores across the country by 2020. 
Started two years ago, the company had 
a business turnover of `131 crore and 
expected to reach `600 crore by 2020, 
Aiyer said.

The company was growing at 30 to 40 
per cent per annum, he said adding it 
was expanding mainly through franchisee 
model. The main aim of the company was 
to reach the middle income market in tier II 
and tier III cities, which has huge potential.

India’s largest 
e-commerce  rm 
Flipkart has raised 

$1.4 billion led by China’s 
internet giant Tencent, 
with participation from the 
online auction site eBay 
and Microsoft, valuing the 
Bengaluru-based company 
at $11.6 billion, post the 
investment. Flipkart’s much-
anticipated fund-raise has been 
in the making for months even 
as it faced a series of valuation 
markdowns by its existing 
investors over the past year.

The domestic e-commerce 
player was earlier valued at 
$15.2 billion when it last raised 
$700 million from existing 
investors in July 2015. As part 
of this transaction, eBay Inc 
has put $500 million in Flipkart 

and sold its India business to 
the Bengaluru  rm. The online 
auction site will continue to be 
run as an independent entity, 
a statement from Flipkart said. 
Sources said eBay India may 

have been valued at about 
$200 million, however, the 
contours of the deal were 
not speci  ed. Tencent and 
Microsoft have collectively 
pumped $900 million in 
Flipkart.
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LAUNCH

– By IMAGES Retail Bureau

Delhi has recently 
added another 
premium food hub to 
its ranks of culinary 
destinations - Palate 
of Delhi (POD). Pegged 
to be one of the finest 
destinations for 
quick and convenient 
food, Palate of Delhi is 
located at the Dhaula 
Kuan Metro Station.

DELHI GETS ANOTHER GASTRONOMIC 
HUB WITH THE LAUNCH OF

PALATE OF DELHI

C
onceptualised 
by Jaideep 
Bhandari; 
Palate of 
Delhi provides 
casual, easy 

dining options along with 
plush interiors and stunning 
artwork that set this food 
complex apart. Modern, 
functional and housing some 
of Delhi’s favourite eateries, 
it is touted to be the next 
big hangout spot for the 
Delhi public. With fresh new 
elements on the table, the 
food gallery gives visitors 
additional reasons to look 
forward to.

Commenting on the launch, 
Jaideep Bhandari, Promoter, 
Palate of Delhi, said, “We are 
excited to bring a deliciously 
unique food destination in 
the market with some of 

the most loved brands. We 
aim to provide a relaxed and 
comfortable quick dining 
setting to our discerning 
customer. Delhi is now a 
‘foodie’ city and we will strive 
to satiate it with Palate of 
Delhi.”

POD is proud to host Delhi 
NCR’s  rst ever Burger King 
drive-thru; giving convenience 
and food on the go a whole 
new meaning. Rushed early 
mornings and unforeseen 
hunger pangs will no longer 
be a problem with this speedy 
service en route. It is set to 
provide respite to a city that is 
perpetually on the run.

With an ever-growing 
population of conscious eaters 
embracing healthy living, Delhi 
has seen the emergence of 
various outlets capitalising on 
this very trend- one of which is 

Chaayos. Allowing 
customers to make 

chai in 12,000 
different ways, the 

chain will debut 
its  rst premium lounge 

at POD. Further, Palate of 
Delhi has opened its doors to 
the 1100th outlet of Dominos, 
India’s beloved pizzeria. 
Classics like Khan Chacha, 
which has been serving 
legendary rolls that generations 
have sworn by; Keventers, 
the Connaught Place gem 
that recently opened outlets 
around the entire city, fuelling 
a milkshake obsession; Moti 
Mahal Delux, the epic curry 
house that has consistently 
de  ned comfort food for 
the butter bhicken crazed 
population and Haldiram’s, 
Delhiites’ go-to for all savoury 
and sweet cravings - occupy 
prime spots at the complex. 

Other favourites such as the 
American donut giant Dunkin 
Donuts, which has come to 
consume a special place in 
every foodie’s heart not only 
for its donuts and coffee but 
also for its big meaty burgers; 

the much loved pizza parlour 
Chicago Pizza, ice cream 
giant Baskin Robbins and the 
family favourite Bercos among 
others, are present to cater to 
fast food needs. Palate of Delhi 
exempli  es an eclectic mix of 
the best. 

Unlike other food courts in 
the city, the décor of Palate 
of Delhi emulates elegance. 
Spread over 12,000 square 
feet, it has a well thought out 
structure, a chic colour scheme 
running throughout the space, 
beautiful artwork adorning the 
walls and modern, comfortable 
seating - elements that enhance 
the ambience at POD. It truly 
is a boutique food gallery. 
An exciting feature is the 
POD Stories, a wall, which 
provides the perfect outlet 
for customers to pen their 
thoughts. The walls of Palate of 
Delhi are unique with sketches 
throughout the gallery. While 
one side captures what it’s 
like commuting in the Delhi 
Metro, the other side is an ode 
to noteworthy individuals who 
have made an unforgettable 
mark in the capital city. 
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US based sportswear brand ‘New Balance’, which 
made its debut in India last year by opening it’s 
maiden store at DLF Mall of India, plans to reach 
a store count of 20 by the end of this fiscal. Major 
Brands, the franchisee for premiere international 
fashion brands such as Aldo, Bebe, Nine West 
and Guess among others in India, has brought 
the New Balance brand in India.

MAJOR BRANDS 
TO OPEN 20 
‘NEW BALANCE’ 
STORES THIS 
FISCAL

Sorbis / Shutterstock.com

A
t the time of the launch last year, New 
Balance of  cial spokesperson told media 
that they will target to open 50 stores of the 
brand in a spread of three years, depending 
on the kind of retail spaces that they will get. 
He also mentioned, that they will start their 

expansion from North India and for next three years will 
mainly concentrate on metros.

“Last year, we signed a new brand New Balance. We are 
going really aggressive with that and we think that the brand 
is going to be very large. We will use the power of retail with 
e-commerce and distribution and make it the fastest growing 
brand as compared to the other brands under the umbrella of 
Major Brands,” said Tushar Ved, President, Major Brands.

New Balance entered into a distribution agreement with 
Mumbai-based The Major Brands Group last year for retailing 
of New Balance products in India.

“We are opening our exclusive stores for New Balance and 
also looking forward to open franchisee stores. Initially, we 
will be opening stores at Delhi, Bengaluru and Mumbai. This 
year, we will see at least new 20 stores of New Balance. We 
do not look at the past performance of the brand, we look at 
the future performance of the brand,” he further added.
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COVER STORY

– By Sheetal Choksi & Sharmila Cirvante, 
Co-Founders, Word Hatter

Consumer experience in retail has come a 
long way from queuing up to buy over-the-
counter groceries, or being off ered a cold 
drink in the sari shop. Finding a delectable 
platter of free-sample delicacies is a norm 
today as one heads to the aisle of oils in 
the supermarket. This journey has evolved 
exponentially in the past couple of decades. 
It has its share of woes as well as absolute 
moments of delight. Here is an overview 
of why and how consumer experience has 
unfolded across segments, categories and 
demographics.

IT’S ALL 
ABOUT 
THE 
JOURNEY

T
he retail industry accounts for 10 percent of 
India’s GDP and 8 percent of the employment1. It 
is expected to grow from US$ 600 billion in 2015 
to almost US$ 1 trillion by 2020. A dynamic and 
fast-growing e-commerce market has also started 
to make healthy inroads into the sector, leaving no 

stone unturned.
Almost everything we need is available online today. Name 

it and it’s ours for a click here, a click there, and few cryptic 
numerals cloaked in asterisks. Yet we like to venture out of 
our comfortable homes. We want to go to the brick-n-mortar 
shopping stores. We love browsing, talking to people, trying on 
clothes, grabbing a snack, simply walking into a showroom to see 
its décor, striking a bargain, and many such things. It’s fun! It’s 
the experience we seek.

THE POWER OF 

CONSUMER EXPERIENCE:

1.  India Brand Equity Foundation report, April, 2017
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IN FOCUS

– By Shubhra Saini

Retail businesses grow 
and thrive through adding 
stores, online business 
and new suppliers, 
all of which increase 
supply chain complexity. 
However, while these 
evolutions are critical to 
growth and success, each 
additional component 
further tangles the supply 
chain management 
through their increased 
inter-dependencies. In 
this special feature we 
will unravel how in these 
competitive times retailers 
are retooling their supply 
chain eff iciencies. 

THE ROLE OF SCM 
IN RETAIL SCENARIO OF TODAY

W
ith the retail market growing vigorously, retailers across the nation 
are ideating on how to make the best of the opportunities at hand. 
Supply chain management plays a vital role in the entire process. We 
talked to the SCM heads of some of the prominent retail chains in the 
country to discuss how they are bee  ng up supply chain management 
ef  ciencies -- the changes that should be implemented, and the 

improvisations to keep retail on an all-time high.

Importance of Time Definite SCM Service for Retailers
With an all-round boom in the retail sector, the psyche of the consumers is also rapidly 
evolving. Consumers today, know what they like, go for what they want, and expect 
impeccable services. This consumer evolution has stirred the retail sector and to keep up 
with the pace; retailers are coming up with ways to minimise the operational cost as much 
as they can, without hampering the quality of product, time management and keeping up 
with the demand forecasting.

Providing the right product at the right time is the need of the hour. Management of the 
transition of products from manufacturing to the point-of-sales is key. Achieving this by 
itself would ensure the smooth functioning of any retail organisation. From  planning of 
inventory, transition of products and the point of sales, SCM deals with the proper control 
of it all. A slight shift for the worse to any of the processes in the supply chain could cause 
dissatisfaction of consumers and lead to major risks in business.

“Availability of stock on shelves is the single largest success factor for a retail business. 
Timely delivery of products and faster replenishment requires time bound logistic services. 
Time de  nite logistic service is critical for any grocery retail business, particular dairy and 
F&V sectors, but not so critical for apparel retail business,” Mahesh Khetan, Asst Vice 
President - Supply Chain Management, Aditya Birla Fashion and Retail Ltd - Pantaloons.
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– By Sunil Nair

REDEFINING 
BRICK & 
MORTAR 
STORES, 
DIGITALLY!!!

REINVENTING THE STORE
E-commerce sites are moving fast to scale up in the market which 
has been predominantly driven by physical stores across the globe. 
Though the percentage of e-commerce sites are low compared to the 
physical stores, the pace at which it has been engaging customers 
has made the brick and mortar stores to relook into their strategies. 
More and more brick-and-mortar retailers are looking at technology 
to improve their customer engagement, thereby improving their 
loyalty customers and in turn increasing their sales.

While developed countries are already looking at 
personalisation in advertising through cloud, developing nations 
are focusing on addressing energy management topics through 

Digital has transformed the way we live. In 
almost every walk of life, the smartphone 
elevates our experience, adding value and 
streamlining the way we do things. 

W
ithin retail, digital is transforming 
everything of the consumer experience. 
The consumer is now a digital shopper. 
The proliferation of mobile technologies 
combined with widespread Internet access 
has rapidly altered just about every aspect 

of our lives. Now, the Internet of Things (IoT) promises an even 
greater revolution.

RETAIL & IOT
Traditional retailers will have to increasingly cope with the shift 
of consumers to online retail. There is a good opportunity for 
retailers to employ IoT to help revive physical stores and improve 
a customer’s shopping experience. It is quite likely that the in-
shop experience will act as that competitive differentiator.

With the advent of Internet of Things (IoT) and Internet 
readily available for all at affordable costs, technology has made 
an entry into various domains including in retail. 
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SUCCESS STORY

Just as India opened its doors wide to 
welcome international fashion in the 
country, visionary thought of taking 
a lead to set an example. The vision 
was to create a brand that would 
beautifully merge Indian aesthetics 
and Western cuts and off er women 
in India a perfect combination of chic 
indo-western wear. This retail brand is 
TCNS, which includes W, Aurelia and 
Wishful.

WINNING 
WITH 
WOMEN’S 
WEAR 
- TCNS

Encapsulating the Inception and the Initial Years
TCNS’s journey started in 2001 with a single store. In less than a 
decade- and-a-half, TCNS reached the milestone of 100 stores. A gigantic 
leap was taken in another four years thereon when it expanded to a 
commendable number of 380 stores across the country and even forayed 
internationally in markets like Mauritius, Sri Lanka and Nepal.  Lalit 
Raghuvanshi- Vice President, Sales, TCNS Clothing Company Pvt. Ltd,  
shares with a sense of pride, “We are proud to have been awarded The 
Most Admired Indian Women’s Wear brand in 2015 and 2016. We have 
also been awarded Images Most Admired Retailer 2016 - Turnaround 
story and our path-breaking marketing campaigns #Unlikeboring & 
#Unusuals have also won several important marketing awards.”

Recounting the Achievements 
TCNS was gaining ground but they were still a distant third in the 
pecking order in the category of women’s wear in 2013-14. Raghuvanshi, 
says, “We were able to change the order in 2015 when we took the 
second spot. In Fy16, we gained further ground and became the largest 
women’s wear company in India which is a matter of great pride for all 
of us at TCNS.” The last 4 years have been remarkable for the company 
where they have reached the zenith becoming 5 times of their business 
size. Raghuvanshi makes it a point to add, “We are a brick and mortar 
company which has grown at a pace which is usually talked about for 
online companies. This rapid topline growth rate came with an even 
higher growth rate in the bottom-line which basically illustrates the 
quality of growth we have been able to achieve.” Adding further he 
shares, “Being awarded the Images Best Women’s Wear Brand back-

– By Zainab S Kazi
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Launched in 2000, India 
Fashion Forum (IFF) is 
India’s largest fashion 
retail intelligence event. 
The event, which is in it’s 
17th year took place on 
12-13th April in Renaissance 
Hotel, Mumbai. 
The IFF Conference 
creates unparalleled 
opportunities for learning 
from international and 
Indian industry experts, 
academicians, experienced 
professionals and analysts 
through a world-class 
mix of keynote addresses, 
panel discussions, 
CEOs roundtables, 
presentations, knowledge 
series sessions and 
workshops.

PIVOTING TOWARDS TECHNOLOGY, KEY 
TO UNLOCKING INDIA’S $96 BILLION 
FASHION MARKET

// 12-13 APRIL, 2017   RENAISSANCE HOTEL, MUMBAI, INDIA

INDIA FASHION 
FORUM 2017: 
LOOKING INTO THE 
FUTURE OF FASHION

T
he future of fashion in India is going to be focused around a smaller shopping 
window, about the size of the screen of a smartphone to be precise. But 
the line between the online window and the of  ine window is constantly 
blurring, presenting new opportunities as well as challengers for fashion 
retailers. 

That was the theme that took center stage at the India Fashion Forum (IFF) 2017, as a 
star-studded panel at the inaugural session talked about the shifts in the Indian fashion 
retailing industry and how they will shape its future. The dynamics of customers skewing 
towards a younger demographic and technology and lifestyle driven changes are expected 
to push the fashion market’s size greatly, as per a study from Technopak. 
In his inaugural address, Suresh J, the Chairman of IFF 2017 and MD & CEO of Arvind 
Lifestyle Brands, emphasized that the success mantra for a fashion company in this future 
will rest on a “pivot towards technology and sustainability”. He spelled out the ‘ABCD’ of 
success which were Analytics (the industry getting to know their customers more), Buy 
Now (the industry cutting down on cycle time), Compliance (in terms of environmental 
and social norms) and of course, Digital. 

Digital is a dominant theme in any business narrative today and the fashion industry 
is no different since it is an arena driven by social trends. Neelesh Hundekari, Partner - 
Consumer & Retail Practice, AT Kearney, identi  ed the new shoppers as ‘digital natives’ 
whose access to information through their smartphones and the internet has changed 
the leverage retailers usually had. “Information asymmetry on price is a lever that’s no 
longer available to a retailer”, he said, adding that in this new era “shopping is a social 
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BENGALURU. CHENNAI. HYDERABAD. MANGALURU 

Forum Central Office. Prestige Poseidon, No. 139, Third Floor, Residency Road, Bangalore 560025. 

HOME 

WORK 

FORUM

Millions 
of happy 
customers. 

One beloved 
name.

5 cities.  
50 million guests.  
1000+ retailers.  
1 brand.  
Need we say more? 

Retail_Ads 2017.indd   4 5/4/2017   1:28:03 PM


