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 FASHION 
FOREWARD

Amitabh Taneja

Innerwear is out of the closet and is taking 
giant strides towards become a very vibrant and 
exclusive fashion category in India. It was a long 
run and it did take its time, but the clandestine 
aff air that it was, especially women’s innerwear, 
is now an anachronistic anecdote. Today, sheen 
straps have begun to sneak curious glimpses 
from racer backs, and colorful thongs now gleam 
above svelte waistlines marking liberation 
from the traditional basics retail hegemony. 
Innerwear has fi nally stepped out of the veil and 
is righteously a fashion statement in India now.

The innerwear industry in India is amongst the 
most lucrative segments in apparel fashion for 
brands, retailers and investors alike. The rapid 
evolution of the category has led to branching 
out of several sub-categories, which now are 
settings standards on their own. Also, a slew of 
international and young and dynamic national 
brands have impinged on the arena, marking 
the anointing of a phenomenal trend that has 
compelled the entire industry to spruce up 
product off erings in terms of both aesthetic 
and qualitative value as well as innovation. 
This had led to an increased popularity and 
demand of innerwear as a whole and has result 
is an increase in the importance of the category 
amongst retailers of all sizes and kinds. Thus, 

innerwear is fast emerging as a category that 
Indian retailers must watch much more closely.

Personally, I have a very special connect with the 
innerwear issue. Every year, as we work on this 
issue, the progress of the market never amazes 
me. As you can read in the Technopak research 
story in this issue, the innerwear category, 
currently estimated to be worth INR 28,781 crore, 
accounted for 10 percent of the total apparel 
market in 2017. The women’s segment dominates 
the innerwear industry in India and is estimated 
to grow at an impressive CAGR of 12 percent 
over the next decade in contrast to the men’s 
segment that is plotted to grow at a CAGR of 
7 percent.

Apart from innerwear market sizing, segment 
defi nition, and discussion on key market trends 
of the sector in totality, the issue also features in-
depth insight on various other the sub-categories 
that this segment has spawned in the 
recent years.

Considering the pace at which the innerwear 
industry is progressing in India, we tried to 
put focus on the sunrise segments and key 
innovations and loved it. I hope you love going 
through the issue too.

Dear readers,
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IBoF: Tell us about your brand. How it started and 

how has the journey been so far? 

G Srinivasa Naveen (GSN): Twills was launched in 

the year 1999. The brand grew rapidly thereafter and 

by 2002, we added a complete range of men’s wear 

products such as denims, trousers, casual shirts, semi 

formals and t-shirts. The brand launched a 5,000 sq.ft. 

exclusive store at MG Road, Vijayawada in 2008. By 

2019, the brand had expanded operations pan India. 

We added another milestone by opening our sales and 

marketing offi  ce in Jogeshwari, Mumbai in 2015.

IBoF: What is the brand’s USP and who are your core 

audience?

GSN: “Value for money products” is the brand USP. 

Twills is known for its casual wear range that features 

superior fabrics and the latest trends at mid-segment 

prices. About 60 percent of our target audience is 

below the age group of 40 years and 40 percent are the 

offi  ce going category.

IBoF: Tell us about your present product portfolio. 

Of the entire product range, what categories enjoy 

the most demand? 

GSN: We off er a wide range of casual shirts, cotton 

trousers, denims, t-shirts and semi-casual shirts for 

men. Of the entire range that we have, we have noticed 

that casual shirts and trousers tend to sell the most. 

Envisioned and nurtured in Andhra Pradesh, Twills began 

as a dream that soared high, created a niche for itself 

in one state and then, rapidly spread its wings to other 

parts of India. Today, the brand is a household name in 

the Indian fashion sphere. In an exclusive interview with 

IMAGES BoF, Director, G Srinivasa Naveen, talks about 

the brand, it’s retail presence and future plans. 

TWILLS
A SUCCESS STORY
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Considered to be a second skin, lingerie for women has moved over 
from being an ‘essential’ to being an ‘indulgence’. Trendy innerwear 
was earlier restricted to a bit of playing with the cut and adding in 
see through laces but now trendy is all about bold colours, prints, 
messages and super bold cuts. We check on the changing trends in 
the women’s innerwear market.

By Zainab S Kazi with inputs from Rosy N Sharma 
and Gurbir Singh Gulati

 CEASES TO BE AN
 INSIDE STORY 

WOMEN’S 
INNERWEAR E

ncapsulating the future trends for the 

women’s innerwear market, Karan Behal, 

Founder and CEO, Pretty Secrets reveals, 

“Retro styles with high waist cuts and square 

necklines will be back. Plus size lingerie, that 

is lingerie not just graded for bigger sizes but 

designed for their body type as well. With the 

body positive movement spreading, every 

sector of apparel industry will explore in this 

category. We shall see demand for shape-wear 

that fi ts like second skin and not just designed 

for compression purpose. The fabrics used in 

shapewear are getting lighter and thinner and 

this technology will grow in the Indian market 

over the next few years as well. We shall see 

more styles in full cover bras with lacy elements 

and sultry moods. Full cover will not just be a 

functional category, but will thrive as a sexy 

luxurious item for women with heavier bust. 

We shall also have hipster and panties with 

funky messages based on moods and varying 

personalities.”
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E
stablished in Australia in 1970, Sunseeker is a chic, aff ordable and high qual-

ity swimwear brand. The brand has been known for its high quality fabrics 

which give a ‘second skin’ feel to the wearer. It launches 2 collections in a year 

and off ers about 130 styles in each collection, including men, women and kids. 

With over 500 points-of-sale in more than 30 countries, the brand caters to a wide 

target market. It has recently entered the Indian market and aims to dominate the 

beachwear market through its young, fresh and trendy designs.

IMAGES Business of Fashion talks to Karen Lou, Global Brand Manager, 

Sunseeker, which entered the Indian market recently and aims to dominate 

the beachwear wear market. Lou sheds light on the emerging opportunities 

in the segment and insights on the globally trending designs and style.

-By Rosy N Sharma

SUNSEEKER: 
TAPPING THE EMERGING 
OPPORTUNITIES IN INDIAN 
BEACHWEAR MARKET 
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I
nnerwear is very democratic as far as fashion is concerned. Every man, 

woman and child has to wear innerwear throughout their lives. Hence the 

market globally and in India is phenomenal. Yet talking about innerwear 

trends and activities especially in India seems to be a little conservative topic 

even though there are hundreds of Indian innerwear brands both known and 

unknown that have fl ooded the market. 

INNERWEAR SHOWS

While in the West it is mandatory at most fashion fairs to have a lingerie and 

swimwear fashion show – the Dusseldorf Fashion Fair had a Body and Beach show 

biannually – in India this has not been done till now, to show the latest trends in 

the undercover garments. Trying to break this taboo with intimate wear as well as 

the launch of a special plus size label will help the Indian women and men to feel very 

confi dent inside out. 

Two innerwear fashion weeks were held in India in 2017 and 2018 by Niraj Jawanjal Found-

er and Ideator of the India Intimate Fashion Week. While many may defi ne innerwear as just 

vests, bras, panties and briefs, the innerwear category also includes many other sections like 

loungewear, beachwear, resortwear, sleepwear and many more.

“An unlikely new thought is coursing through the stereotypically superfi cial fashion 

industry. Through India Intimate Fashion Week (IIFW) we aimed to celebrate the senses 

and intimate positivity that translates to a carefully curated selection of lingerie. The 

wide array of collections included lingerie, loungewear, sleepwear, legwear, lingerie 
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INDIA INTIMATE FASHION WEEK
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The 27th edition of Milano Unica, with the 

presentation of the collections for the A/W 

2019-2020 season, recorded good results in 

terms of attendance and interest. Three days of 

exhibition, crammed with meetings, initiatives 

and activities were attended by exhibitors, 

buyers, journalists and fashion students from all 

over the world. Every part underlined the sign of 

quality and Made-in-Italy style. 

-By Rajan Varma

THE AVANT 
GARDE OF 
SUSTAINABLE 
FASHION 

T
he 27th edition of Milano Unica, the Italian Textiles 

and Accessories Trade Show, held from July 10 to 

July 12, 2018, recorded approximately 6,000 visitors 

that visited the trade show to view the high-end collections 

for the 2019/2020 A/W season. The result was in line with 

that of the past July 2017 edition, despite a slight reduction 

of Italian businesses, but with a more interesting specifi c 

commercial weight, confi rmed by the general satisfaction 

expressed by exhibitors. The show witnessed a signifi cant 

increase in the participation of international businesses.

There was an increased number of foreign businesses in 

attendance, from the Netherlands (20 percent), United 

States (+9 percent), Japan (+6 percent), China (+5 percent), 

France (+3 percent) and Germany (+3 percent). The 27th 

edition of Milano Unica saw the participation of 475 

exhibitors (+4 percent compared to July 2017), plus 132 

businesses from the Japan and Korea Observatories and 

the `Origin Passion and Beliefs’ section, the platform 

dedicated to the suppliers of Made-in-Italy, top quality 

artisanal semi-fi nished products, promoted by IEG, which 

brought the total number of exhibitors up to 607. 

The exhibitors expressed their satisfaction on the presence of 

numerous international buyers from strategic markets and for 

their interest in women’s wear textiles and accessories. This 

proved to be a growing trend in the last editions, contributing to 

defi ning a new balance in the off ering of the trade show.

 27th MILANO UNICA 
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